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mport Cars Set a Record 
n Market Penetrati 


\" market penetration run- 
nifig at a 1959 record of 9.94 
pcent, « imported cars accounted | 
“one fféw-car sale in every 10 
fing July, just-released registra- 
tion figures show. 
5 biel svidtts. penetration high for 
: 9.85 ‘percent in March. 
; ys 6 market share for im- 
was #78 percent, 
at re gistrations for the month 
‘86, 138; the fourth month in a 
fi t registrations of imports 
bid ‘extceded 000. Only month 


ae 
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Enough Auto Steel 
'For Another Month 


But Parts Makers 
Run into Scarcities 


By Martin L. Whitmyer 
Staff Writer 


a SEROUGE parts manufacturers 
are beginning to feel the pinch 
in steel supplies and many already 
F are being forced to pay a premium 
price for warehouse steel, a con- 
» tinued shutdown of the nation’s 
steel mills is unlikely to force a 
© reduction in assembly schedules by 
= U. S. car and truck makers for at 
= least another month, an AUTOMOTIVE 
|) News survey revealed last week. 
Production schedules currently 
are far below normal due to 
changeover operations and new- 
model assembly line shakedown 
difficulties, but car assembly op- 





Car Output 
Week ended Sept. 12 
Week ended Sept. 5 





_ erations should be pretty well 
back to normal by early October 
and better than 500,000 assem- 
blies are expected for the month. 

As a result, little concern is ,being 
felt over whether there will be 
enough cars on hand for dealer an- 
| nouncements. 
+ + +. 
HOULD the steel strike carry 
deep into October, however, car 
manufacturers would be forced to 
(Continued on Page 109, Col, 3) 


this year to excéed the July total 
was June, with 57,211. 
> 

| Come slidcciciiglinin in the slight 
| cutback for t month an in- 
dication that impofts have reached 
|@ plateau of about 650,000 U. S. 
| Sales annually. 

A year ago, however, the im- 
ports also had ap ntly reached 
a plateau—of abot 450,000 at 
that time. Then 
second-wind sales 


Last year, 64 makes 
193,395 registrations in\the/first 
seven months, 

Market penetration in the 1959 
period was 9.48 percent, compared 
with 6.97 percent in the first seven 
months of 1958, 

om * * 

B* INDIVIDUAL makes, Re- 

nault, Fiat and Austin-Healey 
established records during the 
month, However, Volkswagen, Hill- 
man and Triumph were unable to 
Surpass their monthly records, set 
in June. 

English Ford, Opel and Vaux- 
hall still count April as their rec- 
ord month, while Simca looks to 
March. 

Fiat, by dint of its record-break- 
ing sales effort in July, dislodged 
Opel from No. 4 ranking after 
languishing in fifth and sixth place 
from February through June. 

Austin-Healey’s record effort was 
(Continued on Page 108, Col, 3) 


Fastest Cleanup Rate in History 





ry hy » 
By ‘Maynard M. Gordon 
News Editor 

RANCHISED dealers hacked 

away at their heavy new-car 

inventories so relentlessly last 
month that the total national stock- 
pile declined at the fastest rate 
in history. 

An estimated 719,110 new do- 
mestic cars were in dealer hands 
or in transit Sept. 1, or fully 257,- 
280 units below the record-smash- 
ing load of 976,390 cars with 
which the trade entered August. 

The largest previous decline in 
the stockpile occurred in the 1956 
cleanup. A decrease of 190,392 units 
was recorded during September of 
that year. 

* * 
aaa bite into the pileup of 
59 models is virtually certain 
this month, but many dealers ex- 
pect to carry over a number of '59s 
into the ’60 introduction geason. 


depressing prospe 
fall season. 


r a time, but steel back- 
dangerously short at 


second reason for viewing 

avy '59 stocks without alarm lies 

the excitement arising across 

the nation because of the advent of 
the Big Three smaller cars. 


Penetration by the full U. S, in- 





‘Corvair Prices 


Start at $1,985 


‘ By Robert M. Finlay 
Editorial Director 
[DETROIT Figures revealed last 

week by Edward N. Cole, Chev- 
rolet general manager, indicate 
that sticker prices of the new Cor- 
vair will start at about $1,985, in- 
cluding Federal excise tax and 
dealer-preparation charges. 

The price leader will be a Ser- 
ies 500 sport coupe which Cole 
said will be introduced “sometime 
after the first of the year.” 

At the press preview of the firm’s 
1960 models, Cole mentioned a “fac- 

tory-list” figure of $1,810, which 
grows to about $1,985 when excise 


prep charge on the ’59 Chevrolet 
was $40. 
Indicated sticker prices on other 





(Continued on Page 8, Col, 1) 





Imported Cars Only: 
Exclusives 


Import-Domestic Duals: 
U. S. Duals with Other Imports 


* Revised, 


Import-Car Dealerships 


U. S. Duals with Captive Makes** 


TOTAL Imported-Car Outlets in U. S. 
** Captive duals are: Buick- Opel ; Pontiac- Vauxhall ; 


duly 1, 1959 July 1, 1038* 


634 
1,500 


8,009 
(2,944 10,830 
15,635 12,964 


Rew.. _Motor-English Ford; 
Benz, and 





Ford Motor-Tauanus; 

Chrysler Corp.-Simea. 

the July 1, 1959, tabulation. 
See story on Page 15. 








amen ip coneidesed & Chev 


Corp, captive only in 
01 1959, by Automotive News 


Stacks Dive to 71 





In Field and in Transif; 
Domestic Make 
719,113 
463,684 


1958 
Month 





Previous 
Moi 


cS nt 
‘onth 

«i Current Records 
High (976,390) - - - Aug. 1, 1959 
Low (157,607) - - - Nov. 1, 1954 
© 1959, by Automotive News 











* * * 


dustry into the lower price range is| 
expected to flood the showrooms | 
next month with the largest crowds | 
of recent announcement periods. 

* * * 


\ ~s the lower prices for the} 
Falcon, Corvair and Valiant as} 
bait, dealers are looking for wide-| 


O00 


pen “price-shopping’ among the 
new models. 

Comparisons by prospects be- 
tween new ’60 compacts and “old” 
'59 regular-size models are regarded 
as inevitable, leading to a sustain- 
ing of the cleanup tempo of August 
and early September. 

Dealers over the past few years 
of massive inventories have be- 
come accustomed to an overlap- 
ping of models at announcement 
time. Most have grown to accept 
the situation as a necessary out- 
growth of conditions imposed by 
the need to offer shoppers the 
widest possible selection of body 
styles, options and colors through- 
out the model year. 

The stockpile decline last month 
amounted to an estimated 26.35 
percent and placed the September 
inventory of 719,110 cars below the 
former high for the month—the 


| 729,536 units counted just two years 


ago. 
At the tail-end of the 1958 reces- 
sion, new-car stocks stood at 463,- 
684 in September (or 55.09 percent 
below the current level). The 1958 
descent continued until Nov. 1, 
(Continued on Page 6, Col, 1) 





Each Maker's Share... 





Pct. of 

Regis., 

JUNE 
24.93 
23.99 
6.91 
6.22 
6.42 
5.91 
3.64 
2.64 
2.27 
2.08 
2.03 
Lil 
74 
65 
34 
25 


Oldsmobile 
Buick 


42.93 
27.25 
11.65 
6.22 
2.08 
9.87 


GEN. MOTORS 
FORD MOTOR 
CHRYS. CORP. 


New-Car Sales: July vs. June; 
Seven Months, '59 vs. '58 


Inde Metr. 


Pet. of Pet. of 


Regis., 
7 Mos., 
1959 

24.55 
23.87 

6.38 
5.85 
6.51 
6.23 
4.26 
2.38 
2.48 
2.22 
2.40 
1.04 

15 

-76 

A7 

29 


Pet. Pt. 


"59 vs. 58 
—3.45 
+2.73 
—2.19 
+-2.37 
+146 
— .74 
—1.49 
— 51 
— &4 
+1,34 

43 

32 

35 

— .13 

15 

06 


28.00 
21.14 
8.57 
3.48 
505 
6.97 
5.75 
2.89 
3.02 
88 
2.83 
1,36 
1.10 
89 
62 
35 


+1 +++ | 


—4.65 
+191 
—3.43 
2.37 
1.34 
+2.46 


43.95 
27.58 
10.84 
5.85 
2.22 
9.56 


48.60 


3.48 





* Miscellaneous figures for 1958 1 





and dealer-handling are added. The |' 
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Rambler Closes In on Third 


As Its Sales Set 


By Robert M. Lienert 
Associate Editor 

RIPLE honors in new-car sales 

performance are due Rambler, 
an analysis of July registration fig- 
ures shows. 

After making a shambles of rec- 
ords during most of 1959, Rambler, 
in July: 

1, Jumped to No. 4 position in 
new-car sales—the highest rank- 
ing it has ever attained. With 
36,717 registrations, Rambler 
missed third place by only 820 
units. 

2. Accounted for 6.50 nasties of 





all sales during the month for its 


Record 


deepest market penetration in his- 
tory. 

3. Increased its share of the 
market over the previous month by 
a margin wider than that of any 
other make. 

* «* 
ITH 564,985 new-car registra- 
tions in July, the 1959 month 
was the third best in history, top- 
ped only by 1955, with 647,245, and 
1950, with 609,926. Last: year, July 
saw 406,265 new cars registered. 

While Rambler was pushing 

American Motors’ market share 
te the highest point of the year, 
Ferd Motor Co. and Studebaker- 

Packard also widened their share 

(Continued on Page 6, Col, 5) 
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Highest Since Jan. 1... 





Used-Car Stocks Rise 
To 37-Day Supply 


TOCKS of unsold used cars held 

by franchised dealers increased 
sharply to a 37.3-day supply as of 
Sept. 1, according to AUTOMOTIVE 
News’ estimates. 

Not since the year opened with 

a 39.3-day supply have used-car 
stocks been so overstuffed, 

Contributing largely to the in- 
crease was the continued hefty re- 
tail movement of new cars during 
the preceding month, combined 
with the seasonal slackening in 
used-car activity. 

While a gain in used-car inven- 
tories from Aug. 1 to Sept. 1 is 
considered normal, this year’s 22.1 
percent gain was larger than usual. 

* ” * 

N DISCUSSING the used-car sit- 

uation, dealers were still in- 
clined to be cheerful in reporting 
profits, although some said the 
margin had been growing nar- 
rower during the past 30 days. 

Many expect prices on used 
units to crumble shortly—but not 
because of the new compact cars’ 
arrival, In fact, most dealers say 
the compacts will have little af- 
fect at all on the used-car mar- 
ket. Some say late models may 
be hurt a little. 

The price break is expected be- 
cause of the new models in gen- 
eral—which will make all used cars 


Volvo Cuts Canada Price; 
U. S. Figures Unchanged 


DETROIT.—Volvo has cut the 
price of its two-door sedan by 
$100 in Eastern Canada, but there 
has been no change in U. S. port- 
of-entry prices, according to an 
official of Volvo Distributing, Inc., 
Englewood Cliffs, N. J. 

The new Eastern Canada price 
is $2,595, compared with $2,330 
at Eastern U. S. ports. Both fig- 
ures include heater, white side- 
wall tires and other accessories. 
The two-door sedan is the only 
Volvo model offered in Canada. A 
four-door sedan at $2,795 and a 
two-door station wagon at $2,490 
are available in the U. S. 





suddenly one year older—and be- 
cause prices have held surprisingly 
firm during the summer. 

A reduction is somewhat over- 
due, dealers believe. 

* * * 

OME dealers believe the com- 

pacts will have little impact on 
the used-car market other than to 
make buyers more selective. 

Said a dealer in the West, 
“High-priced used cars have al- 
ways sold, even in the face of so- 
called low-priced cars of other 
makes, Good used cars will still 
sell for a good price.” 

Most used-car control men did 
not become too excited by the Sept. 
1 inventory supply of 37.3 days. 
They were somewhat alarmed, how- 
ever, by the fact that inventories 
had become extremely top-heavy. 

Exactly half of the reporting 
dealers admitted they were over 
the 30-day limit, and the number 
in the 60-day neighborhood was un- 
usually large. 

* * * 

OT since last March 1 had more 

than half of the dealers been 
above 30 days on used-car stocks, 
and, of course, at that time many 
lots were being intentionally stock- 
ed in anticipation of spring de- 
mand. 

Now, however, dealers can expect 
an influx of trades within a few 
weeks as the ’60 models go on sale. 

With the new-model season at 
hand, only 50 percent of report- 
ing dealers are within the 30-day 
limit, as compared with 69.2 per- 
cent a month earlier and 75.1 per- 
cent two months earlier. 

Dealers with a maximum supply 
of 15.days represented only 11.1 
percent of reporting dealers, com- 
pared with 15.4 percent a month 
earlier and 18.8 percent two months 
earlier. 

A year ago, Sept. 1 stocks were 
good for 30.5 days of selling. Of 
dealers reporting, 18.8 percent were 
within the 15-day limit, 68.8 per 
cent were within the 30-day limit 
and only 31.2 percent had a supply 
in excess of 30 days. 








—Rosert M. LigNertT 





33 Pct. Hike Is Goal for ’60... 





Lark Eyes Sales Boost 


By John K. Teahen Jr. 
Staff Writer 

SOUTH BEND. — The Lark 
proved itself the right car at the 
right time and has built a “plat- 
form of progress” for Studebaker- 
Packard, President Harold E. 
Churchill told newsmen at the com- 
pany’s press preview last week. 

In 1960, the company hopes to 
enlarge that platform. It is seek- 
ing a 33 percent sales increase 
and 3 percent of a domestic new- 
car market which is estimated at 
about six million cars. 

That would mean a volume of 
175,000 to 180,000 units for Stude- 
baker. 

The cars upon which those hopes 
are based will appear in dealer 
showrooms Oct. 15. Styling is vir- 
tually unchanged from 1959, but 
S-P has added two new Larks 
which should enhance dealers profit 
opportunities. 

The newcomers are a four-door 
station wagon and a convertible. 
The soft top was the star of the 
preview and was unveiled at a 
luncheon some two hours after the 
other 60 models were presented. 

Churchill said it will be the 
lowest-priced U. S.-built convert- 
ible, but he declined to say any- 
thing specific about 1960 prices, 

Adding the two body styles, 
Churchill said, means that Lark 
enters the ’60 model year “with the 
only complete line of convenience- 
size automobiles. And this is the 
part-of the market which is getting 
the most attention today.” 

Incidentally, the term “compact 
car” is never used in South Bend. 
Here, Lark and others in this field 
are “convenience-size” autos. 

Churchill alluded only indirectly 
to the Big Three small cars and, as 








might be expected, he saw them as 
a “plus” factor for Lark. 

S-P management, he said, is alert 
to what competition does, “particu- 
larly when the actions of competi- 
tion increase opportunity for us.” 

“We are confident that this is 
what is happening today,” he de- 
clared. “All the promotion that is 
now getting under way is going 
to increase greatly the desire of 


Ford Unveils the Falcon— 


DEARBORN.—Ford Motor Co. 
last week released more details on 
its new smaller car—the Falcon— 
and became the first of the Big 
Three to release pictures of its 
compact to the press. 

James O. Wright, Ford division 
general manager, said the com- 
pany expects to build 100,000 Fal- 
cons by the end of 1959. Produc- 
tion has begun already. 

Wright said the keynote of the 
Falcon will be economy of opera- 
tion and maintenance, He said that 
in the area of replacement parts a 
Falcon fender will cost 50 percent 
less, a windshield 40 percent less 
and a muffler 30 percent less. 
With regard to air-cooled versus 
water-cooled engines, Wright said 
the Falcon’s water-cooled, front- 
mounted engine will require only 
$1.80 worth of antifreeze—50 per- 
cent less than a full-size car, 
“Based on the amount of public 
interest in the Falcon already be- 
ing reported by our dealers,” he 
said, “we are expecting our busiest 
introductory period in years.” 

Wright said the Falcon com- 
bines economy of operation and 
smaller exterior dimensions with 
ruggedness, “big-car’ roadability 
and passenger space comparable 
to that of standard cars. 

“Its wheelbase is 8% inches 
shorter and its overall length 27 
inches shorter than a’59 Ford Fair- 
lane, yet it is a full six-passenger 
car with interior roominess ap- 
proximating that of standard mod- 
els,” he said, 

“For example, front legroom in 
the Falcon is only one-tenth of an 





(Continued on Page 105, Col, 1) 


inch less than in a 1959 Ford and 








Business B t 
Automotive News Economic Index — 
101.2 Percent of Last Week 
124.8 Percent of Like Week Last Year 
Percent of 
Percent of Like Week 
Last Week Last Year 
Auto Production ............... 17,286 93.7 143.8 
Truck Production .............. 15,394 100.8 347.5 
Auto Registrations—Year to date. . 3,645,866 coos 131.3 
Truck Registrations—Year to date. 558,290 ig 135.4 
Steel. Production—tTons ......... 332,000 100.0 19.9 
Lumber Production—Board feet... 263,661,000 108.5 114.6 
Paperboard Production—tTons.... 335,940 103.7 153.0 
Soft Coal Output—tons ........ 7,265,000 102.3 88.1 
Oil Refinery Output—Barrels . 51,475,000 101.3 104.3 
Barometer Freight Car Loadings 337,368 101.4 91.5 
Department Store Sales Index .. 138 104.5 92.6 
Stock Market Price Index....... 427.0 98.4 120.7 
U.S. Government Spending 
—Fiscal year to date ............ $16,943,599,000 alae 103.2 
Commercial and Industrial Loans $29,008,000,000 100.3 Reet 
Savings —— ee Sr opr gee $30,69¢_ 9,000 99.9 101.4 
Used-Car Prices—aAverage........ $999 97.7 107.1 
Business Faijures ................ 308 119.8 161.3 
mon Common 
Stocks Sept.? Sept.2 1959 Range Stocks Sept.9 Sept.2 1959 Range 
AMC....... 53 49% 5344-25 er 50% 524%, 57%-39% 
Chrysler... 65% 67% 72%-50% Mack...... 41% 46 49%-32% 
Ford....... 79% 84% 85%,-50% NE ii as 12% 12% 15%- 9% 
GM........ 54%, 56% 58%-45 White...... 53% 56% 60 -40% 
(Sept, 14, 1959) 
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Ford Lifts Falcon Curtain, 
Sees Busy Dealer Debuts 


front head-room is actually seven- 
tenths of an inch greater. Rear-seat 
passenger space also compares fav- 
orably.” 

Running the full length of the car 
is a sculptured panel which adds to 
the car’s beauty and at the same 
time provides greater strength for 
doors and side panels, Ford said. 

The “dogleg” entrance to the 

front passenger compartment has 
been eliminated, improving ease 
of exit and entrance, The luggage 
compartment has 24% cubic feet 
of space—nearly twice the space 
of Volkswagen and Renault com- 
bined, Ford said. 

The Falcon wil round out 4% 
million miles of vehicle and com- 
ponents testing with a quarter-mil- 
lion-mile “experience run” covering 
every mile of Federally numbered 
highway in the continental U. S. 

Thirty-two veteran test drivers 
started the 26-day run last Thurs- 
day (Sept. 10) from Ford’s test 
track here. Two of the cars will 
make daily runs between New York 
and Chicago via the turnpikes. 

Ernest R. Breech, board chair- 
man, served as the official starter 
accompanied by Tennessee Ernie 
Ford, well-known entertainer. 

Breech said the experience run, 
coupled with 4% million previous 
miles of laboratory and over-the- 
road testing, will make the Fal- 
con the most thoroughly tested 
car ever to reach the American 
market, 

The start of the test run was 
witnessed by the first of 7,000 Ford 
division dealers visiting Dearborn 
during September to view both the 
Falcon and the 1960 line of stand- 
ard Ford cars and trucks. 

From the test track, the experi- 
ence-run cars will fan out to all 
parts of the country, keeping de- 
tailed records on gasoline mileage, 
handling, performance, durability 
and comfort. 

* 


Ford Dealers Visiting 


Dearborn for ’60 Look 

DEARBORN.—For the first time 
in a quarter century, virtually 
every Ford dealer in the U. S. is 
coming to Dearborn to preview the 
new ‘line of cars and trucks, meet 
face-to-face with the engineers who 
designed them, and discuss with 
Henry Ford II and others the 
promise the forthcoming decade 
holds for the national economy and 
the automobile industry. 

The 7,000 Ford dealers will 
travel a total of five million miles 
to attend. 

During their three-day stay, the 
dealers will occupy eight hotels, eat 
three tons of chicken, three tons of 
spare ribs, 11 tons of beef, 10,000 
lobster tails, 2,500 pounds of shrimp, 
3,000 pounds of butter, 2,000 pies, 
and drink 1,000 gallons of coffee 
and 2,000 quarts of milk. To pre- 
pare and serve the food, 30 cooks, 
200 waitresses, 60 dishwashers and 
100 bus boys will be required. 

The dealers also will see the new 

(Continued on Page 106, Col, 2) 








Here is the first official picture to be released of the Ford Falcon, which Ford calls a “breakthrough” in automotive design 
that may materially alter the future of the auto industry. The Falcon Fordor shown above is more than two feet shorter and 
three-quarters of a ton lighter than a standard 1959 Ford. Yet, Ford claims, the Falcon is a six-passenger car with interior 
roominess approximating {het of standard models. 





Falcon Trunk— 


The Ford Falcon's luggage compartment 
has 24¥% cubic feet of space—20 percent 
more than the average for the most pop- 
ular imports, the company said. The deck 
lid is counterbalanced, 
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Falcon Engine— 


This engine will power Ford's new Fal- 
con, It is a six-cylinder, watercooled unit 
with a piston displacement of 144 cubic 
inches. The bore is 3¥% inches and the 
stroke is 2 inches. 





Dodge Explains 
How It Chose 


60 Series Names 


DETROIT.—Dodge last week 
confirmed its series names for 1960 
and told how they were selected. 

The new Dart line will be offered 
in three series—Seneca (lowest 
priced), Pioneer and Phoenix. The 
larger Dodges will be called the 
Matador and the Polara, The Dart 
wheelbase will be 118 inches, and 
the Dodge wheelbase will be 122 
inches, 

Dodge employed James Vicary 
Co., a research firm, to consider 
suggested names, sort out the un- 
suitable ones and test the “final- 
ists” on the public, “Dart” scored 
highest on these tests, so the new 
line became the Dodge Dart. 

Dodge submitted some 300 names, 
and thousands more were culled 
from Vicary’s lists—titles of motion 
pictures, plays, books, names of 
horses, song titles, etc. 

James Vicary, head of the re- 
search firm, said Dodge wanted the 
names to be easy to recall, easy to 
pronounce, symbolic of the product 
and legally acceptable, 


Vicary queried 3,500 persons, two-™ 


thirds of them men, “Dart” was 


recalled by 64 percent of those | 


quizzed, the highest on the list, 
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Dealer Forum 


by Robert M. Finlay 











I WAS reading the other day one 
maker’s account of the research 
that goes into preparations for 
bringing out a new car, When you 
read of the problems, and how they 
were painstakingly thought out and 
resolved, you become convinced 
that here, if ever, is a winner. This 
ear cannot possibly fail. 
Then you remember that you 


15 Are Nominated 
For Colorado’s 


°59 Dealer Award 


DENVER.—Fifteen dealers have 
been selected as candidates for the 
George Day Memorial Award to 
“Mr. Colorado Dealer of 1959.” 

The award, sponsored by the 
Colorado Automobile Dealers Assn., 
is presented annually to a new-car 
dealer who has gone the “extra 
mile” in community service pro- 
grams and who has so conducted 
his business as to hold the respect 
of customers, employes and the 
general public, the association said. 

Nominees include: 

L. Earl Schmidt, Akron; Paul 
Crouch, Boulder; W. T. Berry, Can- 
on City; Louis C. Wertz, Center; 
Vernon C. McCallister, Del Norte; 
Charles Jurgelonis, Dolores; Wayne 
Jones, Eads; K. T. Pollock, Fort 
Morgan. 

Lawrence P. McArthur, Greeley; 
Al Will, Longmont; Glen Curtis, 
Monte Vista; Walter A. Rooney, 
Norwood; George Hageman, Oak 
Creek; Claude Luekens, Steamboat 
Springs, and Lenzini Motor Co., 
Walsenburg. 

Nominees were selected by local 
Chambers of Commerce, business- 
men’s service clubs and local dealer 
associations. 

One of these nominees will be 
selected by an award jury consist- 
ing of former Gov. Ed Johnson, At- 
torney General Duke Dunbar and 
Jack Foster, editor of the Rocky 
Mountain News. 

The award will be presented at 
the CADA’s annual convention at 
the Broadmoor Hotel in Colorado 
Springs Sept. 21. 

The award is being given this 
year as a memorial to George Day, 
former CADA president, who died 
July 29, 








Convention Held 
By K-F Owners 


DETROIT.—The recently formed 
Kaiser-Frazer Owners Club of 
America held its first national con- 
vention in St, Louis Saturday and 
Sunday (Sept. 12-13) at the Bel Air 
Motel-Hotel. 

A spokesman said the convention 
was planned to acquaint members 
better with their Kaiser and Frazer 
cars, and to give them a chance to 
see what others have done to pre- 
serve their K-F car. 

In addition to a business meeting 
and various talks, there was a dis- 
play of members’ cars. The Kaiser 
and Frazer were introduced in 
1946. The Kaiser is being produced 
today in Argentina, an exact du- 
plicate of the 55 Kaiser. 
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felt the same way about new cars 
in the past—and not so far in 
the past, either—that fell flat on 
their hoods, So you adopt a new 
attitude: Hot cars aren’t as cer- 
tain as they sound when you read 
the research reports. 


Some of us explain the difference | © 


between the way a car sounds when 
researched, and the way it turns 
out, as the result of the fickleness 
of the public. 

And, in a sense, the public is 
never standing still waiting for you 
and your product. It is always on 
the move. Its tastes are changing. 
The present soon becomes the past, 
and the future is constantly moving 
into the present. 

* 


Never Know? 


A so we have another ready- 
made attitude: 

“You never know what will hap- 
pen to a new car when you expose 
it to the public.” 

Yet, looking back into experience 
again, you know that just the op- 
posite of this is true. For al] the 
criticism that the automobile dis- 
tribution system gets—and much of 
which it deserves—it is still a ter- 
rifically potent sales instrument, It 
has performed miracles in moving 
cars that were of dubious quality. 
And this has saved many an auto 
maker for a time. 

But eventually the public 
catches on, and there is another 
thing about the auto industry— 
no matter how poorly built a car 
may be, someone manages to 
keep it running for years—and 
during those years it haunts its 
maker. 

Owners live with it and cuss it. 
Dealers shun it and degrade it 
when owners try to trade it in. The 
whispers spread far and wide. 

And, so, it is easy to say what 
will happen when you expose a 
new car to the public: If it is a 
well-built, good performing car—a 
good automotive value—buyers will 
get excited and their eyes will shine 
with enthusiasm when they talk 
about it. You will generate the best 
of all forms of advertising—word- 
of-mouth advertising. 
* « 


Up from the Grave 

ND, if it is poorly engineered, 

or poorly built, dealers may be 

able to carry the car for a while, 
but even they will become disgust- 
ed before long, and the car, if it 
ever does make it, will have to dig 
its way out of the grave. 

This sounds elementary. But it is 
a lesson that many highly placed 
executives in the auto industry 
often overlook. 

I recall some years ago an auto 
executive discussing the problems 
his make faced. 

“Our problem,” he said, “is no 
longer one of building cars, It is 
of selling them. We’ve got to con- 
vince the public to have confidence 
in us.” 

Yet at about the same time, a 
dealer was saying: 

“The public has this car tagged 
right. It isn’t a well-built car, It 
isn’t so much that the public is 
fickle, or even hard to convince. 

“What so many overlook is that 
the public is perceptive, and it 
doesn’t take the public long to set 
a true value on a maker’s product. 

“It is one thing to assemble the 
parts of a car so that they resem- 
ble an automobile, It is something 
entirely different to build a car that 
performs like a car in the hands 
of a carefree public.” 

And so, you can ignore all the 
high-sounding talk of the engi- 
neers, and their debates as to 
whether the engine should be in 
the front or the rear. 

And you can count on the public 
to give you the straight dope on 
the cars. The new cars that have 
been engineered right and are built 

right will soon get the public’s 
incontestable stamp of approval. 
And those that aren’t, are headed 
straight for the auto graveyard. 
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Dealer, Employes "Bury the Hatchet’ — 


Lester P. Francis, head of Francis Chevrolet Co., St. Louis, and president of the 
Greater St. Lovis Automotive Assn., is shown “burying the hatchet" after his dealer- 
following a 10-week strike. Looking on are employes of 
the service and parts departments, members of the striking Machinists and Teamsters 
All but five of the 88 dealers affiliated with the association were closed 
by the dispute over a new contract. A new five-year pact ended the strike. 
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Senate to Get Petition .. . 





200 Dealers in Okla. 
Oppose Security Bills 


OKLAHOMA CITY.—More than 
200 Oklahoma dealers have signed 
a resolution expressing opposition 
to Senate bills clearing the way for 
a restoration of territory security. 

The petition listed six reasons 
for the dealers’ opposition, They 
were: 

1. Legislation tending to create 
protected territories is a limita- 
tion upon competition and free 
enterprise. 

2. Creation of protected territor- 
ies will be detrimental to the wel- 
fare of Oklahoma dealers. 

3. Such legislation will be detri- 
mental to the public because it will 
create artificially high prices in 
some areas, thus discriminating 
against persons living in such 
areas. 

4. Free enterprise and an open 
market will properly protect the 
interests of the general public. 

5. The auto buyer has a right to 
purchase from whomever he may 
choose and at competitive prices. 

6. If protected territories are au- 
thorized as an exception to the 
antitrust laws in the auto industry, 
they should be authorized in all 
businesses as a general amendment 
to the antitrust laws. 

Dealers who signed the petition 
directed that copies be sent to the 
Senate Interstate and Foreign Com- 
merce Committee’s subcommittee 
on auto marketing practices, the 





Three Directors 
Reelected; Fourth 
Gets NADA Post 


DETROIT.—Reelection of direc- 
tors from Oregon, Texas and Utah 
and the election of another from 
Texas have been announced by 
NADA. 

Renamed to a new three-year 
term were Charles C. Freed, Salt 
Lake City; C. A. McRobert, Gres- 
ham, Ore., and Thomas F. Abbott, 
Fort Worth. 

Sam H. White, Houston, was 
elected to replace C. B. Smith, 
Austin, as South Texas director. 
Abbott represents dealers in North 
Texas. 

Freed currently is chairman of 
NADA’s Industry Relations Com- 
mittee, chairman of the Inter- 
Industry Highway Safety Commit- 
tee and a trustee of NADA and 
Associates Retirement Trust. He 
also is a member of the Admin- 
istrative Committee of the NADA 
Insurance Trust. 

McRobert is chairman of the 
NADA Business Management Com- 
mittee and a member of the Insur- 
ance Study Committee. Abbott is 
chairman of the national associa- 
tion’s National Affairs Committee. 

White is a former president of 
the Texas Automotive Dealers 
Assn. 


NADA and the Oklahoma Automo- 
bile Dealers Assn. 

The signers included: 

Garrett Ramsey, Bixby; J. Mil- 
ton Patrick, Skiatook; Joe Ay- 
cock, Sapulpa; Gary W. Henry, 
Nowata; Ray E, Bradley, Broken 
Arrow; Maurice Parrott, Clare- 
more; R. M. Packard, Pryor; 
Marvin P. Moran, Bixby; C, F. 
Buzzard, Skiatook. 

Lee R. Eller and W. G. Herring, 
Sapulpa; Jack Marshall and H. D. 
Robinson, Claremore; J. D. Cox, 
Pryor; E. B. Perkins, Chelsea; Bill 
Harvey, Beggs; Bob Sims, Nowata; 
R. C. Stookey, Chelsea; R. S. Town- 
send and D. P. Lowe, Shawnee. 

C. J. Nelson, Guthrie; M. C. Fink- 
lea, Warner; Edward C. Zehring, 
Vinita; Bob Blankenburg, Skiatook; 
W. G. Hudson, Broken Arrow; Hoot 
Toon and Ernest J. Leggett jr., 
Collinsville; A. E. Sommerfield and 
R. C, Sullivan, Barnsdall, 


C. S, Oakley, Bartlesville; Bill 
Garrett, Stillwell; C. H, Malone, 
Apache; L. J. Fitzgerald, Com- 
anche; Kenneth Hammons and 
Frank Frazer, El Reno; Lloyd C. 
Hildreth, Muskogee; W. F. Young 
and Ken Braddy, Ada; J. T. Reed- 
er, Yale. 

R. A. Perkins, Chelsea; A, W. 
Salyer, Clinton; John C. Glahn, 
Enid; J. D. Gibson, Drumright; 
Fred S. Hauser, Kingfisher; A. R. 
Gilliland, Perry; Ralph A, Smith 
and Willard W. Holderby, Chero- 
kee; Fred Neundorf and George T. 
Dunlap, Covington. 

George Conder, Comanche; H, L. 
Jackson, Wetumka; Paul G. Peek, 
Garber; Ray Martin, Sapulpa; John 
V. Blubaugh, Medford; J. S. Young, 
Checotah; Dean Rogers, Canton; 

(Continued on Page 106, Col, 4) 





Floor-Plan Rates 
Rise to 5% Pet. 


Upswing in Interest 
Likely to Continue 


a tightening of the nation’s 
money market caught up with 
auto dealers again last week in the 
form of another boost in floor-plan 
interest rates. 

Commercial Credit was the first 
to make the increase of one-half 
percentage point, Universal CIT 
and Associates Investment soon 
followed suit, General Motors Ac- 
ceptance Corp. was the last of 
the Big Four finance companies 
to make the move by going up 
one-half point effective today 
(Sept. 14). 

The new floor-plan rate is 5% 
percent at Commercial Credit, Uni- 
versal CIT and GMAC. Associates 
claims to have no national rate 
but boosted its several rates by one- 
half percentage point. 

The increase in floor-plan rates 
was not unexpected in view of a 
general gain in interest rates in re- 
cent weeks. The general interest 
upswing shows no sign of stopping, * 
making further boosts in floor-plan 
rates possible. 

* * 

Mec of the money used by fi- 

nance companies to provide 
floor-plan service is obtained by 
selling commercial paper to in- 
vestors, There was one increase in 
commercial-paper rates in late Au- 
gust and another in early Septem- 
ber for most finance companies. 

The increase in floor-plan rates 
was apparently touched off by a 
boost in the prime interest rate 
charged by banks. The prime rate 
is the interest charged the larg- 
est borrowers with the best credit 
ratings. Banks scale other in- 
terest rates upward from the 
prime rate. 

When the prime rate was ad- 
vanced from 4% to 5 percent, the 
highest in 28 years, the in 
floor-plan charges followed quickly. 

+. «< . 
Anct==™ sign of soaring in- 
terest costs was seen in the 
most recent sale of Treasury bills. 
This sale is the Federal Govern- 
ment’s method of obtaining short- 
term funds. 

The last sale saw 91-day notes 
going at a yield of 3.979 percent, the 
highest since the Bank Holiday in 
March of 1933. 

The causes of the interest up- 
swing are complex with no final 
agreement on the importance of 
each contributing factor. One key 
detail is that the supply of loan 
money is low and the demand for 
loans is high. 

Business loans are increasing and 
sales of consumer durables such 
as autos have stepped up the de- 
mand for installment credit. A 
spurt in home building has pushed 
up the demand for mortgage money. 

. x ok 

yous heavy demands for loans 

are coming just after a fiscal 
year when the Government op- 
erated heavily in the red, borrow- 
ing about $12.5 billion in new 
money. 
In addition to the problems of 

(Continued on Page 109, Col. 4) 








On the House... 





that month’s net 
from $63 in the 


bert’s son, Nick, 
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lion per year... 


(S. C.) Council of the Navy League. 





With new-vehicle sales off 23 percent in July, 


Chicago Ford dealers association report. Gross 
profit per new vehicle delivered remained the same 
at $202, however . 
Championship Drag Races in Detroit last week: 
Chrysler’s Tex Colbert and Chevrolet’s Ed Cole 
betting privately on various races. Incidentally, Col- 


eliminated in next event... 

The House last week approved, 209 to 4, a bill 
to cut in half the 20 percent Federal tax on night- 
clubs sales. Several weeks ago, Congress retained the “temporary 
excise taxes on cars, trucks, tires and parts without change. No 
comment ... Jack Wetzel (Dodge-Plymouth) succeeds Gene Robert- 
son (Chevrolet) as Missouri dealer association director . . 
Teamsters union plans to collect a 50-cent monthly “voluntary” 
political contribution from its members; would provide $9.6 mil- 


Ward Canaday, for many years head of Willys-Overland, seems to 
be doing well financially with his Overland Corp. investment com- 
pany ... Harold Simmons (Chrysler-Plymouth) heads the Charleston 


profit per vehicle dropped to $37 
first six months, members of the 


. . Seen at fifth annual National 


won one drag race and then was 


” 


. The 


—Perre Wemuorr, Editor, 
Automotive News 

















4 


AUTOMOTIVE NEWS, SEPTEMBER 14, 1959 





Model Change Called Firm’ 


s Most Extensive ... 





60 Chevy Truck Suspension Is New 


DETROIT.—A new suspension 
system is one of the chief features 
of the extended truck line, Chev- 
rolet announced last week. 

Calling the model change the 
most extensive in its history, 
Chevrolet said there also have 
been “sweeping realignments in 
series and model designations, 
wheelbases and GVW ratings.” 
Independent front-wheel suspen- 
sion with ball joints and torsion- 
rod springs is available on all but 
two series, the firm said, and most 





* * * 


"60 Chevy 4-Wheel Drive Pickup— 


% and %-ton models will have a 
new coil-spring rear suspension. 

Variable-rate, two-stage leaf 
spring rear suspensions are new on 
models two ton and up, Tandems 
are equipped with the Eaton-Hen- 
drickson tandem suspension with 
short lightweight, variable-rate 
springs which are not required to 
absorb torsional strain, Chevrolet 
said. 

Several new models have been 
added and some previous ones 
have been dropped, the firm ad- 
ded, resulting in a net expansion 





Improved front and rear leaf springs, new front axle and transfer case, stronger 
frame and new styling are features of Chevrolet's 1960 four-wheel drive line. Avail- 


able in three wheelbases in Y and %-ton 
engine for the first time. 


ratings, the line features an optional V-8 





Withie Views... 





All-Aluminum Car? 


Eprror’s Note: David J. Wilkie, retired auto editor of the Associated 
Press, is one of the most perceptive observers ever to cover the auto- 
motive beat. We are happy to announce that “Wilkie Views” will be 
a regular feature of Automotive News. 


By David 


WITHIN LESS than a decade, 
most new cars built in the U. S. 
will be powered with all-aluminum 
engines. 

This probably will impress the 
average auto man as a bold state- 
ment; it is in- 
tended to be a 
bold assertion. It 
is based on the 
tremendous prog- 
ress in the direc- 
tion of the all- 
aluminum car. 
That, too, will 
come in the next 
decade. 

Aluminum use 
in 1960 model 

D. J. Wilkie autos will aver- 
age 59 pounds per car. Mainly, the 
white metal is being used in auto- 
matic transmissions, in pumps and 
in housings. But its use is spread- 
ing steadily. The average use in 
1959 models was 52 pounds. Feasibil- 
ity of all-aluminum engines already 
has been demonstrated. So, too, has 
the all-aluminum car. 

Pound for gound, aluminum costs 
more than steel, but fewer pounds 
of aluminum are required to do 
comparable jobs. Aluminum indus- 
try authorities say the all-alumi- 
num engine will reduce the overall 
weight of the automobile by 600 
pounds. They refer to an average 
conventional size car. “Anything 
that steel can do can be done faster 
with aluminum,” they add. 

* * x 





YOU CAN’T question the right 
of the aluminum people to be en- 
thusiastic about their industry’s 
future. Its prospects got a big 
boost when General Motors an- 
nounced it had built an aluminum 
engine and still another the dis- 
closure that Chevrolet’s new, small- 
er wheelbase Corvair will have 
what amounts to an. all-aluminum 
power plant. 

This comment on the potential 
all-aluminum automobile is not 
intended as a plug for aluminum 
over steel. It is intended as a re- 
port on technological advance- 
ment that cannot be ignored. 

Why an all-aluminum auto? Ever 





J. Wilkie 


since man began building full-size 
cars, weight reduction has been a 
production objective. There was a 
period in car production before 
World War II when each year’s 
new model announcements includ- 
ed the boast that 100 pounds or 
more of weight had been taken out 
of the vehicles. 

Invariably the weight got back 
into the cars because of varying 
kinds of difficulties its elimination 
had caused. Then came the era of 
comfort and convenience accesso- 
ries that loaded the space under 
the hood cover with so many pieces 
of equipment you couldn’t see the 
engine. 

* * * 


THIS WAS a problem more of 
volume than of weight, but weight 
reduction continues to be a major 
objective of the automotive engi- 
neers. By reducing weight they will 
achieve greater operating economy, 
especially in the matter of fuel 
mileage. 

The appeal of more miles per gal- 
lon, of course, has been amply dem- 
onstrated in the growing demand 
for smaller and lighter cars. And 
the heavier selling of the smaller 
imported cars, which weigh ap- 

(Continued on Page 6, Col, 3) 








of the line to 165 models, an in- 
crease of 26, 

The independent front suspension 
is being used on all series except 
forward-control models, which re- 
tain conventional chassis for 
mounting special bodies, and four- 
wheel drive units. 

Chevrolet said the gains include 
less unsprung weight, reduced 
wheel fight, much less shimmy and 
“wheel tramp,” and better caster, 
toe-in and camber control. 

The new coil-spring rear sus- 
pension provides greater resist- 
ance to roll and sway, better con- 
trol on turns because of built-in 
understeer, reduced unsprung 
weight and improved parts life 
and suspension durability, the 
firm said. 

Half-ton frames have been re- 
designed and tests show they are 
1100 percent stiffer torsionally and 
have 21 percent more beam 
strength, Chevrolet said, 

Two redesigned basic frame 
structures are used in heavier 
trucks—a conventional ladder-type 
with box reinforcements in the for- 
ward section, and a ladder frame 
with the center portion rigidly re- 
inforced with an X-member. 

Rubber-mounted cabs are room- 
ier, have greater windshield area 
and 67 percent stronger torsion- 
ally, Chevrolet continued, Bodies 
now are supported on rubber at 
all mounting points instead of 
solid mounts used previously, 
There are four basic engines— 
235 and 261 cubic-inch sixes and 
283 and 348 cubic-inch V-8s. The 
322 cubic-inch and one heavy-duty 
283 cubic-inch V-8 have been dis- 
continued. 

Sixes are being offered in low- 
cab-forward models, and a V-8 in 
four-wheel drive units. V-8 units 
will be available as standard or 
optional equipment on all except 
forward-control models. 

Twelve transmissions will be 
available. A two-speed Power- 
glide automatic transmission re- 
places Hydra-Matic as optional 
equipment on % and %-ton con- 
ventional models, 

Hydra-Matic still is optional on 
forward-control models, as is the 
improved Powermatic on larger 
units, 





Upper Control Arm— 


This is a top view of the upper control 
arm in the new independent front-wheel 
suspension of the 1960 Chevrolet medium 
and heavy-duty trucks, showing attach- 
ment of arm to frame and heavy front 
cross-member. The torsion-rod spring nests 
into hexagonal sockets inside control arm 
and in rear anchor mounted to frame. 





Late Report... 





it had been $1,023. 


"53s and $3 to ’54s., 
At a group of representative 


previous week. 


Used-Car Market 


The overall average price of used cars sold at wholesale auction 
last week dipped below $1,000 for the first time in two months 
when Automotive News’ index pegged it at $999. A week earlier 


With 59s turning cold as new models approach, a $182 chunk 
was carved from their average wholesale price. Other losses were 
more moderate, amounting to $28 on ’57s, $18 on ’55s, $16 on ’56s 
and $14 on ’52s. A new low was established for ’5é6s. 

Other models showed increases, with $47 credited to 58s, $18 to 


consignment was 226.9 units, compared with 245.3 a week earlier. 
The sales ratio was 66.7 percent, compared with 67.6 percent of the 


Auction reports begin on Page 98. 


auctions last week, the average 

















Porsche Unveils New Models— 


This is one of three models announced by Porsche. 


Known as the 356B series, 


the cars feature higher headlamps and bumpers, bigger bumper guards and rear 
window defrosting. The bench-type rear seat is replaced by two seat shells in the 


new models. 





Buffalo to Stage 


Show in January 


BUFFALO.—T he Buffalo Auto- 
mobile Dealers Assn. will stage a 
full-scale auto show for the 1960 
models in the Masten Ave, Armory 
in January. 

Gilbert M. Tinney, president of 
the association, has been named 
general chairman for the show, 
which is expected to be the biggest 
in the history of the group. 

The show will start Jan. 9 and 
last at least a full week. In addi- 
tion to all the regular 1960-model 
cars, the exhibition will include 
foreign cars and the new Big Three 
compact autos. There was no 1959 
auto show here. 








Individual Seats— 


Individual back seats with seat backs 
folding separately are new features in 


1960 Porsche models. The transmission 
cover panel has been lowered to provide 
more head room. 





Four GM Makes, Mercury 
Continue Rebate Plans 


DE TROIT.—Chevrolet, Buick, 
Oldsmobile, Pontiac and Mercury 
have extended their rebate arrange- 
ments from Sept. 1 to the introduc- 
tion of the 1960 models. Provisions 
of these programs appear below. 

* * * 


Chevrolet 


Dealers receive $200 per car for 
sales in excess of 65 percent of 
quota. The “quota” is the number 
of new cars a dealer had in stock 
at the time of his Aug. 31 ten-day 
report to the factory. 

Chevrolet also has continued the 
conquest bonus for retail salesmen. 
They receive $25 for each new-car 
sale involving the trade of a 1954- 
or-later Ford. 

* * * 


Buick 


Rebates are $50 per car for sales 
from 30 to 74 percent of quota, $60 
per car for sales from 75 to 99 per- 
cent of quota and $80 per car for 
reaching 100 percent of quota. All 
of these payments are retroactive 
to the first sale during the contest 
period. 

Dealers receive $150 per car for 
sales in excess of 100 percent of 
quota. This bonus is not retro- 
active. 

The special awards of $75 for 
each sale of an Electra and $100 
for each sale of an Electra 225 have 
been continued. 

* oo * 


Pontiac 


As in the Chevrolet program, a 
Pontiac dealer’s “quota” is the 
number of new cars he had on 
hand as of his Aug. 31 ten-day re- 
port to the factory. He receives $100 
per car for sales in excess of 40 
percent of that figure. 

7 * * 


Oldsmobile 


Dealers receive $100 per car for 
sales up to 75.9 percent of their as- 
signed quotas, $125 per car for 
Sales from 76 to 90.9 percent of 
quota, $150 per car from 91 to 100 
percent and $175 per car for sales 
in excess of 100 percent of quota. 

A dealer who met his quota be- 
fore the end of the previous Olds- 
mobile contest (Aug. 31) is con- 





sidered to have started working 
on his new quota immediately. 





In other words, a dealer who,h.. 


reached his July-August target by 
Aug. 15 gets six weeks, instead of 
four, to build up rebate awards in 
the September contest. 

*~ * a 


Mercury 

No bonuses are paid until a 
dealer reaches 50 percent of his 
Sept. 1-Oct. 15 quota. He receives 
$150 per car for sales from 51 to 
100 percent of quota and $175 per 
car for sales in excess of 100 per- 
cent. 





New Firm Buys 
Allen Interests in 


14 Dealerships 


NEW YORK.—Interests of the 
late Don Allen in 14 dealerships in 
11 Eastern cities have been pur- 
chased by the newly formed Don 
Allen Organization, Inc., headed by 
C. D. Seymour, chairman, and Ed- 
win H. Hallett, president. 

Seymour is president of Don 
Allen Midtown Chevrolet and Don 
Allen Pontiac in New York City. 
Hallett is president of Don Allen 
Motors, Buffalo. 

Esther B. Allen, widow of Don 
Allen, is vice-president of the new 
firm. 

Hallett and Seymour said the 
merchandising organization was 
formed to assure continued growth 
of what is believed to be the largest 
retail automobile sales group in the 
world. 

Don Allen Organization sold 24,- 
472 cars and trucks in the first 
seven months of this year, Hallett 
said, an increase of 3,174 over the 
corresponding period last year, 

The first Don Allen dealership 
was opened in Albany 22 years ago. 
Most of the 14 dealerships handle 
either Chevrolet or Pontiac. 


The most recent dealership to 
join the group was the Niagara 
Falls outlet, which was acquired 
last June. Other dealerships are 
located in Miami; Pittsburgh; Mt. 
Holyoke, Mass.; New Castle, Pa.; 
Eaglewood, N. J.; Charlotte, N. C.; 
Bartow, Fla., and New York. 
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“,..give us fast action... 


says JOHN RYAN, Imperial - Chrysler -Dodge - 
Plymouth-Simca dealer, Green Bay, Wis. 


“Green Bay is the doorway to a popular resort area so we get lots of 
out-of-state customers in addition to our local people. Thanks to 
CoMMERCIAL CRrepiIT’s national credit set-up we can handle visitors 
as quickly as residents. I mention this to emphasize COMMERCIAL 
Crepit’s ability to give us fast action in selling any kind of prospect. 
The many other features of CommerciAt Crepit PLAN keep custom- 
ers coming back and give us a competitive edge that is valuable in 


today’s market.” 


Commercial Credit dealers 
are successful dealers 


Write or call the nearest ComMMERCIAL CrEDIT CORPORATION 
office for complete information on the benefits of COMMERCIAL 
Crepit Pian. Why not do it, today? 


ore : 
Wee ’ A service offered through subsidiaries of the 


* 
COMMERCIAL \ 


§ Commercial Credit Company, Baltimore . . . Capital 


‘CREDIT PLAN I and Surplus over $225,000,000 . . . offices in principal 


" 
=. KC cities of the United States and Canada. 
— 
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26% Below August Peak .. . 





Deepest Cut in Stocks 


Puts Total 


at 719,000 


(Continued from Page 1) 


when the total fell to a five-year 
low of 286,482. 

It is highly unlikely in view of 
the 700,000-plus stockpile at pres- 
ent, that the 1959 supply will even 
approach that of last fall unless 
the steel strike extends into 
November and forces car produc- 
tion to a halt, The tieup already 
has outlasted any steel shutdown 
of the postwar period. 

Of immeasurable aid to dealers in 
unloading °59 models last month 
were the General Motors division 
sales bonuses and Ford’s V-8 sub- 
sidy program. The month-long 
Chevrolet bonus program, in partic- 
ular, helped reduce what was an 
above-standard inventory of Chevy 
cars. 

Early plant shutdowns in August 
at GM and Chrysler, of course, also 
stopped the buildup. Last month’s 
output of 238,773 cars followed 
seven months in which production 
topped 500,000 cars and only one 
(February) when the rate fell be- 
low that mark. 

- * 
— sliding trend in domestic-car 
stocks was in sharp contrast to 
the slowly mounting import inven- 
tory, which was estimated at 69,000 
on Sept. 1. This compared with 
65,000 the month before. 

Import shipments into the U. S. 
have outnumbered actual registra- 
tions by from 4,000 to 8,000 cars a 
month since spring. A record 64,553 
foreign cars entered the country in 

+ * a 


New-Car Stocks 


Domestic Makes 
(Compiled by Automotive News) 





Dealers 
Cars Cars in Total 
Ia Transit Potential 
Period Field to Inventory 
Ending Stocks? Dealers Stocks 
Jan, 1, ’50.... 261,754 188,500 
Apr. 1, ’60.... 276,136 158,000 434,136 
duly 1, '50.... 311,084 167,500 47 
Oct, 1, '50.... 208,367 157,800 366,167 
Jan. 1, '561.... 305,388 900 404,788 
Apr. 1, ’51.... 406,541 1 
duly 1, '51.... 357,606 90,700 448.306 
Oct, 1, ’51.... 260,762 500 330,262 
Jan, 1, '52.. 968 31,000 968 
Apr. 1, ’62.... 213,301 83,000 296,391 
July 1, ’52.... 193,462 500 277,962 
Oct, 1, ’52.... 233,556 89,000 556 
Jan. 1, °53.... 291,671 83.300 374,971 
Apr, 1, '53.... 445,882 89,300 635,182 
July 1, °63.... 479,698 82,800 562,498 
Oct. 1, '53.... 519,037 60,900 579,937 
Jan. 1, '54.... 428,125 36,600 464,725 
Apr. 1, °54.... 541,911 64,000 605,911 
duly 1, °54.... 445,665 500 508,165 
Oct, 1, °54.... 267,469 29,000 296, 
Jan, 1, °55.... 203,881 362,381 
Feb, 1, °55.... 373,573 89,100 462,673 
Mar, 1, ’S65.... 467,655 95,000 562 
Apr. 56... 
May 1, ’55.... 660,341 102,700 763,041 
June 1, °55.... 155,498 93,000 848, 
duly 1, °55.... 736,591 77,000 813.591 
Aug, 1, '55.... 735,447 71,500 806,947 
Sept, 1, °55.... 675, 37,300 713,264 
Oct. 1, ’55.... 489,475 48,900 638,375 
Nov, 1, ’56.... 481,735 87,600 569 
Dec, 1, ’56.... 645, 400 123,107 
Jan, 1, ’56.... 756,177 53,500 808,477 
Feb, 1, '56.... 801,499 68,900 870,399 
Mar, 1, ’56.... 840 63,700 903,789 
Apr. 1, ’56.... 827,977 68,100 898,669 
May 1, ’56.... 846, 902,585 
dune 1, '56.... 746,012 52,890 798,902 
duly 1, °56.... 613,451 568 679,596 
Aug. 1, °66.... 551,081 53,026 588,172 
Sept. 1, "56.... 456,013 48,382 504,395 
Oct, 1, °56.... 288,103 25,900 314,003 
Nov, 1, °56.... 212,967 65,008 277,975 
Dec, 1, °56.... 318,587 79,656 243 
Jan, 1, '57.... 461,850 50,168 512,018 
Feb, 1, ’57.... 561,934 68,100 3 
Mar. °67.... 664,608 68,400 
Apr, 1, ’57.... 682,790 63,125 745,915 
May 1, '57.... 677,705 500 737,205 
dane 1, '57.... 724,329 63,420 187,749 
duly 1, ’57.... 682,121 63, 745,211 
Aug. 1, ’57.... 645,445 59,300 704,745 
Sept, 1, °57.... 684,484 45,052 729,536 
Oct. 1, ’57.... 547,549 25,085 572,634 
Nov, 1, °57.... 380,740 68,300 449,040 
Dec, 1, ’57.... 460,149 71,800 531,949 
dan, 1, '58.... 597,208 55,000 652,208 
Feb, 1, ’58.... 725,003 54,100 779,103 
Mar, 1, '58.... 821,566 44,000 865,566 
Apr. 1, '58.... 783,201 45,900 833,201 
May 1, '58.... 738,464 38,500 776,964 
dune 1, 58... 704,751 36,500 741,251 
duly 1, '58.... 630,598 45,000 675,598 
Aug. 1, '68.... 600,656 30,000 630,656 
Sept. 1, °58.... 455,984 7,700 463,684 
Oct, 1, ’68.... 291,397 21,500 312,897 
Nov, 1, ’58.... 241,382 45,100 286,482 
Dec, 1, '58.... 387,131 73,200 460,331 
dan, 1, '59.... 477,000 67,000 544,009 
Feb. 1, ’59.... 608,525 58,200 666,725 
Mar, 1, °58.... 643,239 63,600 106,839 
Apr. 1, ’59.... 710,382 66,620 777,002 
May 1, ’59.... 766,185 000 834,185 
June 1, ’59.... 845,920 1300 900, 
duly 1, '59.... 844,152 64,000 908,152 
Aug. 1, ’59.... 928,390 48,000 *976,390 
Sept. 1, 59... 704,113 15,000 719,113 
actually at 


t Field stocks include cars 





p those war d by dealers 
and factories, and demonstrators. 
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May, to be followed in June by a 
decline in shipments to 60,321 cars. 

A total of 334,180 cars poured 
in during the first half of this 
year. That total comes within 

100,000 of surpassing the 430,808 
cars imported by the U. 8S, for all 
of 1958. 

By contrast -with the zooming 
first-half imports, only 62,984 cars 
were exported by U. S. makers for 
the same period. The sharp slump 
in the export rate since the early 
1950s, occasioned by high over- 
seas tariffs and unfavorable dollar- 
exchange rates, has been given as 
one of the factors underlying the 
new compact cars from the Big 
Three. 

+ * * 

N THE first half, the United 

Kingdom continued to lead in 
car exports to the U. S, Britain’s 
total of 109,251 was followed by 
West Germany, with 103,353; 
France, 82,137; Italy, 23,459; Swe- 
den, 13,431, and Japan, 1,829. 

U. S. dealers at the end of Au- 
gust held a 44-day supply of do- 
mestic cars, reduced from 61 days 
the first of last month, and a 38%- 
day supply of imports, up from 37 
days. 

The revised Aug. 1 count of 976,- 
390 domestic cars replaced July 1, 
1959, ag the alltime high for in- 
ventories. Until this year, the 903,- 
789 cars stocked on March 1, 1956, 
held the championship, The 1956 
peak was finally scaled the past 
July, when the stockpile mounted 
to 908,152, 


N. H. Legislators 
Turn Down Curbs 
On U. C. Dealers 


CONCORD, N. H.—The House 
has rejected an attempt to require 
used-car dealers to guarantee that 
all used vehicles are in good condi- 
tion before resale. 

On a standing vote of 188 to 110, 
the lawmakers turned down the 
proposal after Rep. Gerard J. Bel- 
anger, Manchester, argued that the 
legislation would be a big step to- 
ward highway safety because it 
would keep “unfit” cars off the 
New Hampshire highways. 

The bill, sponsored by Belanger, 





= required used-car dealers to make 


extensive reports on repairs to sec- 


855 | ond-hand vehicles sold to customers 


and to keep accurate mileage fig- 


498| ures on the speedometers of such 


cars. 
Rep. John H. Terry jr., West- 
moreland, said it was a good idea, 


but not workable. He claimed the 
bill had too many flaws and would 
not apply to all people who sell 
used cars. 

The measure was strenuously op- 
posed by Rep. Elmer B. Nickerson, 
Goffstown, who declared it would 
lead to a flood of court cases, He 
also reminded the lawmakers that 
“even brand new cars” sometimes 
break down after they leave the ga- 
rage. 

However, he pointed out, it would 
not be fair to blame the auto dealer 
for anything that might happen to 
a car “because it might have work- 
ed perfectly when it was in the 
garage.” 





New Panhard Series 
Makes Debut in U. S. 


NEW YORK.—A new Panhard 
series, the PL-17, has been intro- 
duced in the U. S. to supplement 
the present Dyna series, according 
to Vendome Motors Corp., import- 
ers. 

The Dyna will continue un- 
changed, a Vendome spokesman 


220| said, while the PL-17, in limited 


quantities, will be the forerunner 
of a complete line which eventually 
will include a four-door station 
wagon, a convertible and a sports 
roadster with a 100-horsepower 


chronized transmission is controlled by a 





BMW Develops New Sports Coupe— 

The BMW 700 is Bavarian Motor Works’ new offering in the small-sports-coupe field. 
It has what could be called semi-unit construction, with the chassis platform welded 
to the body structure. The fuel tank is located in the forward luggage compartment 


along with the spare wheel, while the two-cylinder, four-cycle 
the rear. It is rated at 34 horsepower. All four wheels are i vy p 
and swing without camber changes. Use of rubber-metal universals of the Italian type 
permit the axle shafts to lengthen without use of splines. The four-speed, fully syn- 
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floor shift. 





Wilkie Views: 


proximately one-half as much as 
do the lowest-priced Chevrolet, 
Ford and Plymouth standard-size 
models. 

Generally, whenever the manu- 
facturers have been able to re- 
duce the weight—in cast iron and 
steel—they have been able to re- 
duce their list prices. Probably 
this would not follow with all- 
aluminum car production, be- 
cause aluminum’s basic cost is 
higher. But more miles per gal- 
lon will be assured with any de- 
velopment that reduces over-all 
weight. 

This will be increasingly impor- 
tant to the manufacturer and to 
the motorist if fuel prices go high- 
er in the years ahead. 

If all these things be true about 
aluminum in automobiles, why 
hasn’t there been an all-aluminum 
car before? There have been both 
cars and engines built almost 
wholly of aluminum as far back 
as a century ago. 

+ a * 

IN ALL INSTANCES the under- 
takings were dropped because fab- 
ricating aluminum was expensive. 
American automakers only now are 
catching up with the technique of 
economical fabrication of alumi- 
num. 

In 1923 L. H. Pomeroy, an Eng- 
lish engineer, built a car that for 
practical purposes was entirely of 





Increases Seen 
In Tire Prices 
To Meet Cost Rise 


DETROIT.—Although the major 
rubber companies say no decisions 
have been made, industry observers 
are of the opinion that tire prices 
will be increased soon in the wake 
of rising labor and material costs. 

Spokesmen for four firms denied 
that truck manufacturers already 
have been notified that the price of 
original-equipment tires will be 
boosted 3 to 5 percent on Oct. 1. 

All of them said that no decisions 
have been made yet on meeting the 
increased costs, 

The United Rubber Workers 
Union recently was granted a 10- 
cent increase by the major rubber 
firms and natural rubber prices 
have been climbing, due partly to 
heavy buying by Iron Curtain na- 
tions. Prices of rayon tire cord also 
have been increased. 

A Ford Motor Co. spokesman 
said that no notification is antici- 
pated prior to quarterly price nego- 
tiations which are scheduled to get 
under way in a few weeks. 

Some replacement-tire prices 
were cut 5 to 15 percent in July by 
the major tire makers, partly to 
bring prices of 14-inch tires into 





aluminum engine. 


Goes Front and Center 


(Continued from Page 4) 


Aluminum 


aluminum. In 1922, Franklin had 
a six-cylinder engine with alumi- 
num crankcase, pistons and con- 
necting rods. 

As long ago as 1930 Marmon 
had a 16-cylinder aluminum en- 
gine in which only the cylinder 
sleeves were of cast iron. 

In more recent times, European 
car makers have made increasing 
use of aluminum in their power 
plants. The forthcoming Chevrolet 
Corvair will be the first production 
model of the more modern Ameri- 
can car era to be powered by an 
engine that is virtually of all-alu- 
minum construction. 





Sales Score 
For July 


New-car registrations for July: 


1959 1958 
Pos. Make Pos. 
1—139,412 Chev, 117,243— 1 
2—136,266 Ford 86,219— 2 
3— 37,537 Plym. 36,070— 3 
4— 36,717 Rambler 18,065— 6 
5— 36,594 Pontiac 17,883— 7 
6— 32,354 Olds. 25,366— 4 
J— 20,581 Buick 18,129— 5 
8— 14,080 Dodge 11,601— 9 
9— 13,599 Mercury 12,769— 8 
10— 12,454 Stude. 3,476—13 
11— 11,719 10,395—10 
12— 6,023 Chrysler 5,2384—11 
13— 4404 DeSoto 3,859—12 
14— 3,539 Edsel 2,707—14 
15— 1,952 Lincoln 1,788—15 
16— 1,389 Imperial 1,148—16 
56,365 Misc. 34,263 
Total All Makes 

564,985 


|Rambler Near 3rd 


With Record Sales 


GM Penetration Dips 
To 42.6% in July 


(Continued from Page 1) 

of the market as compared with 

the previous month. 

AMC gained 0.28 percentage 
points; Ford Motor, 0.25, and S-P, 
0.12. Miscellaneous makes gained 
0.10, 

General Motors saw enough of its 
market share melt away during the 
month to pull the perennial front- 
runner to the lowest point of the 
year—0.33 points below the previ- 
ous month. 

Chrysler Corp. had the biggest 
loss of penetration —0.42 points — 
but managed to hold above its 
previous low. 

Miscellaneous makes, with 9.97 
percent of total sales, were just a 
whisker below their best 1959 show- 
ing of 9.98 percent, established in 
March. 

. * + 
LTHOUGH Rambler was the 
only make to establish a pene- 
tration record in July, six other 
makes turned in performances im- 
proved over the previous month. 

Rambler’s penetration increased 
0.28 percentage points while Mer- 
cury was up 0.14; Ford, 0.13; 
Studebaker, 0.12; Pontiac, 0.06; 
Cadillac, 0.04, and DeSoto, 0.04. 

DeSoto’s gain resulted in a share 
good enough to match its previous 
high for the year, established in 
April. 

Studebaker’s increase reversed a 
three-month downward slide. 
Ford’s gain was the third in a row, 
but all of the other makes to show 
an increase during the month had 
recorded losses a month earlier. 

- * * 

OME observers credited end-of- 

model “economy” pressure for 
pushing sales of lower-priced units 

and helping account for gains on 
the part of Rambler, Studebaker 
and Ford. 

However, both Chevrolet and 
Plymouth had bigger penetration 
losses during the month than any 
other make. Plymouth dropped 
0.27 points and Chevrolet was off 
0.25. 

Other losses, in order, were Olds- 
mobile, 0.18; Dodge, 0.15; Chrysler, 
0.04, and Edsel, 0.02. 

+ + * 

N COMPARING the first seven 

months of 1959 with 1958 at the 
corporate level, American Motors 
showed a gain of 2.37 percentage 
points; Ford Motor, 1.91, and S-P, 
1.34, Miscellaneous ‘makes were up 
2.46 points. 

GM's year-to-year loss was 4.65 
percentage points, while Chrys- 
ler Corp. was down 3.43. 

By individual makes, Ford was 
up 2.73 percentage points; Rambler, 
2.37; Pontiac, 1.46, and Studebaker, 
1.34. 

Losses, in order, were; Chevrolet, 
3.45 points; Plymouth, 2.19; Buick, 
1.49; Oldsmobile, 0.74; Mercury, 
0.54; Dodge, 0.51; Cadillac, 0.43; De- 





Further details on Page 76. 








line with 15-inch models. 


Soto, 0.35; Chrysler, 0.32; Lincoln, 
0.15; Edsel, 0.13, and Imperial, 0.06. 








Pickup Added to Datsun Line— 


A half-ton pickup truck has been added 


The Datsun Truck 


to the Datsun line. The truck has a wheel- 


base of 99.2 inches and is 161.7 inches from bumper to bumper—seven inches longer 
than the Datsun sedan. Its four-cylinder engine is rated at 50 horsepower. 





























NSU PRINZ 30 THE “GIANT KILLER” 
OF LITTLE LE MANS 
8 HOUR ENDURANCE TEST 
LIME ROCK, CONN. 


BEHIND NSU 30 LAPS BEHIND NSU PRINZ 30 — MILES BEHIND NSU PRINZ 30 

TRIUMPH... . . 156 (tin 

— Fae cee eo Te 
FIAT600..... £30 cee 
VOLKSWAGEN... = 12 ine 4 

PANHARD. .... 11 tiene 

LLOYD 600... . 9 ccie Si 

SKODA. ..... 7 ieee 

FORD ANGLIA... : .* ~¢ 3 . : 

GOGO T 700 . 


WINS 9th PLACE OVERALL OUT OF 34 ENTRIES 


BIGGER CARS AHEAD OF NSU PRINZ 30 (583 CC). SOME OVER THREE TIMES 
ITS chili yore 1580 CC; SAAB 750 CC; ABARTH FIAT ZAGATO 750 CC. 


P.0.E. NEW YORK. HIGHER WEST COAST. THE NSU PRINZ 30 WITH 36 HP ENGINE $60 ADDITIONAL. 
FADEX COMMERCIAL CORP.: U. S. IMPORTERS OF NSU PRINZ / NSU PRINZ 30 / NSU SPORT PRINZ / BMW 700 COUPE & LIMG / BMW 600 / BMW 507 / BMW 503 
BMW 502 / BMW ISETTA 300 « EXECUTIVE OFFICES: 487 PARK AVE., NEW YORK 22, PLAZA 1-7200 DEPT. A « NEW YORK SPARE PARTS CENTER: 421 E. 91ST ST., 
NEW YORK 28, TRAFALGAR 6-7010 ¢ WESTERN DISTRICT OFFICE AND PARTS CENTER: 319 VAN NORMAN RD., P.O. BOX 442, MONTEBELLO, CALIF., RAYMOND 3-1348 
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Cole Sees 6.9-Million Year in ’60... 


oa 





Corvair Prices Start at $1,985 


(Continued from Page 1) 


Corvair models are: Series 500 four- 
door sedan, $2,040; Series 700 sport 
coupe, $2,050; Series 700 four-door 
sedan, $2,105. These figures include 
excise and dealer prep. 

* * ~ 


OTH four-door sedans will be 

introduced to the public with 
the conventional line Oct. 2, Cole 
said. The Series 700 sport coupe 
won’t be available until 1960. 

Cole said the lowest Corvair 
price will be more than $225 be- 
low that of a comparable conven- 
tional Chevrolet. 

He reported there is a “substan- 
tial pent-up” demand in the Cor- 
vair field, and predicted there 
would be a backlog of orders for 
some time. 

Because of this demand, he con- 
tinued, “it will take a full year 
to know the extent of the compact- 
car market.” 

Cole also said an expanding mar- 





ket will produce many of the cus- 
tomers for the smaller cars. 

“These will be primarily people 
who already own one or more Cars 
and those who have bought used 
cars in the past,” he said. 

Hitting at critics of the rear- 
engine car, Cole contended it “will 
be as safe, if not safer, than a 
front-engine auto.” 

+ * 


ECHANICAL features of the 
Corvair were confirmed offi- 
cially by Cole. 

He said the car, powered by an 
air-cooled, six-cylinder horizontally 
opposed rear engine made largely 
of aluminum, weighs 2,375 pounds, 
1,385 less than a comparable 1959 
Biscayne model. 

The new entry, which he pre- 
dicted will be “the prestige car of 
the compact-car market,” is 180 
inches long, has a 108-inch wheel- 
base, is 51 inches high and 66.9 
inches wide. 

The car will have a unitized body 





and independent coil-spring sus- 
pension at all four wheels, he said. 

Cole said a station wagon prob- 
ably will be added to the Corvair 
line, but he didn’t saw when, A con- 
vertible also has been considered, 
but he indicated there are no plans 
at this time to build one. 

Among the Corvair’s options is 
automatic transmission, he added. 
The indicated price of this option 
is $146. The lowest automatic-trans- 
mission price on a ’59 Chevrolet is 
$199.10. 

+ * * 

HE conventional line features 

new styling and a number of 
mechanical changes, including an 
economy V-8 engine, Cole said. The 
new truck models, he added, “rep- 
resent the greatest single-year ad- 
vancement in the history of com- 
mercial vehicles.” 

Cole predicted sales of domes- 
tic and foreign autos will reach 
at least 6.9 million units in the 
U. S. in 1960. He estimates truck 





sales, including imports, would 
total another 1.1 million units. 

In such a market, he said, Chev- 
rolet expects record sales of 1.5 
million conventional cars, 300,000 
Corvairs and 365,000 trucks, The 
total of 2,165,000 units would top 
the previous mark of 2,066,337 sales 
in 1955, he added. 

“With our economy running at a 
record pace and still further im- 
provements being forecast, I am 
confident that the automobile in- 
dustry will enjoy One of its best 
years in 1960,” Cole said. 

' . - -@ 
HE introduction of the Big 
Three’s new compact cars this 
fall will provide a “healthy stim- 
ulus” for the ’60 market, he con- 
tinued. 

Turning again to the Corvair, 
Cole said it was designed to meet 
“a clear and present need for a 
specialized type of car, designed 
to provide American standards of 
performance, comfort, safety and 
convenience, but in a smaller size 
and at a lower first cost and im- 
proved economy of operation.” 

He said the Corvair satisfies this 
need “more completely than any 
other car being made available to 
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NEW DELCO SPEC/AL 19 
WINDSHIELD WASHER 
SOLVENT 


This new washer solvent is 
recommended for use in all types 

of washers in normal driving conditions. 
It is available in flat 6 oz. cans 

(won’t roll in glove compartment) . 
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A FIRST BY DELCO! 


SPECIAL [5 


WINDSHIELD WASHE 
ANTI-FREEZE 


FOR WASHER OPERATION IN WINTER 
DRIVING CONDITIONS 


e Now, a washer additive that prevents freezin: 
of washer systems, including nozzles, 
in temperatures down to 0°F. 


Ideal for all types of washers. 
Will not stain car finishes. 
Leaves windshield clear—no spotting or smearing. 


Made especially for efficient windshield cleaning in 
below freezing temperatures—not for all season use. 


Packaged in 12-can (1 pint size) display cartons. 
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Rochester 1, New York 
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the American public in 1960—for- 
eign or domestic.” 

Noting that the car is the result 
of a nine-year development pro-* 
gram, Cole said the Corvair intro- 
duces many firsts to the volume 
American auto market. These in- 
clude: 

1. First modern rear-engine car, 

2. First lightweight, air-cooled 
engine. 

3. First transaxle with independ- 
ent suspension. 

4, Special tire-wheel development 
which gives excellent handling and 
stability. 

Other features mentioned by Cole 
were: 

1, Excellent economy. Under com- 
parable driving conditions, he said, 
the Corvair offers 25 to 40 percent 
more fuel economy than standard 


sixes. 
* * * 


2 HIGHLY favorable weight dis- 
* tribution. Cole said 60 percent 
of the weight is in the rear and 40 
percent in front, maintaining the 
same overall stability and highly 


satisfactory riding, steering and™ 


braking characteristics at all loads. 

3. Excellent traction in mud, 
snow and on ice. 

4. Feather-light steering without 
power assists. 

5. Roomy interior with virtually 
flat floor and ample space for six 
people. 

Because of its smaller mass, 
Cole continued, the engine re- 
quires only a short warmup pe- 
riod. And because it is air-cooled, 
he added, it needs no radiator, 
water pump, antifreeze or main- 
tenance usually associated with 
water-cooled engines. 

Cole said the first basic designs 
for the Corvair were formulated in 
1950 and that by the spring of 1956, 
it was agreed that the rear-éngine, 
rear-drive combination offered the 
greatest advantages for a compact 
car. 

* ” ” 


ORE than 1.5 million man 

hours in engineering develop- 
ment and testing were devoted to 
the new car, he added. He said the 
car has undergone more extensive 
lab and road-testing than any ve- 
hicle ever produced by Chevrolet. 








Cole said experimental units have 
travelled more than two million 
test miles, including extensive mile- 
age in camouflaged models all over 
the U. S. in the last two years, 

Chevrolet already has built about 
16,000 Corvairs and expects to have 
manufactured 30,000 by Oct. 2, Cole 
said. Advance orders have passed 
the 15,000 mark and are expected to 
hit at least 50,000 by Oct. 5, he 
added. 

Cole said a number of engineer- 
ing improvements will increase the 
comfort, safety and convenience of 
the conventional cars. 

The 283-cubic-inch V-8 engine 
has been redesigned to give fuel 
economy approaching that of the 
six, he said. 

Better noise isolation is achiev- 
ed by new and improved body 
mountings and braking is quicker 
and safer because of modifica- 
tions in the brake-wheel cylinder, 
he said. 

New tires give a softer ride and 
tread life is increased 10 to 20 per- 
cent by using treads made of a 
rubber derivative of petroleum 
called styrene butadiene, Cole said. 


Gas Tax Boost 
Awaits Ike’s OK 


WASHINGTON. —A bill calling 
for a one-cent-per-gallon increase 
in the Federal gasoline tax was 
awaiting President Eisenhower's 
signature as AuTomoTive News went 
to press last week. The new rate 
of four cents per gallon would take 
effect Oct. 1 and would continue for 
21 months. 

If all provisions of the bill were 
carried out, considerable revenue 
from the Federal excise tax on 
cars, trucks, parts and accessories 
would begin to flow into the High- 
way Trust Fund after July 1, 1961. 

At that time, half of the 10 per- 
cent levy on passenger cars and 
five-eighths of the 8 percent tax 
on parts and accessories would go 
to the trust fund. Half of the 10 











percent excise on trucks already — 


goes to the fund, and this would 
be continued. 
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PANTLARD 


more room—more car than the big imported 4" 


PANHARD is a sure winner . . . because sales are based on facts 


















































MUIER | tenors | searme | HOt | ett | QSHM? | IE 
Car V| 94.5" | 160.2" | 4 | 36 32 air | 68 
‘CarR/| 89” | 155" | 4 | 32 43 | water | 76 
CarF| 87" | 1498" | 4 | 36 35. | water | 70 
Car S| 96" | 162" | 4 | 48 30-35 | water | 80 
PANHARD| 101" | 180" 6 | 50 | 40 | air | 85 





...the world’s lowest cost per passenger mile 


passengers IN JUST THREE MONTHS... 
ride in comfort—4-door 
6 sedan—larger than the “big & A L F S A Re is U p Oe re 200 % 


imported 4” 
. and no wonder! With added promotional impetus, 
backed by a coast-to-coast distributor organization, 
miles per gallon— the sales graph for PANHARD, the compact car, is 
amazingly low maintenance headed -straight up! 


costs—in a class by itself 


e Flat floor throughout 

Front wheel drive 

Over-drive geared transmission 
Independent wheel suspension—torsion bar 


50 horsepower aluminum air cooled 
engine with hydraulic valves 


Unitized body 

1764 pounds 
Wrap-around windshield 
950 competition victories 


BE A FRANCHISED 
PANHARD DEALER 


A Few Choice Territories Still Available 


miles per hour 


top speed—a proven road- 
hugger under all weather 
conditions 


retail price includes 
preparation—heater and de- 
froster — P.O.E. New York. 
NO EXTRAS, 


























PANHARD LEVASSOR, PARIS, SINCE 1891 


For complete details write: 


VENDOME MOTORS CORP. 


120 EAST 56th STREET, NEW YORK 22, N.Y. ELdorado 5-2480 


United States Exclusive Importer for Panhard Automobiles 


DIST: N. Y., N. J., PA., DEL., MD. DIST: NEW ENGLAND DIST: NO. MID-WEST 
Compact Car Distributors Ward & Wallace Hoosier International Motors 
105 Long Beach Road Bath Highway 226 S. Lafayette 
Oceanside, L. I., New York Brunswick, Maine South Bend, Indiana 

DIST: SO. ATLANTIC DIST: SOUTHWEST DIST: NORTHWEST PACIFIC 
Southern Car Distributors, Inc. Tad Mcghee North West Distributing, Inc. 
3234 Peach Tree Road, N. E. 2824-30 White Settlement Road 97 Vernon Street 
Atlanta, Georgia Fort Worth 7, Texas Roseville! California 
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AUTOMOTIVE 


AUTOMOTIVE NEWS PLATFORM 
1 |. Fair and equitable contracts between manufacturers and dealers in 
motor vehicles, parts and accessories; 
{ 2. Every dollar of fey « and oil taxes, collected by states and federal 
governments, appli to the building and maintenance of highways; 
{ 3. Guard the precepts of individual freedom, which made the U. S. A. 
great and gave its citizens more of the better things of life than anywhere 
else in the world. 


The Bread and Butter 


a the Big Three, where the new economy cars are 
the apple of everyone’s eye, you hear mutterings that 
the full-sized lines are getting short shrift. 


Doubtless the economy cars represent an attempt by 
the auto makers to regain the bread-and-butter market that 
they lost by default to the imported cars. This is the low- 
priced field. 


Yet the full-sized cars represent bread and butter, too. 
Let’s not overlook the fact that they will need a strong pro- 
motion push. 





Farewell to Vance 


’D LIKE to bid a fond farewell to H. S. Vance, former 
Studebaker leader who died last week. 


Mr. Vance did not cut a colorful swath through the auto 
industry, but in an industry noted for its flamboyance, 
Vance stood apart as a gentle, solid, homespun individual 
who worked in shirtsleeves in an office overlooking the 
railroad tracks in South Bend. 


In the mid-thirties, it was Vance and Paul Hoffman who 
worked night and day to pull Studebaker out of receivership. 
In the more prosperous postwar years, Hoffman spent much 
of his time in public service, leaving Vance home to run 
the shop. There he was well loved by the men who worked 
with him. 


And when he had served his time in the auto industry, 
he, too, took on the mantle of public service. He had been a 
member of the Atomic Energy Commission since 1955. 
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Coming 
Events 


Dealer Conventions 


Sept. 13-15—Wyoming Automobile Deal- 
ers Convention, Casper. 

Sept. 14-15—Minnesota Automobile Dealers 
Assn., Hotel St. Paul, St. Paul. 

Sept. 20-22—3é6th Annual Convention, New 
York State Automobile Dealers, The 
Concord, Kiamesha Lake, N. Y. 

Sept. 20-22—Colorado Automobile Dealers 
Assn., Broadmoor Hotel, Colorado 
Springs. 

Sept. 20-22—Kentucky Automobile Dealers 
e. poner Dam Village, Gilberts- 
ville, Ky. 

Sept. 20-22—New Jersey Automotive Trade 
Assn., Hotel Chalfonte-Haddon Hall, 
Atlantic City. 

Sept. 21-22—Wisconsin Automotive Trades 
Assn., Schroeder Hotel, Milwaukee, 
Sept, 27-28—New Hampshire Automobile 
Dealers, Mount Washington Hotel, 

Bretton Woods, N. H. 

Oct. I1-13—Automotive Trade Assn, of 

Virginia, John Marshall Hotel, Rich- 


mond. 
Oct, 17-19—Texas Independent Automo- 
bile Dealers Assn., Hilton Hotel, San 


Antonio. 
Oct, 18-20—Florida Automobile Dealers 
Assn., Hotel Robert Meyer, Jackson- 


ville. 
Oct. 20-2I—Federation of Automobile 
Dealer Assns. of Canada, Montreal. 
Oct, 25-26—Oklahoma Automobile Deal- 
ers Assn. Hotel Tulsa, Tulsa. 
lov. nnecticut Automotive Trades 
Assn.. Statler-Hilton Hartford 
Nov. 15-17—Mississippi Automobile Deal- 
ers Assn., Buena Vista Hotel, Biloxi. 
Nov, 21-23—Arkansas Automobile Dealers 
Assn., Hotel Arlington, Hot Springs. 
Dec, 2—Utah Automobile Dealers Assn., 
Utah Hotel Motor Lodge, Salt Lake 


City. 
Jan, 17-19—National Independent Auto- 


mobile Dealers Assn., 13th Annual 
elma Eden Roc Hotel, Miami 
eac 


Jan. 30-Feb, 3—National Automobile Deal- 
ers Assn., Washington, D. C. 

Feb. 14-15—Louisiana Automobile Dealers 
Assn., Roosevelt Hotel, New Orleans. 

Apr. 24-26—Automobile Dealers Assn. of 
Alabama, Buena Vista Hotel, Biloxi, 


Miss. 
Apr. 24-26—Ohio Automobile Dealers 
ssn., Commodore Perry Hotel, Toledo. 
May 5-6—Joint Convention of Kansas 
otor Car Dealers Assn, and Missouri 
Automobile Dealers Assn., Hotel 
Muehlebach, Kansas City, Mo, 


Auto Shows 
Sept. 17-27—Frankfurt Auto Show, Frank- 


furt, Germany. 
= J-1l—Paris Auto Show, Grand Palais, 
aris. 


Oct. 9-25—Texas State Fair Automobile 
Show, Dallas. 

Oct, 21-25—International Foreign & Sports 
Car Show, Commonwealth Armory, Bos- 


ton. 

Oct. 21-25—World's Fair Auto Show, In- 
dustrial Arts Bldg. Eastern States Ex- 
position Fairgrounds, West Springfield, 


Mass. 

Oct. 21-31—44th Motor Show, Earls Court, 
London, England. 

Oct. 24-25—International ''500'' Motor 
Sports Show, Veterans Memorial Audi- 
torium, Des Moines. 

Oct, 31-Nov. 11—4Ist International Motor 
Show, Turin, Italy. 

Nov. ‘I1-15—Baton 
Baton Rouge, La. 

Nov, 12-22—San Francisco Imported Car 
Show, Brooks Hall, San Francisco. 

Nov. 13-22—Los Angeles Auto Show, Pan 
Pacific Auditorium, Los Angeles. 

Nov. 14-2I—Philadelphia Auto Show, Phil- 
adelphia, 

Nov. 21-29—Cleveland Auto Show, Public 
Auditorium, Cleveland. 

Nov. 30-Dec. 5—Denver Automobile Show, 
Denver Coliseum, Denver. 


General 

Sept. 14-17—National Farm, Construction, 
and Industrial Machinery Meeting, Pro- 
duction Forum and Display, Milwaukee 
Auditorium, Milwaukee, 

Sept. 16-17—Annual Meetings, American 
te Casting Institute and Die Casting 
Research Foundation, Edgewater Beac 
Hotel, Chicago. 

Sept. 25-27—Detroit Section, SAE, Green- 
brier Hotel, White Sulphur Springs, 
West Va. 

Oct. 5-7—Annual Truck Body & Equip- 
ment Assn. convention and exhibit, Hotel 
Sherman, Chicago, 

Oct. 5-10—National Aeronautic Meeting, 
Aircraft Manufacturing Forum and Air- 
craft Engineering Display, The Am- 
bassador, Los Angeles. 

Oct, 18-23— Annual American Trucking 
Assn, convention, Hotels Biltmore and 
Statler, Los Angeles, 

Oct, 21-24—Automotive Wholesalers of 
Texas, Adolphus Hotel, Dallas, Tex. 
Oct, 21-25—Second Annual Rod & Custom 
World's Fair Auto Show, Industrial Arts 
Bldg., Eastern States Exposition Fair- 

grounds, West Springfield, Mass. 


Rouge Auto Show, 


Automotive Cartoon 


Of the Week 
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“This is where we design the little cars.’ 














Letterbox 





used if you so request. 





‘False Impression . . . . 


This is an open forum for the discussion of any subject of interest to our 
readers, and your letters are welcomed. No attention is given to unsigned 
letters but you may sign your name with the assurance that it will not be 
Address Editor, Automotive News, Detroit 7, Mich. 
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A Farmer’s Rebuttal 

I read with considerable interest 
the letter in your issue of Aug. 10 
by Stewart W. Munroe, of Los 
Angeles. Mr. Munroe states: “Any 
dealer so weak or inexperienced in 
conducting his business that he 
needs political help to stay in busi- 
ness should take up farming, so 
that he can be compensated for 
not producing.” 

I am not writing this letter in 
support of or opposition to terri- 
tory security. I have been selling 
automobiles for the past five years 
and am also actively engaged in 
the operation of a two-hundred 
acre farm in Illinois. During these 
years I have become increasingly 
aware of the problems confronting 
the new car dealers. However, after 
spending most of my life on a farm, 
I can personally assure Mr. Munroe 
that business problems are not re- 
served exclusively for the automo- 
bile dealer. 

I’m quite sure Mr. Munroe will 
not be challenged in his statement 
concerning farmers, simply because 
Automotive News is a publication 
not generally read by this segment 











The Big Stories 


34 Years Ago 
The nation’s 45,000 dealers have 10,000 unsold new cars in inventory. 
Dealer profits were reported “satisfactory.” 
Henry Ford’s personal wealth reached the billion-dollar mark, Mich- 
igan officials estimated. His U. S. income-tax bill topped $2 million. 
Chevrolet builds its two-millionth car. W. S, Knudsen is president. 
Plans to merge General Motors with Austin of England fell through. 


20 Years Ago 
Buick’s 1940 models show price cuts of $17 to $281. Prices on the 


1940 Willys start at $495. 


10 Years Ago 


Except for certain body styles, most dealers can offer immediate 


delivery on any make of car. 


—From Automotive News Files 











of. our society. However, this does 
not make his statements any more 
accurate. 

It is obvious that the entire price- 
support program as administered 
by the Federal Government is in 
need of much improvement. This is 
true of any Federal program that 
is as large and complex as this 
one. When Mr. Munroe states that 
the American farmer is being com- 
pensated for not producing, he is 
evidently giving the false impression 
that farmers as a group are “feed- 
ing at the public trough,” and are 
surviving only because of Federal 
handouts and the generosity of the 
taxpayers. 

Our society in general is all too 
prone to accept this erroneous ac- 
cusation for the simple reason that 
they are completely unfamiliar and 
uninformed concerning the farmers’ 
problems. 

In an economy as competitive 
and complex as ours in modern day 
America, I believe we would all get 
along with far less strain and irri- 
tation if we occasionally took the 
time to familiarize ourselves with 
each other’s problem s—RosertT 
Scunewer, Gilbert Buick, Inc., St. 
Louis. 

* * * 
Hails Wilkie, Ullman 

Pleased to read “Wilkie Views.” 
Good old Dave knows his stuff. It 
adds a lot to your fine publication. 
You know another great automo- 
tive editor is Bill Ullman. He con- 
tributed a lot in the early days in 
his “Sunday Motorist” and general 
articles on motoring. In a class by 
himself, I think I was the first to 
start “Sunday Motorist” in the 
early days when the Sunday auto- 
motive section was the king bee in 
making the motor car popular. Now 
that I am retired (as auto editor 
of Cincinnati Enquirer) I have 
more time to read Automotive NEws 
and I couldn’t do wit hout.—Bos 
Beiser, Cincinnati. 











Before You Plan For 1960... 


| ASK YOURSELF THESE 


IMPORTANT QUESTIONS 


| Will I Have A Car To Sell In The Compact Car Field... 
@ The Fastest Growing Segment Of The New Car Market? 


Zz 
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Will Any Compact Car Have The Public Acceptance 


2. Of Rambler... The Only Compact Car Backed 
@ ByA 10-Year Record Of Proven Performance, Economy, 


Dependability And Sales Success? 


Wouldn’t I Like To GO And GROW 
@ With Rambler? 
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MAIL THIS COUPON TODAY 


Director of Dealer Development 


We Have the Product for the §— | orssrst ea bevsapment 
Exploding:Compact Car Market... 5° ors Nt name revise ne wth nue one tre 
YOU Have the opportunity! : 


obligation and my inquiry will be held in the strictest confidence. 
Rambler Franchises Also Available in Canada and Important Export Markets. 
T In Canada Write to: American Motors (Canada) Ltd., 2951 Danforth Ave., Toronto. 


NAME___ 
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At Lancia Preview— 


More than 100 Western dealers and members of the press attended a preview of 
the Lancia line in Beverly Hills, Calif. The show was sponsored by Hoffman Motors of 


California. 





Lawsuits Affecting Dealers .. . 





By Leo T. Parker 
Attorney at Law 

ECENTLY the owners of used 

automobiles sued a company for 
damages claiming that dust from 
its plant settled on their automo- 
biles and caused considerable dam- 
ages. The court indicated that the 
company was liable but refused to 
speculate on the amount of dam- 
ages recoverable by the automo- 
bile dealers. 

For illustration, 
in Hindman v. 
Texas Lime Co., 
305 S. W. (2d) 947, 
the testimony 
showed that sev- 
eral automobile 
dealers sued 
Texas Lime Co. 
for damages 
caused by emis- 
sion of lime dust 
from its plant 








Court Decisions 


which collected on automobiles 
held for sale in an open lot. There 
was testimony indicating that the 
lime dust could not be washed from 
an automobile by using water alone 
but that it was necessary to use 
cleaning and polishing compound 
which restored the natural lustre 
of the paint, but necessarily re- 
duced the thickness of the protec- 
tive surface and ultimately destroy- 
ed it entirely. 

The dealers did not prove in 
detail how much expense and fi- 
nancial loss resulted from the 
lime dust. Therefore, the court 
refused to speculate on damages 
for which Texas Lime Co. is 
liable, and said: 

“Without a showing of some uni- 
formity of damage that could be 
applied to a substantial portion of 
the automobiles involved, the ‘ex- 
ample’ or ‘sampling’ method here 
employed provides nothing more 
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SAN FRANCISCO BAY AREA 


all signs point to 
MORE AUTO SALES 


with THE CHRONICLE 





{ (jis 


an 


Oif'{N\\ 
AYN 
oan 
bigegepil® 






Wien "| 


te tae 








These successful importers 
concentrate their advertising in 
The San Francisco Chronicle: 
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Sel 


City of 


San Francisco Suburban Counties 


32,652 


Automobiles sold 
during the first 6 


months of 1959 15,755 
Imported Cars sold 

during the first 6 

months of 1959 2,437 


THE CHRONICLE LEADS IN THE 8 
SUBURBAN BAY AREA COUNTIES! 


122,300 
108,962 


CHRONICLE circulation 


Examiner circulation 


Sources: Motor Registration News (Ist 6 months 1959) 
A.B.C. Audit Reports 3/31/59 


‘ 


AUSTIN 








8 outside 








AUSTIN-HEALEY 
HUMBER 














— 








PEUGEOT 








iii 





11,412 





PORSCHE 











RENAULT 








—iit 








S 





SUNBEAM 


PRITE 

















TAUNUS 








. 








Sad 


THE VOICE OF THE WEST 
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COMING! Chronicle Imported Car Section November 12th 


during the $.F. Imported Car Show Nov. 12-22 








than a basis for a guess or sur- 
mise.” 
* * a 


Accounts Needed 
mens court went on to explain 
that if these automobile dealers 
had kept accounts of the money 
they paid employes and for ma- 
terials used to polish the automo- 
biles, plus the approximate depre- 
ciation of the automobiles caused 
by the dust and over-polishing the 
cars they could have recovered the 
total of these amounts from Texas 
Lime Co. 

An automobile dealer is guilty of 
conversion if he sells a mortgaged 
motor vehicle at a time when he 
knows there is an unpaid balance 
on the mortgage debt. 

For illustration, in Universal 
C. I. T. Corp, v. Courtesy Motors, 
333 Pac. (2d) 628, the testimony 
showed facts, as follows: On No- 
vember 27, one Channel purchased 
an automobile from Goffe Motor 
Co. at which time he gave a 
check for $853.85 as downpay- 
ment and signed a chattel mort- 
gage for $2,763.36 for the balance 
due. 

Goffe Motor Co, then executed 
and delivered to Channel a bill of 
sale for this car. Channel received 
the car about Dec. 1, and the 
chattel mortgage was assigned to 
Universal] C. I. T. Corp. 

* * * 


Shows Top of Paper 

HANNEL sold the car to Cour- 

tesy Motors on Dec. 29, at 
which time Channel showed the top 
part of his bill of sale from Goffe 
Motor Co. with the bottom part cut 
off. 

In subsequent litigation, the 
higher court held that Courtesy 
Motors is liable for full value of 
the automobile to Universal C. I. T. 
Corp., and said: 

“Such actions clearly constitute 
a conversion of appellant’s (Uni- 
versal C. I. T. Corp.’s) interest in 
the car, A perusal of the reverse 
side of this particular bill of sale 
would reveal no place where liens 
or encumbrances could be shown 
and would therefore warn anyone 
looking at it that the place where 
liens or encumbrances should be 
shown had been removed, 

“Such facts are sufficient to put 
any reasonably prudent person on 
notice that something was missing 
from the bill of sale and inquires 
for the reasons therefore should be 


made.” 
* * 


Wichita Dealer Sued 


For Garnishment 

WICHITA. — Yingling Chevrolet 
Co., Inc., has been named defendant 
in a $25,000 personal damage suit 
filed with the District Court here. 

In his petition, Albert W. Klein, 
Wichita, alleged that on Dec, 4, 
1958, the defendant received judg- 
ment in Common Pleas Court for 
garnishment of wages against an 
“Alvin F. Cline, also known as Al- 
bert W. Klein” for unpaid indebt- 
edness. 

The plaintiff avers that he is not 
Alvin F. Cline, but that the action 
by Yingling resulted in his wages 
being withheld and the loss of his 
job, even though the defendant 
dropped its action against him. 

Klein claims that he was out of 
work for eight weeks and since 
has not been able to obtain as good 
a job as the one he lost. 

Klein cites “wilful, wrongful, 
reckless, malicious and wanton” 
acts on the part of the defendant. 


Chrysler Expands 


In Argentina 


DETROIT.—Chrysler Interna- 
tional, S. A., a Chrysler Corp. sub- 
sidiary, will immediately embark 
on a program of truck manufactur- 





ing, assembly and distribution in 
Argentina. 
When the program igs in full 


operation, it will represent an in- 
vestment of more than $15 million. 

Chrysler Internationa] will build 
and market two lines of trucks, 
starting with the 1960 models, The 
program will be undertaken in con- 
junction with the Chrysler distribu- 
tor in Argentina, Fevre y Basset. 
The trucks will be a half-ton D-100 
with a gross vehicle weight of 5,100 
pounds and 1%-ton D-400 with a 
GVW of 15,000 pounds. 











REASONS WHY VACUUM POWER BRAKING 
IS FIRST CHOICE ON TRUCKS 











s WEIGHING 
STATION 


a 








a, . la alle » % ae 
«uate: agen MORE-PAYLOAD © 
‘ Orn titi tea a 


a 








WITH BENDIX HYDROVAC* LEADING ALL OTHER MAKES COMBINED 


When it comes to power braking, the overwhelming choice 
on trucks is vacuum power, with Hydrovac leading all other 
makes combined. 

You can bet your bottom dollar that such overwhelming 
preference is based on solid reasons. For example: 

By saving dead weight, vacuum power can add several 
hundred pounds to payload, and earn extra dollars, as ton- 
miles build up. 


Bendix fiv7s%s South Bend, wo. Bae 


In addition, there is the vital safety stand-by of instantly 
available physical braking, instead of ‘“‘no power, no brakes!’’ 

Then, with vacuum power there is less first cost and less 
expense for maintenance, and it is completely free of com- 
pressor drain on engine power. 

Any way you look at it, it will pay you to make Hydrovac 
Vacuum Power Brakes your choice for the best in power 
braking . . . for the most in value. *REG. U.S. PAT. OFF. 
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EXCLUSIVE! 


How Imports Ranked in Sales; 
First Half, 1959 vs. 1958 


New imported-car registrations in U. 8. for first half 


(including Hawaii): 


1959 1958 
Pos. Make Pos. 
1— 54,564 VW 40,614— 1 
2— 38,683 Renault 17,879— 2 
3— 22,165 Eng. Ford 13,798— 3 
4— 19,583 Opel 5,922—10 
5— 18,711 Simca 7,241— 7 
6— 18,561 Fiat 71,923— 5 
I— 14,733 Hillman 8,089— 4 
8— 11,433 Triumph 74,137— 8 
9— 11,377 Vauxhall 6,552— 9 
10— 9,618 Volvo 5,081—12 
ll— 8476 MG 7,671— 6 
12— 8,011 Austin- 
Healey 1,999—18 
13— 6,885 Morris 3,797—13 
14— 6,523 Metropolit’n 5,746—I11 
15— 6,348 Mercedes- 
Benz 3,306—15 
16— 5,752 Peugeot 647—25 
1j— 3,870 Borgward 3,378—14 
18— 3,643 Taunus 155—30 
19— 2,809 Jaguar 2,062—17 
20— 2,175 Saab 1,217—22 
21— 1,923 Goliath 896—24 
22— 1,817 Austin 638—26 
23— 1,583 Porsche 1,488—20 
24— 1,553 BMW-Isetta 2,107—16 
25— 1,370 NSU Prinz ...... 
26— 1,267 DKW 1,642—19 


1959 1958 
Pos. Make Pos, 
27— 1,174 Alfa Romeo 902—23 
28— 1,027 Sunbeam 609—27 
29— 990 Lhoyd 1,377—21 
30— 988 Citroen 378—28 
31— 617 Toyopet 718 —35 
32— 444 Datsun ___......... 
3sS— 3835 Riley a... 
s4— 315 Singer 41—16 
3$5— 303 Goggomobil 124—33 
36— 299 Skoda 129—31 
37— 284 Lancia 22—43 
38— 246 Berkeley 300—29 
39— 218 Rolls-Royce 71—36 
40— 208 Panhard 129—31 
41— 135 Wartburg ...... 
42— 102 Morgan 57—37 
43— 100 Rover 119—34 
44— 62 Maico 53—38 
45— 61 Bentley 39—39 
46— 48 Ferrari... - 
47— 33 A.C, 32—40 
AR 30 Aston Martin 19—44 
49— 18 Facel Vega 30—41 
5O— 17 Messerschmitt 23—42 
51— 10 Arnolt-Bristol 9—45 
285 All Others 146 
Total All Makes 
291,772 161,635 


Blank spaces indicate make either was not imported for period indicated or was 


included in miscellaneous total. 


Compiled by and property of R, L. Polk & Co, Re-use prohibited. 
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of Makers 


Quick Rundown on Price Range, Models, Output, 
Dealer Body, Sales and Contacts 


7 THE dealer contemplating 
taking on a foreign-car fran- 
chise—and frequently to the import- 
car veteran—it becomes important 
to see how the various makes 
measure up. 

In the make-by-make listings 





Tradeins Require 
Extreme Care on 


Appraisal, Sale 


ITH more than a million ve- 

hicles from abroad now in use 
on U. S. roads, imports have mus- 
cled into the used- -car market in a 
big way. 

The growing torrent of trade- 
ins is dumping used imports into 
the laps of import dealers and 
domestic-line dealers alike. 
Dealers must face it: The used 
import has become a major factor 
in all areas of new-car marketing. 

* * * 

ONE are the days when the 

used imported car was the odd- 
ball machine the dealer parked on 
the front row of his lot to draw 

in the curious. 

Gone, too, are those wonderful 
days when a good used import 
would quickly fetch just about 
any price the dealer asked. 

In many ways handling used im- 
ports is similar to any used-car 
operation. But there are important 
differences and dealers who have 
been successful in the used-import 

field are those who have recogniz- 
ed these differences and learned 
how to cope with them. 

Dealers have been rather slow 
in feeling their way into the used- 

(Continued on Page 66, Col, 3) 





below, the dealer can get a quick 
rundown on the cars in which he 
is interested, 

Summed up are the price ranges, 
models offered, the number of deal- 
ers handling the line in the U. S., 
the number of cars of each make 
sold by the average dealer last 
year, total production last year, 
estimated total U. S. sales for 1959, 
the name and address of the U. S. 
importer and the name and home 
address of the manufacturer. 

* * * 
RICES are taken from official 
compilations printed in 
AvuToMoTivE News and listings of 
models are those provided by U. S. 
importers. 


Number of dealerships and av- 
erage sales per dealer are Auto- 
motive News’ estimates based on 
reports from the firms them- 
selves and from registration serv- 
ices. Production figures are com- 

(Continued on Page 50, Col, 1) 


Dealers Confident They'll Hold Their Own .. . 





By Robert M. Lienert 
Associate Editor 
| be THE upcoming three-way bat- 
tle between Detroit’s compact 
cars, full-size units and foreign 
autos, the imports show every sign 
of being able to hold their own. 
Shifting into high for the 1960 
sales campaign, imported-car or- 
ganizations have come up with 
some all-new models, restyled of- 
ferings, overhauled sales organi- 
zations, increased promotional 
efforts and expanded service pro- 
grams, 

Should fierce competition drive 
them to it, a number of the imports 
could probably pull a few surprises 
on price tags, too, observers believe. 

* a + 

THE final analysis, however, 

the imported car is no stronger 
in the U. S. 
handles it. 

Generally, dealers with import 
lines plan to stay solidly in the 
business, being optimistic over 
the future of the imported car 
in the American marketplace. 
Most of them couldn’t be happier 
with the present situation. 

A quick summing up shows im- 
ported-car dealers are: 

1. Confident, (“Detroit compacts 
are an endorsement of the import- 
ed car.”) 

2. Shaving prices. (“Unit profits 
are off a little, but we're getting 
and selling more cars this year.”) 

3. Scrambling for used imports. 
(“I buy all I can get and could use 
half again as many.”) 

4. To a man, planning to stay in 
business. (“I’ve made a helluva lot 
of money with imports and I intend 
to make a lot more.”) 
* * + 

MPORTED-CAR dealers have 

been somewhat more willing 
than their factories to write off any 
threat of the new U, S.-built com- 
pact cars. 

In fact, most expect the new 
compacts to increase sales of im- 
ports, which are expected to con- 
tinue to account for about 10 
percent of all new-car sales. 
Here’s why, according to a cross- 
section of dealer opinion: Compact 
cars will not be close to the low 


than the dealer who 





Other Features 


@ Price trend, Page 55. 
@ Sales penetration, Page 42. 
e@ Franchise breakdown, Page 


@ Import new products, Page 
80. 


@ Specs for all makes, Page 21. 





price of the most popular imports, 

although introduction of the com- 

pacts is expected to make many 

more persons aware of it, and in- 

terested in, an economy car: 
Furthermore, dealers doubt that 

U. S. firms can match the imports 

* 


* * 


- 


And Still They Come— 

Representative of the continuing flood of imported cars landing on U. S. soil are 
these units at dockside in Los Angeles. In the first six months of this year, 334,180 
new imported cars were landed in the U. S. on the West Coast, East Coast, Gulf 


auto carrier docked in the background. 


Coast and, with the opening of the St. Lawrence Seaway, the 
Midwest. The cars pictured above are some of the 1,468 unloaded from the French 


Gird for ’60 Competition 


in quality. Some claim the appeal é 


of foreign-made merchandise ling- 
ers. 
cg ak * 
eo a Los Angeles dealer, “I’m 
absolutely convinced the import 
(Continued on Page 58, Col, 1) 
ca ok * 


“interior coast" of the 





F 100,000 dealers, auto executives, 

suppliers and others close to the 
industry were asked to name the 
most important factor in the phe- 
nomenal expansion of the import- 
ed-car market, it’s a safe bet that 
“price” would be at or near the 
top of the list. 


Many voters would mention 
quality, gasoli y or ease 
of handling. Some would speak of 
styling or the public’s desire for 
something different. 


But the price adherents would 
insist on the last word. “Price,” 





ee 














they would declare, “is the one 





Importers’ Aim: Topflight Service 


ACTORIES, distributors and 
dealers in the imported-car 
field have gone all out to prove 
that they can match U. S, firms 
when it come to providing parts 
and service. 
They have learned that reports 
in the past of slipshod service 
and hard-to-get parts were, in 
many cases, all too true despite 
their best efforts. They have also 
found that such stories die hard. 
The allout attack on the import- 
ed car’s service problems has been 
mounted on three fronts: Bigger 
dealer parts stocks, factory train- 





ing programs and centralized tech- 
nical centers and parts depots. 
ae + 7 


FORTUNATELY, some im- 

port makes, with an excellent 
reputation otherwise, suffer from a 
devil-may-care service attitude on 
the part of the importer. 

In the main, ambitious pro- 
grams are under way to upgrade 
the kind of service offered by the 
average imported-car dealer. 

No matter what the factory, im- 
porter or distributor does, of 





course, the kind of service that 
eventually filters down to the own- 


er level depends in large part on 
the attitude and effort of the 
dealer. 

*~ * + 

HE dealer who makes a sincere 

effort to provide proper service 

on the imports, and who lets his 
customers know this, will probably 
keep most of them happy. 

The dealer who consistently 
shorts himself on parts stocks 
and who has a tendency to gouge 
on labor charges, will continue to 
give all imports a black eye no 





matter how fine a program is 
(Continued on Page 82, Col, 3) 


Prices Below U. S. Makes 
Called Key to Influx 


feature the imports have that 
U. S.-built cars cannot match.” 
ok + +. 
T MUST be admitted that the 
U. S. manufacturers haven't 
shown much interest in meeting the 


(Continued on Page 55, Col, 1) 
. * * 





How They Compare 


In Price Range 
No. of Models in Price Range 


Imported ’59 U.S. 
Price Cars Models 

Under $1,200 ........ 6 0 
$1,201-$1,400 .......... Rn 0 
$1,401-$1,600 .......... 17 0 
$1,601-$1,800 .......... 35 0 
$1,801-$2,000 .......... 24 4 
$2,001-$2,200 .......... 21 7 
$2,201-$2,400 .......... 25 15 
$2,401-$2,600 .......... 18 23 
$2,601-$2,800 .......... 13 28 
$2,801-$3,000 .......... 10 32 
$3,001-$3,200 .......... 5 21 
$3,201-$3,400 .......... 7 24 
$3,401-$3,600 .......... 5 10 
$3,601-$3,800 .......... 4 8 
$3,801-$4,000 .......... 10 13 
$4,001-$4,500 .......... 9 16 
$4,501-$5,000 .......... 17 7 
$5,001-$6,000 .......... 21 20 
$6,001-$7,500 .......... 6 9 
$7,500-$10,000 ........ 6 3 
Over $10,000 .......... 12 2 

GIS siccesscccsacscscs 283 242 
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Sales Pattern of Volume Leaders 
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15,635 Import Dealers Counted 


By John K. Teahen Jr, 
Staff Writer 
MPORTED -CAR dealerships in 
the U. S. continued to increase 
during the last 12 months, but there 
are indications that the rate of 
gain is tapering off. 

The latest Automotive News 
census shows that on July 1, 
there were 15,635 establishments 
handling one or more imported 
makes (83 percent of them also 
had a domestic line). A year ear- 
lier, the total was 12,964, 





That’s a healthy year-to-year in- 


crease of 20.6 percent. Viewed by 
itself, the figure would lead to the 
conclusion that there still is a taker 
for every franchise that an import 
distributor cares to make available. 

But that isn’t quite the case. 
Two-thirds of that 20 percent gain 
was registered between July 1, 1958 
and Jan. 1, 1959, 

* ca * 

- OTHER words, the import 

dealer body in this country in- 
creased by only 7 percent from the 
beginning of January to the end of 
July. Numerically, the six-month 





VW’s Penetration Slumps, 
Sales Per Dealer Zoom 


a penetration is slipping 
at Volkswagen, if not unit vol- 
ume. 

Volkswagen’s share of the U. S. 
imported-car market, an Auto- 
motive News study shows, has 
declined to 18.70 percent in the 
first half of this year. VW pene- 
tration stood at 25.13 percent, 
or fully 6.43 points higher, for 
the corresponding six months of 
1958. 

Volume-wise, Volkswagen sold 
nearly 14,000 more cars in the Jan- 
uary-June period of 1959 than the 
West German manufacturer did 
in the 1958 half. But its gain in 
volume was dwarfed by other im- 
port makes showing notable pene- 
tration gains—Renault, Opel, Simca, 
Fiat, Austin-Healey, Peugeot and 
Taunus. 


* * * 


C= paced the plus pack, Gen- 
eral Motors’ German import 
sailed into fourth place in first- 
half sales with a 6.71 percent show- 
ing, up 3.05 points from a year 
ago. 

Second-place Renault was no 
slouch, either. The French product, 
while missing its first-place goal 
by more than 15,000 cars, bagged 
13.26 percent of the import market. 
That compared to 11.06 percent in 
the 1958 half. 

Third place continued to be 
the domain of British Ford, in 
spite of a penetration loss. Other 
negatives among the top 20 im- 
ported makes, all of which sold 
upwards of 2,000 units in the 
first half, were Triumph, Vaux- 

(Continued on Page 42, Col, 3) 





OLKSWAGEN made a one-team 

race of the imported-car sales- 
per-dealer derby during the first 
six months of 1959 as its 410 retail- 
ers moved an astounding average 
of 133 new cars apiece. 

The performance was far and 
away the best in the nation, ex- 
ceeding by a wide margin the 
efforts of the top -U. S. makes. 
Ford led the domestic lines with 

(eames pe Col, 3) 





Sales Per Dealer 


Sales per imported-car franchise for 
the first six months of 1959 and 1958: 


1st 6 mos. 1st 6 mos. 
of 1959. of 1958. 
Pos. Make Pos. 
1—133 Volkswagen 116— 1 
2— 48 Renault 32— 2 
3— 44 Fiat 29— 3 
4— 33 English Ford 26— 4 
5— 29 Volvo 14— 5 
6— 26 Simca 13— 7 
j— 19 Taunus + * 
8— 18 Hillman ll— 9 
9— 16 Mercedes-Benz 8—12 
9— 16 Triumph ll— 9 
9— 16 Saab 14— 5 
12— 13 Peugeot + * 
122— 18 MG 13— 7 
14— 12 Austin-Healey 4—18 
15— 10 Morris i—13 
16— 9 Porsche 9—11 
1j— 8 Borgward i—13 
18— % Toyopet + * 
19— 6 Jaguar 5—16 
19— 6 Opel 2—26 


*—Taunus, Peugeot and Toyopet were 
available in the U, 8S, for only part 
of the first six months of 1958, 
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jump was from 14,607 to 15,635 out- 
lets. 

Needless to say, the slowdown in 
the dealership growth rate does not 
mean a lessening of interest in 
imported cars, for sales have set 
one record after another during 
the last six months, ; 

The best explanation is that the 
top sellers have achieved nation- 
wide distribution, Today, they are 
interested in strengthening their 
dealer organizations, whereas a 
year or two ago they were still in 
the building stage. 

For example, one of the leading 
makes signed 222 dealers in 1958, 
but added only 51 in the first six 
months of this year. Another top- 
notcher picked up 178 outlets dur- 
ing the last six months of 1958, but 
took on only 63 more in the first 
half of 1959. 

+ *” * 

7 top sellers will continue to 

increase their dealer forces as 
volume and availability of cars per- 
mits. Volkswagen, for instance, has 
mentioned a long-range goal of 600 
dealers, compared with 410 today, 
and Renault has spoken of possibly 
1,000 by the end of 1959, compared 
with 800 at midyear. 

But these and other expected 
increases will be at least partially 
offset by the decline in outlets 
handling the fringe makes, 

It is quite probable that the 
imported-car dealership total will 

(Continued on Page 22, Col, 2) 


Makers Schedule 
1960 Ad Drives 


By Martin L. Whitmyer 
Staff Writer 

| bo! AN effort to pinpoint promo- 

tions and maximize local impact 
of their advertising projects, more 
and more imported-car makers and 
their U. S. distributors will lean 
heavily on cooperative advertising 
programs in 1960. 

About the only cars among the 
volume imports that are not 
being promoted through coopera- 
tive ad programs are those sold 
through U. S, makers, who gave 
up on this type of promotion dur- 
ing the 1957 model run. 

The upsurge in cooperative pro- 
motions means more advertising 
dollars for local newspapers, but 
national consumer magazines again 
will capture the greater percentage 
of the advertising billings, an 

(Continued on Page 87, Col, 1) 





|= imported auto has come of 
age in the U. S. with more than 
a million vehicles of foreign vintage 
now in use on American highways. 
According to Automotive News’ 
estimates, there were 1,127,897 
imported postwar autos in the 
U. S. as of July 1. Chances are 
another 300,000 will join the 
horde before the end of this year. 
A year ago on July 1, imported 
cars in operation numbered 696,855. 
More than half the imports in 
operation on July 1 this year—660,- 
818 by precise count—were 1959 
and 1958 models. This left 467,079 
units that were older. These cars 
provide a potential for business 
that has been thus far only slightly 
explored in the import market. 


* + 


} panded of them, of course, repre- 
sent potential new-car sales, 
with these units ripe for tradein 
and their owners sold on advan- 
tages of the import. 

Others will require a growing 
amount of service and the de- 
mand for repair parts should rise 
rather sharply in the months 
ahead. 

Basic maintenance items, needed 
on new cars as well as older units, 
are strong sellers now and the de- 
mand should rise sharply as the 
flood of new cars continues to enter 
the country. 

ok 


F ALL imported autos on the 

road at the census date, 288,682 
were ’59s, 372,196 were 58s; 204,556 
were ’57s; 95,325 were '56s; 54,674 
were ’55s, and 112,464 were older 
units, from ’46s through ’54s. 

Over this same period of time, 
according to figures compiled by 
the U. S. Department of Com- 
merce, a total of 1,407,647 new 
and used cars were imported into 


* 


* * 


1.1 Million imports 
Dot U.S. Highways; 
Half Newer Models 


the U. S. (Of this number, 1,369,- 
972 were new and 37,675 were 
used.) 

A total of 80.1 percent of these 
cars are still in use. A year ago, 
with 696,855 cars in operation on 
July 1 out of 815,441 that had been 
imported over the census period, 
those in use represented 85.5 per- 
cent. 

Automotive News estimates on 
the number of imports in operation 
were based on R. L. Polk & Co. 
registration figures, Department of 
Commerce statistics and reports 
from factory branches, distributors 
and other informed sources. 


Trucks Carve Qut. 
Own Sales Niche 


VW’s Success Lures 
U. S. Competition 


FREQUENTLY overshadowed by 
the dazzling performance of 
imported passenger cars are the 
foreign-built trucks, which have 
been quietly carving out their own 
slice of the U. S. vehicle market. 

Volkswagen, as it has in the 
passenger-car field, has pretty 
well dominated the market in im- 
ported trucks, currently account- 
ing for about 85 percent of such 
sales. 

In fact, the German unit’s impact 
on the American market has been 
so great that several U. S. makers 
have developed new light units, 
adapted from the general VW de- 
sign, in order to better compete in 
their own bailiwick. 

* + 





* 
GO== foreign makers, already 
competing or planning to com- 
pete in the U. S. market, also have 
(Continued on Page 15, Col, 1) 

















Imported Cars in Operation 
(As of July 1, 1959) 

Make 1959 1958 1957 1956 1955 1946-54 Total 
Alfa Romeo .._ 1,168 1,950 964 304 112 41 4,539 
BD ccssvisinses 1,799 1,641 1,646 1,041 1,437 10,707 18,271 
Austin-Healey 7,930 5,285 3,109 2,679 2,111 1,916 23,030 
Berkeley ........ 240 et ° soishs- -Secsmiied iakieaah ted oaeegea 766 
BMW-Isetta .. 1,517 3,701 3,774 Ne Pcciree” ~ aecmice 9,294 
Borgward ...... 3,331 6,365 3,976 3,508 . es 17,783 
Citroen .......... 980 1,110 589 561 146 324 3,710 
Datsun. ............ 435 Dh |) (eaten hat «seca. Ceamed 476 
ET Wektecosessaas 1,255 3,045 2,535 1,124 — 7,999 
Eng. Ford ...... 21,940 32,289 15,998 3,885 1,977 16,469 92,558 
BED | ssesteecsbrasscese 18,376 20,207 5,075 45 59 101 43,863 
Goggomobil 289 ee re es 807 
Goliath _.......... 1,902 2,198 1,296 ey 6,099 
Hillman. .......... 14,596 18,109 10,361 4,337 2,888 19,053 69,344 
Jaguar ............ 2,786 4,496 4,790 3,712 3,465 13,083 32,332 
Lancia. ............. 282 65 P< Socedes, egies” 383 
OE” ee 980 2,658 855 5 SPE eee =: 4,615 
Mercedes-Benz 6,280 8,093 3,277 2,329 1,212 1,641 22,832 
Metropolitan 6418 11,876 11,070 7,028 5,957 7,127 49,476 
MEE A. vesjetatsésedtins 8,395 15,631 12,762 5,590 2,717 19,641 64,736 
Morris _............ 6,817 8,689 5,055 421 670 5,946 27,598 
NSU Prinz 1,357 EO) Shea e hs saree daa cee 1,381 
EE | ccsesoxsubossnes 19,388 15,079 RE ..” sertsntea daa ok 35,693 
Panhard ........ 202 270 BAD ~ caalnnsi 4) seeneee oie ee 591 
Peugeot. .......... 5,695 4,227 ._ Pe iA. 9,930 
Porsche .......... 1,579 2,733 2,638 1,854 1,858 3,548 14,205 
Renault .......... 38,214 46,138 21,316 2,236 735 293 108,932 
Riley _.............. ME sates: saneaess”. |) geseanse “| ota > On eee 330 
Rolls-Royce 217 198 135 98 90 469 1,207 
ROG asec cesicsieee 96 164 routes. “S-suagette... -- RaMRE 384 
I icsensnaceiceesss 2,154 2,933 1,031 RS ae rie 6,159 
Simca. ............... 18,524 16,326 5,184 1,842 567 1,051 43,494 
Singer ............. | RRR Sara «i Sh ae reas 2 aria 311 
Skoda. .............. 295 342 MS Siacedta ts area, eee 7716 
Sunbeam . 1,017 1,501 711 593 291 1,020 5,133 
Taunus ............ 3,607 1,570 22 atasente: dup Rema. « aeeea 5,199 
Toyopet ........... 610 Be Vo lettatuss! )<-ipeteaaen’ *'< g ceatge ahr ace g- 868 
Triumph ........ 11,319 15,627 6,048 2,171 1,182 892 37,239 
Vauxhall ........ 11,264 16,617 ON oh hate eae Spee 28,862 
Volkswagen .. 54,059 84,824 69,993 46,111 26,105 7,377 288,469 
5, Senne 9,542 13,408 ee! ee re eae 31,008 

sain 280 43 pee 2” sagt eee. Seated 323 
Miscellaneous 406 1,421 1,151 1,192 957 1,765 6,892 

TOTAL. ........ 288,682 372,196 204,556 95,325 54,674 112,464 1,127,897 
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Auto News from Europe... 





What’s New on the Continent 


By George L. Glaser 
European Correspondent 

PARIS.—The rumors are flying in 
this pre-auto show season. Here are 
the highlights of car talk in Europe. 

Citroen will probably show one 
of its experimental DS 19 units, 
equipped with a gas turbine. 

Renault is said to be working 
hard on an improved suspension 
system, The reported Renault V-8, 
made of Dauphine parts by Ghia 
of Turin, is another experimental 
unit. It may never see a show- 
room, 

The future of the Peugeot 103 re- 
mains a question, Karmann of Ger- 
many assisted in this project. 

Simca may someday upgrade the 
size of the engine and body of the 
Aronde. This would up the price, 
too. Only Chrysler knows when 
this step will be taken. 

In England, the MG sports car 
has been equipped with a 1,600- 
a * 


3 New German Entries 





New Opel Kapitan— 


The Opel Kapitan for 1960 features more engine power at a lower price. The glass 
area has been increased and the doors have been reworked to make it easier to 


enter the car. 


Hansa 1 1960— 


At the request of dealers, Goliath has increased the glass area on its Hansa 1100 
for 1960. The car has a front-wheel drive and a number of style changes including a 
deep-dish steering wheel. 





He Pe ag 


The Taunus M-12— 


This is the 1960 version of the Taunus M-12 by Ford of Germany. Changes include 
reworked sheet metal with a flatter roof. The car will be competing against the Opel 


1200 in the year ahead. 











c.c., 76-h.p. engine and disk brakes 

in front. The Rover 3-liter model 
may also get the disk brakes in 

front. 

The Goliath Hansa 1100 for 1960 
offers increased glass area at the 
request of dealers, Other features 
include better wipers, partially up- 
holstered dash, deep-dish steering 
wheel, shift lever under the steering 
wheel, improved horizontal carbu- 
retor and improved air intake, 

Features of the DKW’s new little 
Ingolstadt include a wide, low and 
handsome body-.and adequate lug- 
gage space. 

The 39-h.p., three-cylinder, water- 
cooled engine seems to have power 
to spare and the car has good di- 
rectional stability. Springing is suf- 
ficiently comfortable and not too 
soft, 

The two-cycle engine has no 
free wheeling. The clutch and 
brake pedals appear to be too 


[| made in each of the countries, and 


S|tory which formerly belonged to 


6,300 units per year. 


narrow, too high and clumsy. 
The 12-inch wheels, too, appear 
to be a bit too small. 

On the bigger DKWs for 1960, 
the power has been upped slightly 
on the two-door sports sedan and 
the four-door sedan. The two-door 
sedans and coupes have a wrap- 
around windshield. 

Opel has made its dealers very 
happy by announcing that it will 
introduce a small car, It will be in 
the 1,200-c.c. class but the price will 
not be quite as low as some rumors 
have had it. 

The Opel Kapitan for 1960 has 
been unveiled, The price is lower 
and the engine is more powerful. 

In styling, the rounded contours 
have been abandoned in favor of 
@ more Italian appearance. The 
car is 2% inches longer and the 
glass area is larger. The rear 
doors are about five inches wider 
and all doors are higher and eas- 
ier to enter. 

The rear fenders have slight fins 
and all interior dimensions have 
been increased. Two models are of- 
fered, the standard and the deluxe. 

The six-cylinder engine has 100 
h.p. and new engine mountings 
dampening all vibrations. The 
brakes are 18 percent bigger and 
the car uses 14-inch tires. 

Ford of Germany has facelifted 
the M-12, which has been in pro- 
duction since 1952. It remains to 
be seen whether the changes will 
be sufficient to meet the competition 
of the Opel 1200 which has been 
moved into the same field as the 
M-12. 

The M-12 for 1960 will feature 
a flatter roof, new hood contour, 
new grille and new trim, The 
engine remains the same, the old 
sidevalver with a long stroke 
which some believe is ripe for a 
museum, 

Engineering changes include 
more power, higher torque output, 
new cylinder heads, new engine 
supports at three points, higher 
compression ratio and heavy-duty 
exhaust valves. 

The car also has a new stabilizer 
bar in front for softer springing, 
new dash and new deep-dish steer- 
ing wheel. 

The larger M-17 has a flatter 
roof, new intake silencer and 
manifold, better valve cooling 
and higher compression ratio, An 
option is a steel sliding roof in- 
stead of the fabric roof, 

Beutler Brothers of Thun, Switz- 
erland, have nearly completed the 
four-seat Porsche. Porsche pro- 
duced a longer chassis with a long- 
er wheelbase for this model. 

The NSU Prinz for 1960 will have 
new directional lights, speedometer 
that signals speed changes by color, 
no-draft wing windows, sleeping 
seats and improved sound deaden- 
ing. 


* * * 
Panhard Restyled 


IHE new Panhard P-17 has a re- 
styled front and rear end, and 
the two-cylinder air-cooled power 
plant is quieter. 

cS + * 


Reds Coordinating Output? 


‘TRERE are reports that the 
Communists are setting up a 
new framework for auto produc- 
tion. Under the new program, it is 
said, the Russian Zone of Germany 
would make only small cars with 
two-cycle stroke engines, 

Other cars would be made in 
Czechoslovakia, and imports from 
the Soviet Union would provide the 
rest. Trucks and parts would be 


generators and buses would be 
built in Hungary. 

Production of the Wartburg, 
which is made in the former 
BMW plant in the Soviet Zone 
of East Germany, will reach 28,- 
000 units in 1959, and 43,000 per 
year are scheduled beginning in 
1965. 

In Zittau, the nationalized fac- 


Gustav Hiller is making the Robur- 
Garant two-ton truck with an air- 
cooled engine. Production is about 


It is said that this may be the 
most reliable unit in the Soviet 
Zone, perhaps because it is based 
on prewar design. 

It is reported that the three-axle 
military trucks, which now are 







x * 


DKW Junior Unveiled— 


The DKW Junior has been unveiled in 
Germany. The car has a three-cylinder, 
two-cycle, water-cooled engine. The car 
has a front-wheel drive and torsion-bar 
springing. 





New Powerplant— 


This is the powerplant for the 
Junior for 1960. It is a three-cylinder, two- 
cycle engine with front-wheel drive. The 
generator is mounted on the top of the 
engine with the fon. 


DKW 


* 


will be produced elsewhere begin- 
ning in 1960. 
* * * 


Second, Closer Look 


SECOND and closer look at the 
new 900 Lloyd reveals that the 
rear-wheel suspension is on torque 
arms, a system similar to that 
found on the Renault Fregate. 
The front suspension is on A 
frames for the driven wheels and 
has a coil spring on top of the 
suspension. 
The all-aluminum engine has a 
two-piece split housing which con- 
tains the cast-iron wet cylinder 
springs. The radiator is located be- 
hind the engine on the left side 
and above the clutch housing. The 


model has aluminum brake drums. 
a OK * 


Safer Interiors Ordered 


| tad BONN, Germany, the Trans- 
portation Ministry announced 
that effective next July 1, the in- 
teriors of all cars must be free of 
dangerous corners or obtrusions to 
improve safety. 

as oa * 


Daimler Exports Hit 45% 
[AMER BENZ reported in 

Stuttgart, Germany, that al- 
most 45 percent of its 1959 produc- 
tion of 157,000 vehicles have been 
shipped abroad. Of the total output, 
99,202 were passenger cars. 

Oo ak * 


Springing Under Study 
MAN European makers are 

turning more attention to 
springing, riding comfort and road 
adhesion, all of which are closely 
related. 











made in Werdau, East Germany, 


DKW Debuts Its ‘60s 


ed 


DKW's Model 1000 for 1960— 


This is DKW's model 1000 for 1960. The car features a wraparound windshield. 
* * & * * 


are becoming the order of the 
day, and with springs reaching a 
point where they hit bottom eas- 
ier, new types of shock absorbers 
will have to be designed, 

Intensive studies by Bavarian 
Motor Works have led to a new 
design for the two suspension 
points of each rear-wheel suspen- 
sion arm. The results are such 
that even with lightweight cars, a 
greater degree of road adhesion 
and safety can be achieved. 

ok * oe 


A True Ghost Story 
P 4 ge is a true ghost story from 


Denmark: 

Word got around that a 1911 
Rolls-Royce should still be at 
Castle Beldringe. It seems that in 


‘|about 1930 the owner wanted to 


sell the car but never did so. 


The Danish Veteran Car Club 
figured the car should still be in 
the garage at the castle and set 
out to find it. One problem imme- 
diately presented itself: No garage 
could be found at the castle. 

Some knocking on the walls 
produced a place where the ga- 
rage might be. The wall was torn 
down in that area and the 1911 
Rolls-Royce was found. 

Restoring the car proved quite a 
job. A few of the needed parts were 
found in France and a few more 
in Britain. The British unit of Dun- 
lop Tires produced a new set of 
tires from some old molds that 
were still on hand. 

The final touch was some silver 
polish to remove spots from the 
radiator shell and the car which 
had been in hiding for 30 years was 
ready to roll. The origina] chauf- 
feur was found and he was re- 
stored to his place behind the 
wheel. 





Tennessee Dealers 


Slate 6 Meetings 


NASHVILLE. — The Tennessee 
Automotive Assn. has scheduled six 
regional dinner meetings during 
November, Directors voted to stage 
the regional meetings in the fall 
since the annual TAA convention 
now is held in the spring. 

The schedule follows: Tuesday, 
Nov. 10, John Sevier Hotel, Johnson 
City; Wednesday, Nov. 11, Andrew 
Johnson Hotel, Knoxville; Thurs- 
day, Nov. 12, Patten Hotel, Chatta- 
nooga, 

Tuesday, Nov. 17, Peabody Hotel, 
Memphis; Wednesday, Nov. 18, 
New Southern Hotel, Jackson; 
Thursday, Nov. 19, Noel Hotel, 
Nashville. 





Ford Names Crumpton 


To Head Miami Office 
MIAMI.—Ford division has 
opened a Miami-area sales office 
in the DuPont Plaza Hotel, It will 
serve dealers in five South Florida 
counties. 

Heading the office is Bernard L. 
Crumpton, who has been with 
Ford’s Jacksonville district office 
for 10 years. Other staff members 
are William Norton, business man- 
agement specialist; W, P. Conners, 
retail agent specialist; J. J. O'Grady, 
field manager, and Lyle McGown, 
service representative. 





Hillcrest Remodelling 
BEVERLY HILLS, Calif.— An 
extensive remodelling program is 
under way at Hillcrest Motor Co. 
(Cadillac), 9230 Wilshire Blvd., ac- 
cording to Michael J. Brown, vice- 





Lowered frequencies for springs 





president. 
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ajor Specifications for Imported Makes 

















































































































































































































































































































































































































































































































































































































































































Make 
and | Dimensions | Engine | Capacity Drive Unit Chassis 
Model 
| 
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s |stiec"iss"| g£ | 54) se" | Ele |g} sF)] ga | ae] ge* | ge | $8 | =| ae] eF 5 a= |e~ 
_ ALFA ROMEO Guilietta Spider 86.5 |1,800| * 151 49 6 (505 |50 | 4 | * | 91/6000) "87; * | 14 65 |5 | 4.55 |1.55 x 15) None | > ie 
| ASTON MARTIN DB24, Mk IIIB 99 (|2,800| * * 1171.5 (54.25 * |54 (54 6 | 82 | 178/5,500/178.2 | * [155 | * | * | 3.77 (6.00x 16 None —_i 
' AUSTIN A-40 83.5 |1,596| 36.5 [41.5 |144.25|56.75| 6.25 |47.5 |47 4 | 83 | 34/4,750| 57.82} 50/2,000| 7.2 | 5.1 | 4.2 | 4.55 |5.20x 13) None | 7 |35 
A-55 | 99.25|2,352) 36.5 |41.5 |175.38|59 | 6.25 |48.88/49.88| 4 | 83 | 53/4,350| 90.88) 83/2100] 12 | 7.2 | 48 | 4.55 |5.90x 14| None [147 (375 
_ AUSTIN-HEALEY 3000 | 92 |2,465| 35 |52 |157.5 |49 4.63 |48.75|/50 6 | 9.0 | 124/4,600|177.7 | 175/3,000| 14.4 | 114 | 6.9 | 3.55 |5.90x 15) 0.D. | + (355 
Sprite | 80 |1,456| 34.5 |45.25/137.25/49.75| 5 |45.75/44.75| 4 | 83 | 43/5,200| 57.87; 52/3300] 72 | 6 | 4.2 | 4.22 |5.20x 13] None | 67.5 |31.5 
AUTO UNION Sport Coupe | 92 |1,980| * [163 {51 * (50 (53 3 | 8.0 | — 507| * |18 | * | ‘| 472 \155x15| A.C. | 105/36 
BENTLEY “S” 1123 © |4,365| 37.5 |41.5 |211.75|/64 7 |58 (60 6 | 8.0 | 298.2|; * | 22 | 33.6 |19.2 | 2.92 |8.20x 15) A. S. | 240 ©|41.7 
BERKELEY [70 | 600) 36 |46 (123 (42 8 44 |44 | 2 | 7 | 18/5,006 A500] 3D 2 | #* #+«| 4 #| Ari] | * (620x12) None | 7 ae 
BORGWARD [104 (2,200; * | * |175.5 [58.5 7 (534 |534| 4 |7 | 66/4,700j91 | * | 1275| 7 |4 =| 89 |5.70x 13) None | 119.4 |36 
BMW 507 | 97.5 |2,778| 38 (46 (172.4 |49.5 8 (57.5 |56.5 | V-8 | 7.8 | 173/5,000|193 | 173/4,000| 13 12/6 | 37 |600x16| None | 200 ~=—«/32.8 
600 | 66.9 |1,135| 39 [41 [117.3 |54.1 9 (48 |45.67| 2 |68{| 26 | 35.5 | 29/2,500| 6 Air | 2.5 | 5.43 |5.20x 10| A.C. | 67 (26 
BMW-ISETTA 300 [58 | 770| 39 (41 | 93.7 |52.7 5 47.2\20.4 | 1 | 7.0 | 13/5,200| 18.2 | 16/3,000| 34 | Air | 2.25 | 2.31 |4.80 x 10) None | 49.9 |24 
CITROEN 2CV . 94.5 |1,150| 36 (30 |149.5 [59 75 52 |52 2 | 65 | 14/3,500| 25.9 . eo. Air |25 | * |5.00x14| None mae + 
DS-19 ji23 «(2,475 35 «(37 ~+«(189 «| ~«=* *|52 (50 4 | 75 | 75/4,500|/116.5 | 100 [175 | 8 |4 | * {1657400| A.S. | =. 
DAF Sedan 81 1,390] 39 | * |142 (545 7 (46.5 (465 | 2 | 7.0 | 22/4,000j 36 | * | 75 | ;21 | 5.20 x 12| A.S. | = 
DATSUN Sedan 87.4 |2,035| 36.6 | * (152.7 (59.1 64 |46.1 465 | 4 | 75 | 37/4,600| 60.2 | 49/2400) 86 64 | 3.7 | 5.13 |5.00x 15) None | * (328 
DKW 4-dr. Sedan 96.5 |2,075| * * |170 (58.5 * (50 . [53 3 | 7.25| 50/4,500| 59.7 | 57/2,750| 12 9 4.72 |5.60 x 15] A.C. [105 (36.5 
ENGLISH FORD Anglia 87 (1,716) 38 (44 |149.75/58.75| 7 (48 (47.5 | 4 | 7.0 | 36/4,500| 71.5 | 52/2,500| 7 5.36 | 2.5 | 4.43 |5.20x 13| None | 76.8 |35 
Consul (104.5 |2,504| 37.25|43.25|172.15|59.5 * (50 [50 4 | 7.8 | 61/4,400/103.9 | 89/2,300| 10.5 | 9 3 | 39 |5.90x 13) None [147 ~=(35 
~ Zephyr (104.5 |2,691| 37.25|43.25|178.15|59.5 7 (53 (|52 6 | 7.8 | 90/4,400|155.8 | 132/2,000} 105 | 11 | 35 |39 |640x13| O.D. or A.T.[ 147 (36 
FACEL VEGA Typhoon [104.7 |3,885, * | * (181 (53 7 (6 |S? | 8 | * | 3835/4600, * | * | 27 | 22 |5 | 331 |670x15| Manual | * | * 
FIAT 500 | 72.4 |1,036| 35.5 | * |116.93/50.39, 5 (44.1 44.7 | 2 | 7.0 | 21/4,000| 29.23; 20/2,700| 5.5 | Air | 1.75 | 5.0 [1.25x12j None | 67.3 |283 
600 | 78.7 |1,300| 36.25/35  |129.33/55.32| 63 [45.3 |45.7| 4 | 7.5 | 28/4,600| 38.63) 30/2,700| 7.1 45 | 3.17 |54 |5.20x12/ None 67.3 |28.5 
1100 | 92.1 |1,940| * * /154.3 [58.7 | 5.1 (486 |47.9| 4 | 7.0 | 4874,800| 66.5 | 52/73,200| 10 4.75 | 3.16 [4.3 |5.20x 14| None 153.8 (34.5 
1200 Roadster | 92.1 |2,050| * * 152.6 50.4 | 5.1 (48.6 |47.9| 4 | 8.25) 63/5,300| 74.48] 60/3,000| 10 4.75 | 3.2 [43 |5.20x 14) None 153.8 |34.5 
2100 |104.33|2,679| * * |175.79|57.87| 5.75 |52.76/51.46| 6 | 8.8 | 95/5,000|125.35 106/8 ,000| 15.85 | 9 5.28 | 43 |5.90x 14| None (87.7 
GOGGOMOBIL 400 & 700 70.8 | 915, * * /114.2 (51.5 96 |42 |426| 2 | 7.5 | 24/5,500| 28 66 | Air *|4.40 x 10) A.C. | 628 |245 
GOLIATH Tiger 89.3 |2,090| 34.5 |47 [161.4 [53.5 8.27 |50.75|49.21| 4 | 7.9 | 63/5,000| 66.5 | i 118 | 21 | 31 | 4.71 |5.60x 13) None [1144 |35 
HILLMAN Sedan 96  |2,230| 37.75|35.5 [162 [59.5 7 (49 (485 | 4 | 85 | 52/4,400| 91.2 | 78/2,100| 8&7 | 74 | 4.8 | 4.55 |5.60x 165) None | 92 (36 
HUMBER SS Sedan /110 |3,441| 38.5 |36.5 |184.75/61 | 7 (56.5 |55.5| 6 | 8.0 | 123/4,900|161.71| 138/2,400| 15.1 | 15 | 4.5 | 4.55 |6.70x 15) A.S. [169 ~—«|38 
'§ JAGUAR 3-4 |107.4 |3,136| 36 40.5 |180.75|57.5 | 7 54.6 |501 | 6 | 8.0 | 210/5,500\210 | 215/3,000| 14.5 | 13.75 | 6.88 | 3.77 |6.40x 15| A. T. | < oo 
XK-150 Coupe \102 (2,912) 37 |45 (168 |55 | 7.12 |51.6 |51.6| 6 | 8.0 | 210/5,500|210 | 215/73,000| 16.75 | 13.75 | 7.75 | 3.54 |6.00x16|O.D. or A.T.| ¢ (33 
il) =(LANCIA Appia Sedan [99 1,900; * | * 135 |56 | 5 (46.5 |465| 4 | 7.8 | 48/4,800| 66.5 | 63/3000 10 | 6 |4 | 4.18 |1.55x14| None BAe 
LLOYD 600 Sedan | 78.75|1,240| * | * {132.1 |55.1 | 5  |41.38/43.38| 2 | 6.6 | 24/4,500| 36.36) 28.2/2,500| 5.5 | Air | | 4.87 [4.25 x 15 None | 70.7 |34.5 
'f LOTUS Elite | 88 [1,200] 36.2552 |144 46 | 747,47 | 4 | 85 | 75/6100) 744 | * | 9 | 5 |4 | 4.88 |4.90x 15] None | t (26 
§) MERCEDES-BENZ 180 (104.3 |2,390| 39.75 * |177.2 |614 | 7.6 |56.3 [581 | 4 | 7.0 | 78/4,500|115.75| 107/2,500| 14.75 | 9.5 | 4.25 | 39 |640x 13| None | 126.5 (35 
; 180D |104.3 |2,510| 39.75 * |175.63/614 | 7.6 |56.3 |58.1| 4 [19.0 | 46/3,500/107.8 | 77/2,000| 14.75 | 91 | 4.25 | 3.7 |6.40x 13] None | 126.5 (35 
: 190SL | 94.5 |2,335| 35.5 | * |116.13|52 6.1 [56.3 (57.88, 4 | 8.5 | 120/5,800|/115.75| 114/3,800| 17.25 | 10.6 | 4.25 | 3.9 |6.40x 13) None [165 «(36 
| 2208 (108.25|2,720, * | * 192.2 |59.45| 7.9 |57.88|58.47| 6 | 8.7 | 124/5,200|133.9 | 139/3,700, * [| * |58 | 41 (6.70x 13) A.C. | * (374 
i 300D Hardtop [124 |4,175| 39.5 | * (204.3 \64 | 85 |58.25\60 | 6 | 8.55| 180/5,500|182.8 | 191/4,500| 19 | 22 | 6.88 | 4.67 |7.60 x 15| AS ; 258 (42 
}}) METROPOLITAN Coupe | 85 |1,890| 35.75/41.75|149.5 |54.75| 6.7 |45.3 448 | 4 | 8.3 | 55/4,600| 90.88, 82/2400, 105 | 8 |4 | 4.22 |5.60x 13) None | 76.8 |35 
: | MG ‘A’ 1600 | 94  |2,052/ 37 (46 (156 |50 | 6 (47.4 |488| 4 | 83 | 80/5,600| 96.9 | 87/3,800| 12 | 6 |48 | 43 (560x15| None |: < 
; Magnette | 99.25|2,492| 37 |42 |178 [59 6.25 |48.88|49.88| 4 | 83 | 68/5,400| 90.88| 83/3,200| 12 | 72 |48 | 43 |5.90x 14| None [147 (375 
y MORGAN | 96 /1,650| * \144 (52 7 (47 #+(\47 | 4 | 85 | 100/5,000j1215|; * ek. * 15 3.73 |5.00 x 16 None | «eo 
| MORRIS Minor | 86 1,642) 36 45.5 148 60 6.75 |50.6 (50.6 | 4 | 83 | 37/4,800| 57.8 | 50/2,500| 7.8 | 5.9 | 4.2 | 4.55 5.00x14 None | 63.8 [33 
Oxford | 99.25|2,464| 37 [42 |175.4 |59.75| 6.25 |48.88/49.88| 4 | 8.3 | 55/4,350| 90.88, 83/2,100| 12 5.1 [48 | 4.55 |5.90x14 None [147 (375 
NSU Prinz . | 78.75|1,080| 37 |40 |123.75/53.75| 7 (47 (|47 | 2 | 68! 26 | 35.6 | 30/2,300| 6.75 | Air | 2.4 | 4.41 |4.40x 12| 4c, | 64.5 (28 
Sport Prinz | 78.25|1,188| 38 |42 (141 |48 | 7 (47.25/47.25) 2 | 7.2]| 36 | 35.6 | 34/2,500] 6.5 | Air | 24 | 4.41 |4.40x 12/ None | 64.5 (28 
OPEL (100.4 |1,911| 36 [43.4 |174 |56.73| 6.9 49.6 |50 | 4 | 69] 51/4,200| 90.8 | 79/2,800| 106 | 7.9 | 32 | 39 |5.60x 13) None 109.1 {35.8 
PANHARD (101 |1,764| * * 180 (575 | 63 (57.5 |575| 2 | 80] 50 51.93) * | 12 | Air |2 * 15.20 x 15) None + |33 
PEERLESS | 94.5 |2,072| 37.75/46 |163 _|50 65 |51 |51 | 4 | 8.5 | 100/5,000j121.4 | 117/3,000| 17.4 | 7 66 | 49 |5.50x 15) 0.D + ‘(34 
_ PEUGEOT 403 Sedan (105 |2,362| 36 |48 |176 (57 7.1 (52.75/52 | 4 | 7.5 | 65/4,750| 89.6 | 85/3,000] 13.25 | 9.5 | 42 | 5.75 |5.90x 15| None 126.3 |31.3 
‘| PORSCHE 1600 | 83 1,874] 37.5 |48 |155.8 |65.6 6.25 [51.5 |50 | 4 | 7.5 | 70/4,500| 96.5 | 82/2,900| 13.7 | Air | 4.5 | 4.43 |5.60x 15| None 7 = 
4 #@©PRINCE Skyline: | 99.8 |2,866| 35 |56 [171.7 |60.4| 6.7 (52.8 |54.3| 4 | 7.5 | 60/4,400| 90.6 | 78/3,200| 106 | 96 [33 | * |640x14| None | 293 «(35.4 
| RENAULT 4CV | 82.75|1,322| 37.5 |42 [142 [58 | 6 (48 [48 | 4 | 7.75| 28/4,100| 45.58| 37/1,800| 7 5 |2 | 4.71 \5.00x 15) A.C. | 67 (275 
) : Caravelle | 89 1,675) * | * [1678 | * | 7 (49 [48 | 4 | 8.0 | 40/5,000| 51.54) 48/3,300i 85 | 5 25 | 4.37 |5.50 x 15] AC. [ 825 |30 
-* Dauphine | 89 |1,397| 37.5 |42 [155 |57 7 (49 (|48 | 4 | 80] 32/4,200| 51.54 4472100] 85 5 25 | 4.37 |5.00x 15| A.C. | 82.5 (30 
| RILEY | 86 [2,050] 39 [42.5 |153.25/59.75| 6.5 |50.88/50.3 | 4 | 8.3 | 68/5,400| 90.88] 83/3,200| 8.4 78 | 48 | 3.73 |5.00x 14| None | 124 (34.25 
4 ROLLS-ROYCE Silver Cloud (123 |4,365| 37.5 |41.5 |211.75|64 7 (58 |60 | 6 | 80 ‘* 298:2| * 22 33.6 [19.2 | 2.92 |8.20x 15) AS [240 (41.7 
‘| ROVER 105R [111 |3,267| 38 (40 |178.25/63.75| 7.13 [52 (51.5 | 6 | 8.5 | 108/4,250j161 | 152/2,500| 13.8 [126 |9 | 4.70 |6.00x 15] AS | 175.7 |37 
‘| SAAB 93B [98 1,775, * | * [158 [58 8 (48 |48 | 3 | 7.3 | 38/5,000|) 456 | 4673,000i 95 | 9 | | 5.23 |5.00x15| Saxomat | 104 (36 
_ SIEMCA Aronde | 96.26|2,025| 34 |40 [163.7 |56.5 71 (49.4 |49.2| 4 | 68 | 50/4,800| 78.7 | 65/72,800| 11.4 6.5 | 5.25 | 4.44 [5.60 x 14) None } 121 ~=«(35.5 
Vedette (106 |2,745| 38 |39 |187 (57 6.7 |54 |53 | V-8 | 7.5 | 84/4,800/143.46| 112/2,750| 15.8 | 18 4.7 | 3.11 \6.50x 15| None | 193.5 37.3 
SINGER Sedan | 96 [2,330] 37.75/35.5 [163.5 [59.5 7 (49 (485 | 4 | 85 | 60/4,500| 91.2 | 83/2,300| 12 73.148 | 4.78 |5.60x 15| 0.D [121 «(36 
SKODA | 94.5 |2,050| * | * |160 |56 | 86 |47.67/49.2| 4 | 7.0 | 46/4,200| 66.43) * | 65 8 4 | 4.78 5.50 x 15) None | * BB 
SUNBEAM Ailpine | 86 (2,165 * | * |155.25/515| 51 |51 |485| 4 | 92] 8475,300| 912| * | 10.8 * 748 | 39 |5.60x 13) None | 196 «(34 
. Rapier | 96 (2,370) 36 (36.5 162.5 |58 | 5.75 |49 (48.5 | 4 | 85 | 73/5,200| 91.2 | 8173,000| 12 73 | 48 | 4.55 [5.60 x 15) 0.D. [146 «(34.25 
TAUNUS (102.5 |2,205| 38 [45.2 |172.2 |57.7 | 7.1 |50 |50 | 4 | 7.1 | 67/4,400|103.62| 98/2,200| 11.9 74 |32 |39 |640x 13) A.C | 137 (87.7 
TOYOPET | 99.6 |2,670| * * /168.7 |60 7.9 (52.2 |53.9| 4 | 8.0 | 60/4,400| 88.66) 80/72,600| 12 8.6 | 3.7 * 16.40 x 15] None WEN 
TRIUMPH TR-3 | 88 |2,128| 36 (52.5 |151 (50 5 |45 |45.5| 4 | 8.5 | 100/5,000/121.5 | 118/3,000| 144 | 89 | 33 | 3.7 |6.50x 15| 0.D | + (35 
€ VAUXHALL | 98 |2,200| 34.2 |42.6 |167.8 |58 69 |50 |50 4 | 7.8 |. 55/4,200| 92 | 85/2400] 96 | 7.2 |36 | 4.13 |5.60x 13) None | 92 84 
‘} VESPA 400 | 66.75| 880| 36 |48 [112.5 |59.25) 6  |43.3 483 | 2 | 64 | > 22 ea. . 5 Air * 4.40 x 10) None | 64 (23 
| VOLKSWAGEN Sedan 94.5 |1,609| 36.5 |44.5 [160 [59 6.1 [51.5 |49.5| 4 | 66 | 36/3,700| 72.74, 4872,000/ 105 | Air | 2.65 | 3.61 |5.60x 15 None 107 «(36 
; Karmann-Ghia 04.5 |1,742| 34 44.5 |163 [52.3 6.1 |51 (49.2 | 4 | 6.6 | 36/3,700| 72.74{ 48/2,000| 10.5 | Air | 2.65 | 3.61 |5.60x 15 None 107 ——«(|36 
; VOLVO 2-door Sedan 102.5 |2,127(/ 39 47 |177 61.5 8 51 (51.75, 4 | 82] 85/75,500| 97.6 | 8773,500) 9.25 | 8 3.75 | 4.56 |5.90x15| 4-Speed 144 «(85.5 
‘ 4-door Sedan |102.4 |2,400|  * * 1175.2 | * 79 |51.8 |518| 4 | 82 85/5,500| 97.6 | 87/3500) * * 13.75. * |590x15|  4-Speed 165. 182 
WARTBURG | 96.5 |2,290| * *'|170 (58 * 47 (49.5 | 3 | 68] 4374,000| 54.9 | 60/2,200| 10 10 * 15.90 x 15] None +18 
NOTE: This table has been compiled from information supplied by factories, distributors and other direct sources. List of Abbreviations: t—Front disc brakes, 
reasonable precaution has been taken to insure accuracy, but Automoti ” News cannot assume any liability A.C.—Automatic clutch. —Disc brakes. 
1, 1959, are subject to change with- A.S.—Automatic transmission standard. Ay pe Men 













































































by reason of inaccuracies or omissions. Specifications, listed here as of Sept. 


out notice. 





A.T.—Automatic transmission 


*—Information not available. 
© 1959, Automotive News 
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Rate of Increase Slows... 





(Continued from Page 15) 


continue to climb during the last 
half of this year and in 1960, but 
the rise is unlikely to compare with 
the tremendous increase of the last 
2% years, 

Here are the dealership totals 
‘| reported in the Automotive News 

censuses during that period: 


SS ae ee 2,930 
[=e 11,409 
gg A en 12,964 
Se 14,607 
ES ES es 15,635 


There now is one dealership 
handling imported cars for every 
2.3 outlets seling domestic makes. 
At the beginning of 1957, the ratio 
was one to 13, 

* * & 

HE domestic dealers themselves 
Harold N. Johnson, new general man- P a — the Pra, rool — 
‘ager for Toyopet, shows cutaway engine + Paso a canes an the ‘ome 
used in factory service schools to instruct| car outlets (12,944 out of 15,635) 
dealer personnel. Johnson formerly was| also handle a U. S. make. 
national service manager for Edsel. Stated another way, this means 





Topoyet Cutaway— 





that 36 percent of the domestic-car 
dealers also have an import in the 
showroom, 

At midyear, 9,388 of the 12,944 
U. 8S. dealers handling imports 
were selling one of the seven 
“captive” makes—Opel, Vauxhall, 
English Ford, Taunus, Simca, 
Metropolitan or Mercedes-Benz. 

All Opel, Vauxhall and Taunus 
franchises in this country are held, 
respectively, by Buick, Pontiac and 
Ford Motor Co. dealers, and all but 
a handful of the Metropolitan, Mer- 
cedes-Benz and Simca spots are 





Tracey Motor Marks 


50 Years as Dealership 

PITTSBURGH.—W. J. Tracey 
Motor Co. (Ford) in nearby Brad- 
dock has celebrated its 50th anni- 
versary as an auto dealership. 

W. J. Tracey founded the dealer- 
ship in 1909 and obtained a Ford 
franchise in 1911. Joseph A. Tracey, 
son of the founder, is now presi- 
dent of the company. 





15,635 Import Dealers Counted 


dualed with Rambler, Studebaker 
or a Chrysler Corp. line. 

- * * 
A=: 80 percent of the English 

Ford dealers also handle one or 

more of Ford Motor’s U. S. lines. 

Simca franchises, incidentally, 
now are open to non-Chrysler deal- 
ers. Chrysler gave Simca only to its 
own retailers during the first year 
that it imported and distributed the 
French car, 

In addition to the U. S.-captive 
duals, 3,556 other domestic deal- 
ers are handling imported cars. 
Their choices include almost 
every overseas make that is sold 
in this country. 

On July 1, there were 2,691 deal- 
erships that offer only imported 
cars. Of these, 1,163 handle only 
one make, while 1,528 sell two or 
more lines, 

The one-line import deals have 
almost doubled during the last year, 
jumping from 634 to 1,163, Volks- 
wagen has the greatest number of 
exclusives—about two-thirds of its 








3000 POUNDS OF OLIN ALUMINUM ON THE MOVE! Marmon-Herrington's 115 new, Brazil-bound buses will have outer sheets, 
side panels, pressed sash panels, ventilating ducts and ceiling panels of Olin Aluminum. Alloys are 5052-0 and 3003-0. 


One hundred fifteen trolley buses—largest order of its kind ever produced 


for export —will have bodies of Olin Aluminum exclusively. 


Marmon - Herrington Company, Inc. of Indianapolis, the 49- passenger 


coaches are headed for service in tropical Brazil. 


In transportation, as in other principal metals markets, Olin Aluminum 
now ranks as a major source. We supply aluminum tailor-made to the 
most exacting standards. For primary aluminum, for sheet products, for 
extrusions, rod and bar... call on—depend on—Olin Aluminum. 


LIN 


QLIN 
® 


bf 


OLIN MATHIESON + METALS DIVISION + 400 PARK AVE. * NEW YORK 


Built by 





400 dealers handle only VW—anc 
Renault and Fiat each have more 
than 100 one-line outlets. 

* + o 


EVERAL makes have changed 
their national distribution set- 
ups during the last year, and these 
changes account for some of the 
year-to-year variations in the fran- 
chise table which accompanies this 
article. 

The BMW luxury cars now are 
distributed by Fadex Commercial 
Corp., New York, which also im- 
ports BMW 600, BMW Isetta 300 
and NSU Prinz. Panhard is 
handled by New York’s Vendome 
Motors Corp., and Rover and 
Porsche also have new distribu- 
tion arrangements. 

Mercedes-Benz Sales, Inc., a Stu- 
debaker-P ackard subsidiary, has 
taken over U. S. distribution of 
DKW and Auto Union. S-P plans to 
dual DKW and Auto Union with 
Mercedes-Benz where possible, but 
would prefer not to give the new 
lines to Studebaker dealers because 
their price range is the same as 
that of the Lark. 


* * * 


Imported-Car 
Franchises in U. S. 


July 1, July 1, 
1959 1958* 


seltioess 11,626 10,462 
8 5 





BRITISH CARS 
Arnolt-Bristol 








Aston-Martin .......... 20 22 
EES 670 571 
Austin-Healey .......... 670 = 571 
ne 55 40 
a, 15 100 
English Ford .......... 668 522 
nr 804 122 
SET kiaciciesesvecrenpeuen 95 0 
Ee 454 442 
Metropolitan. ............ 1,671 1,438 
_ 2S ee 670 3=— B71 
ae 287 270 
ITD <sacecabvincseravescions 670 571 
SRI cavesnoveiicesserenns 22 0 
eee 670 571 
Rolls-Royce .............. 55 40 
Rover-Land Rover.. 40 80 
nn Eee 79 0 
II, csicdixcccessetsimins 446 602 
eee 700 8=6©670 
ee 63 0 
ee 2,734 2,654 
WEST 
GERMAN CARS ...... 6,671 6,626 
Auto Union .............. se 278 
ESE Ee 8 134 
BMW 600 and 
BMW Isetta 300. 476 550 
BOP WORE . ......000000000.... 479 460 
SEs + 278 
GOggomobil ............... 175 187 
Goliath 371 229 
Lloyd 423 285 
Maico 45 35 
Mercedes-Benz ........ 386 406 
IIB PEAS .....c0ccocce0s 281 0 
BEE ides asweatceigbavene 3,215 3,160 
) 170 163 
MUNI sacssasicieasstbensis 191 18 
EID usu iccecstonisikinssicn 41 94 
Volkswagen .............. 410 349 
FRENCH CARS ........ 2,266 1,892 
ae 225 150 
Facel Vega ................. 23 23 
| ee 44 150 
BPE s,s cc laccssésdestnte 450 432 
RIED icccscecsssenatisionse 800 559 
I aissnssids crashemstecivtian 724 578 
ITALIAN CARS ...... 1,151 585 
Alfa Romeo .............. 270 252 
ae 5 2 
SED 4, css aisasidencaekibsanncande 426 276 
ee oe 155 55 
SINR © cacddesxseauscinstorss 106 0 
BE ic pctaceinciaaees ease 189 0 
SWEDISH CARS ...... 459 444 
ES os seca ier eateiciieas 133 87 
ig ES cee a 326 86357 
JAPANESE CARS .... 377 6 
RI 287 0 
Prince Skyline ........ 4 0 
OOS osesscencsesessissae 86 6 
CZECH CAR ................. 125 175 
ID rao rs cos ectscsedicibacs 125 175 
EAST 
GERMAN CAR ........ 412 54 
Wartburg .................. 412 54 
MISCELLANEOUS .. 85 100 


Total Franchises ....23,172 20,344 

* Revised. 

** Aute Union and DKW totals un- 
available because of change in dis- 
tribution setup. 

© 1959, by Automotive News 





Toyopet for Amerman 

PEAPACK, N. J.—Clayton Amer- 
man, whose automotive retailing 
here dates back to 1919, has been 
named local dealer for Toyopet. 
Amerman also handles the Land 
Cruiser, a four-wheel-drive vehicle 
also manufactured by Toyota Mo- 





tor Co., Ltd., Japan. 











A CAR’'S FINISH NEEDS 


Chotaclion TOO! 


With winter on the way .. . now’s the time to remind your customers 
to “weatherproof” their cars with Blue Coral. Just one treatment, with 
this famous team and they can drive through the muckiest season 
of snow, rain or sleet and never have a worry about the fine finish 
of their cars. 


That's because Blue Coral is more than just an ordinary wax or 
temporary concoction. It’s a two-way combination of priceless in- 
gredients especially formulated to maintain, restore and preserve the 
fine finishes of fine automobiles. The Blue Coral treatment not only 
cleans every speck of stubborn grease and grime from the finish safely 
and gently, but actually burnishes it to a hard, glassy-smooth, dirt- 
shedding surface, then fortifies it completely for months to come . 
whatever the weather. 


Show your customers now how to keep their cars looking beautifully 
“cared-for”, yet completely “carefree” this winter and watch them make 
repeat visits to your Service Department a year-round habit! 


COPYRIGHT H. DO. T. COMPANY FACTORS, INC. 


H. D. T. COMPANY FACTORS, INC. @ Creators of the Blue Coral Treatment @ WHITE PLAINS, NEW YORK 
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Your opportunit 


ORMANCE 


LANCIA IS HERE TODAY—HERE TO STAY 


Carrying the Lancia standard on the American road today is a bold new breed of auto- 
mobile. In feature after feature, Lancia is years ahead, projecting with beauty and 
craftsmanship the ultimate future of fine motor cars. Behind the care and craft of perfect 
coachwork are the most startling and significant advances in automotive engineering. 


LANCIA is... 


FIRST with a sedan in which the center 
posts between front and rear doors are com- 
pletely eliminated for easy entrance! 


FIRST with a transaxle rear end that places 
transmission weight in back to counterbalance 
engine weight. 


FIRST with exclusive V-4 and V-6 alumi- 
num-head engines generating more power-per- 
pound than any other production engines in 
the world! 


FIRST with hydraulic front suspension and 
push-button chassis lubrication! 


FIRST passenger cars with inboard brakes to take brake-weight off 
the wheels. Result: almost instantaneous adjustment to road bumps. 





PININFARINA COUPE 


HARDTOP BY PININFARINA 


APPIA HARDTOP 4-seat Coupe 
with V-4 engine, body by 
famed Pininfarina. $4,438* 


ZAGATO SPORT CAR 


APPIA SPORTS COUPE with 
body by Zagato, V-4 engine. 
Top speed, 105 mph. $4,708* 


LUXURY FAMILY SEDAN 


FLAMINIA SEDAN with V-6 en- 
gine, transaxle rear end in- 
board brakes. Seats 6. Styled 
by Pininfarina. $5,998* 


FLAMINIA V-6 COUPE with spe- 
cial body by Pininfarina. Most 
sophisticated of today’s fine 
cars. $6,355* 





ADVANCED DESIGN SPORT CAR 


FLAMINIA V-6 SPORT with body 
by Zagato. Superbly balanced 
with transaxle rear. Inboard or 
4-wheel disc brakes. $6,485* 
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to present 


with Rd ta PERFECTION 


THE AMERICAN MARKET FOR LANCIA OFFERS 
AN UNPARALLELED OPPORTUNITY TO DEALERS 
WHO RECOGNIZE THAT NO OTHER LINE OF 
MOTOR CARS COVERS SUCH A BROAD RANGE 
OF STYLE, PRICE AND DESIRABLE FEATURES. 
SOME LANCIA FRANCHISE AREAS ARE STILL 
AVAILABLE. FOR INFORMATION, WRITE TO 
HOFFMAN MOTOR CAR COMPANY, INC., IN 
NEW YORK OR BEVERLY HILLS. 








FEES AE TALE 
one-unit construction so staunch it eliminates the 
need for center pillars between front doors and rear. 
Compact V-4 engine permits quiet, tireless cruising 
at any maximum speed limit in this country. Hydrau- 
lic front suspension, push-button chassis lubrication. 


‘With all these advantages, no wonder that unmodified, undoctored, 


eae trai ht-from-the-factory LANCIA cars swept top honors in the grueling economy and 


FLAMINIA V-6 G.T.— body by 
Touring of Milan. Fast, su- 
perior 2-place sports car with 
either inboard or 4-wheel disc 
brakes. $6,485* 


or run conducted by the Automobile Club of Rome 
| over 2,445 kilometers across all of Italy! 


U.S. IMPORTER AND DISTRIBUTOR 


™ 


443 PARK AVENUE, NEW YORK CITY / 9130 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 


*All prices shown suggested retail P.O.E., New York 
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Compact Car from the Communists— 


The Russian idea of compact-car design is represented by this Moskvitch 423 which 
was displayed last month at the New York Coliseum, where the Soviet government 
staged its exhibition of life behind the Iron Curtain. The car is powered by a four- 
cylinder, overhead-valve engine of 1.36 liters which develops 45 horsepower. Note 
hole in front bumper for inserting starting crank. This station wagon model is said 
to be available as a two-seater or a four-seater. The Russians also exhibited three 
other cars. The Chaika was a limousine with a 195-h.p. V-8 displacing 5.5 liters. The 
2.44-liter Volga has a four-cylinder, 90-h.p. engine. Top car in the line is the Zil Ill 





Success, Then Expansion . 





Growing Pains End 
For kK. C. Pioneer 


ANSAS CITY.—An example of 

the expansion taking place with 
successful import dealers is that 
of Goans Foreign Cars here, which 
this summer opened a new speci- 
ally designed building at 7609 
Troost. 

The building has 10,000 square 
feet of floor space and a modern 
import-car service department. 
Goans Foreign Cars is the oldest 
import-car dealership in this area. 
It is a wholly owned family enter- 
prise with J, H. Goans sr., presi- 
dent; J. H. Goans jr., executive 
vice-president, and Mrs. J. H. 
Goans, secretary-treasurer. 

Both father and son have spent 
many years in the auto business. 
The import deal was started as a 
partnership between the elder 
Goans and another man in 1952. 
At this stage the business was not 
too successful and imported cars 





limousine, with a 220-horsepower V-8 displacing 5.98 liters. 
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were somewhat rare in the Kansas 


City area. 
x * * 


HE next change saw father and 

son in a partnership that open- 
ed at a new location after the orig- 
inal partner sold his interest to 
them. 

During this time, the firm spe- 
cialized in expert service on the 
imported units sold. This gener- 
ated a repeat business that has 
customers coming back for the 
third and fourth times and some 
even oftener. 

The Goanses started out with 
consignment cars at first, later sold 
the Rootes Group and then took 
on Triumph in 1953. 

Their line now consists of Tri- 
umph, Hillman, Sunbeam, Alfa Ro- 
meo, Lancia and Peerless. When 
they moved into their new building 
they had a representative new-car 
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Jor Butler buildings 


Butlerib—a bold new metal building panel —so beautiful, 
you’d expect to find it only on expensive custom-fabricated 


structures. 


Butlerib’s unique combination of deep and shallow cor- 
rugations creates pleasing shadows... gives industrial 
and commercial buildings a substantial, distinctive ap- 
pearance. Yet, it’s the new standard cover on Butler 
buildings—the lowest-cost way to build well. 

Butlerib’s new corrugated pattern creates a stronger, 
more rigid panel. This means there’s less deflection under 


wind and snow loads... 


joints stay tight. The result—the 


strongest . . . most weathertight cover ever offered as 
standard construction on any pre-engineered buildings. 

Butlerib roofs give maximum protection, yet never re- 
quire re-roofing, re-waterproofing, or other costly mainte- 


nance procedures. 


A full 3 feet wide, in lengths up to 32 feet, Butlerib 
panels make short work of covering even the largest 


Butler buildings. 


Now...more than ever before— Butler is the fastest... 
lowest-cost way to build well. Butler pre-engineering and 
factory fabrication cuts weeks — even months — from 
costly building schedules. This puts you in business, earn- 
ing profits, far sooner than slow, traditional or ordinary 


building methods. 


Get the full story of the Butler system of building from 
your nearby Butler Builder. Ask him about Butler financ- 
ing too. He’s listed in the Yellow Pages under “Buildings” 
or “Steel Buildings.” Or, write directly to us. 


*Patent Nos. D178605; D178659 


BUTLER MANUFACTURING COMPANY 
7432 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Metal Buildings - Contract Manufacturing 
Equipment for Farming, Oil Transportation, Outdoor Advertising 


stock on hand for each of their 
five lines and a $10,000 stock of 
parts. 
The Goanses employ four experi- | 
enced import-car mechanics, one 
lube man, two porters, a service 
manager, a parts manager and = 
three salesmen. Service on all ~ 
makes is featured, 
a * * 
_ E’VE come up the hard way 
but, at the same time, the § 
right way,” the younger Goans said, 
“because we've lived with and 
through some of the troubles of 
the import business and have gain- ¥ 
ed quiet water with a good line = 
and a good volume of business. 
“We've built our entire business 
on service to the owner. We work 
on all foreign cars and pride our- 
selves on having one of the best 
import-car service departments 
in the country.” 
Some of the troubles with the 
import-car business—discovered by 
many who rushed into the field 
with the lush dream of skimming 
the cream—concerns manufactur- 
er’s warranties and relations among 
distributor, factory and retail 
dealer. 
Because the warranty jobs take 
a long time to get paid by the var- 
ious factories, Goans seldom bills 
the factory for service work unless 
it is a major job. 
* * + 
“We DO a quality job of prepar- 
ing a new car for delivery to 
the customer,” Goans said, “and 
fortunately the quality of the man- 
ufacture is such that any warranty 
work after that is almost always 
of a minor nature. 

“We find it quick and easy and 
inexpensive to take care of these 
small items immediately, which 
pleases the customer, and the 
amounts are hardly worth the 
trouble of establishing a war- 
ranty claim on the maker.” 

One of the problems of making 
a profit in the early days of the 
business was the lack of parts, the 
scarcity of import cars on the road 
and ordinarily a shortage of cars 
to sell. 

Today, these problems have been 
largely solved. Goans said that 
there are now enough import cars 
in operation to make a modern 
service department with trained 
personnel profitable. 

Manufacturers and distributors 
are giving the dealers better cover- 
age and parts are in good supply. 

* ~ * 


OANS said that in the early 
days of the business the parts 
shortage caused them to hunt at 
regular parts jobbers and wholesale 
supply concerns for parts which 
could be improvised. He recalled 
that they received a notable lack 
of interest and cooperation. 

“There just wasn’t any demand 
for import parts at the jobbers 
and most of the jobbers thought 
the import-car business was just 
a flash in the pan anyway,” 
Goans said. “Today, all that is 
changed. Most jobbers are stock- 
ing some import supplies and 
they are soliciting business from 
foreign-car dealers and service 
departments.” 

Goans said imports in the Kan- 

sas City area usually sell at full 
gross with but little price-cutting. 
Shaving the full gross occurs only 
infrequently at his dealership, 
Goans said, 
Many import-car owners are now 
trading in for later models. This 
leads to the inevitable hassle about 
the price to be allowed for the 
trade. 

Goans said they almost always 
allow considerably more than book 
value on most trades because of the 
local demand and ready resale, 

+ * * 


as problem of the shortage of 
cars has been largely solved, 
too, Goans reported, with increased 
production. 

“We seldom have anyone waiting 
for a car,’ Goans said, “except 
where some special trim and color 
has been ordered, and then a buy- 
er doesn’t mind the wait. 

“In most cases we have enough 
stock on hand so that the pros- 
pect can make his selection from 
our floor or warehouse stock. 

“What the import business need- 
ed most we're getting now,’ Goans 
said, “and that is more owners 
driving their cars on the streets, to 
work and on long trips on vaca- 
tions. 

“As this number increases, as it 
certainly will, business will con- 
tinue to increase for dealers with 
quality lines of foreign cars,.”— 





L. H. Houck. 











Total U. S. 
Expenditure 
x 1 General Motors Corp..... 


xx 2 Ford Motor Co...... ... 20,000,024 
x 3 Chrysler Corp............. .. 16,049,691 
xx 4 General Foods Corp........ 14,193,039 
xx § Distillers Corp.— 
Seagram’s Ltd............... 12,099,291 
xx 6 Lever Brothers Co............. 9,220,071 
x 7 Schenley Industries, Inc... 8,896,019 
xx 8 American Tobacco Co....... 8,757,784 
xx 9 Colgate-Palmolive Co...... 8,276,947 
x 10 General Electric Co........... 7,004,632 
xx 11 Procter & Gamble Co........ 6,972,897 
x 12 National Distillers 
& Chemical Corp. . 6,702,284 
xx 13 National Dairy 
Products Corp................. 6,029,557 
xx 14 P. Lorillard Co...00.000.0........ 5,924,520 
xx 15 General Mills, Inc.............. 5,794,150 
xx 16 Philip Morris, Ine............... 5,572,421 
xx 17 Hunt Foods & 
Industries, Inc............... 5,425,390 
xx 18 R.J. Reynolds TobaccoCo. 5,215,711 
xx 19 AmericanHomeProd.Corp. 4,638,493 
xx 20 Campbell Soup Co............. 4,588,350 
xx 21 American Motors Corp..... 4,295,899 
x 22 Coca-Cola Co... 4,023,772 
xx 23 Quaker Oats Co... 3,889,910 
x 24 Eastern Airlines, Inc......... 3,635,321 
xx 25 Pepsi-Cola Co.................... 3,584,998 
xx 26 Standard Oil Co. (N.J.).... 3,305,724 
xx 27 Standard Oil Co. (Indiana) 3,231,748 
xx 28 Hiram Walker-Gooderham 
& Worts, Ltd... 3,172,957 
x 29 Doubleday & Co., Inc... 3,078,389 
xx 30 Westinghouse Elec. Corp. 3,061,347 
xx 31 Corn Products RefiningCo. 3,044,049 
xx 32 National Biscuit Co... 2,982,993 
x 33 American Airlines, Inc..... 2,964,339 
x 34 Pillsbury Mills, Inc........... 2,953,690 
x 35 Rexall Drug Co. . 2,881,419 
x 36 Gulf Oil Corp...................... 2,854,696 
x 37 Socony-Mobil Oil Co., Inc. 2,836,019 
xx 38 Standard Brands, Inc....... 2,768,516 
xx 39 Studebaker-PackardCorp. 2,738,153 
xx 40 GoodyearTire&RubberCo. 2,665,044 
x 41 Trans-World Airlines, Inc. 2,604,497 
xx 42 Liebman Breweries, Inc... 2,548,483 
x 43 Carnation Co... 2,524,935 
x 44 Shell Oil Co. 2,465,433 
x 45 Pan American 
World Airways................ 2,444,447 
xx 46 Kellogg Co... 2,413,700 
xx 47 Prudential Insurance Co... 2,348,539 
xx 48 Sterling Drug, Inc............. 2,329,208 
xx 49 H. J. Heinz Co..................... 2,292,355 
xx 50 Gillette Co... 2,249,120 
xx 51 Sun Oil Co... = 2,232,172 
xx 52 Armour & Co.....00000000........ 2,225,387 
x 53 Curtis Publishing Co......... 2,159,231 
xx 54 Swift & Company.............. 2,124,219 
xx 55 Borden Co... 2,093,207 


Spent in 
N.Y.News in N.Y. 


$34,603,336 $486,281 16.9 


News % 


332,143 24.0 
250,216 20.3 
312,604 33.5 


727,077 32.5 


353,490 41.2 
135,742 18.4 
306,045 26.1 
310,375 43.3 
273,656 40.6 


317,788 55.9 
91,840 24.1 


382,003 58.7 
250,547 28.7 
246,721 56.8 


272,797 32.6 


311,440 52.6 
145,828 43.8 
159,715 53.0 
458,260 73.1 


107,244 41.8 

3,350 2.3 
259,148 79.0 
282,615 19.2 
115,848 44.2 


105,344 35.5 
28,174 56.6 


134,161 31.6 
94,192 18.5 
83,072 47.7 


213,321 58.2 
170,692 64.6 
132,684 18.9 
20,390 20.3 
23,246 13.8 


64,206 19.5 
74,705 22.1 
135,991 43.5 
57,488 29.2 
131,340 77.8 


140,182 20.0 
608,181 35.9 

2,748 7A 
33,500 26.8 


111,144 12.1 


116,690 58.4 
113,181 58.6 
133,817 51.7 
144,339 50.0 
108,057 62.6 


63,436 29.0 
97,204 80.6 
39,359 6.6 
51,846 46.2 
73,395 44.9 








100 leading general advertisers 




































In New York, in 1958... of the 


in newspapers 


98 ran in New York City newspapers 
x95 used the New York News, and 


xx63 spent more in the News than in any 
other New York City newspaper 


In the recession year of 1958, the News increased 
its share of the money spent in New York by the hundred 
leading general advertisers in newspapers—to 33.5%. 


In the list of the hundred leaders for last year, there 
were 16 new entries. Fifteen ran in New York City, 
14 used The News; and 11 spent more in the News. 

Of the 84 advertisers who continued in the group, 
52 spent more in the News. 

In the New York market, there is no substitute for 
the coverage, the quality, the impact—and the influence 
of the New York News. And no medium delivers 
more sell for the money. 




















Total U.S. 
Expenditure 





Spentin News % 
N.Y.News in N.Y. 


xx 56 Standard Oil Co. (Calif.).. $2,047,287 $ 58,223 50.9 


xx 57 B. F. Goodrich Co............... 
58 Phillips Petroleum Corp... 

x 59 Liggett&MyersTobaccoCo. 
60 Wm. Wrigley Jr. Co........... 


xx 61 United Air Lines, Inc......... 
x 62 Renfield Importers, Ltd... 


x 63 E.1.Du Pont De Nemours 
| Sea 


x 64 Brown-Forman 
Distillers Corp................. 


xx 65 Bayuk Cigars, Inc............. 


xx 66 Beech-NutLifeSavers, Inc. 
x 67 Delta Air Lines, Ine........... 
x 68 Heublein Inc... 

xx 69 ContinentalBakingCo., Inc. 
x 70 Reader's Digest Assn., Inc. 


xx 71 Warner-Lambert 
Pharmaceutical Co., Inc. 


72 GlenmoreDistillersCo.,|nc. 

x 73 Time, IC. ccc 
xx 74 Minute Maid Corp............. 
xx 75 Kimberly-Clark Corp......... 


x 76 Anheuser-Busch, Inc......... 
xx 77 Plough, Ine... 


1,987,670 
1,985,310 
1,983,298 
1,982,706 


1,972,711 
1,945,070 


1,872,567 


1,869,467 
1,848,200 


1,809,087 
1,775,007 
1,732,668 
1,732,120 
1,680,734 


1,635,213 
1,605,478 
1,584,721 
1,569,658 
1,563,981 


1,479,731 
1,473,643 


31,993 28.4 


54,404 16.8 


104,201 28.1 
82,106 25.8 


41,996 8.2 


21,631 27.3 
156,678 30.2 


152,229 64.1 
46,607 16.2 
65,456 24.1 
79,060 87.1 
70,629 32.5 


96,224 54.5 


15,765 2.4 
76,110 65.5 
148,536 75.5 


12,513 26.2 
86,671 53.8 


Total U.S. Spentin News % 

Expenditure N.Y.News in N.Y. 

xx 78 Beacon Co... ee. $1,439,393 $217,276 47.6 
xx 79 California Packing Corp... 1,427,778 79,692 55.0 
xx 80 Helene Curtis Indus., Inc. 1,427,171 103,222 88.3 
x 81 Atlantis Sales Corp............ 1,376,254 5,360 10.9 
x 82 Zenith Radio Corp............. 1,366,572 33,502 27.2 
xx 83 Libby, McNeill & Libby... 1,349,963 131,342 66.1 
xx 84 Philco Corp... oc... 1,333,739 34,553 55.0 
xx 85 Norwich Pharmacal Co..... 1,323,673 123,368 72.8 
86 Yardley of London, Inc..... 1300419 — — 
xx 87 Motorola, Inc... 1,291,340 66,330 89.2 
xx 88 Capital Airlines, Ine........... 1,279,287 86,495 34.7 
xx 89 FirestoneTire&RubberCo. 1,278,607 132,594 72.9 
x 90 Institute of Life Insurance 1,278,343 16,528 13.4 
xx 91 Simoniz Cou... i< 1,264,883 146,390 95.4 
x 92 National Airlines, Inc....... 1,257,854 129,603 22.0 
xx 93 Bristol-Myers Co............... 1,255,596 85,298 58.4 
xx 94 ConsolidatedCigarSales,Inc. 1,247,275 63,420 38.2 
xx 95 New York Life Insurance.. 1,219,929 75,254 61.0 
xx 96 Greyhound Corp................. 1,210,880 38,346 27.6 
xx 97 American Dairy Assn......... 1,199,540 22,024 41.5 
98 TopValueEnterprises,Inc. 1,196120 — — 
xx 99 John Morrell & Co............. 1,184,855 56,480 67.4 
x100 Canada Dry Corp............... 1,151,831 43,448 22.0 


TOTAL 























$363,786,152 $13,290,415 33.5 
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THE NEWS, New York’s Picture Newspaper 


with more than twice the circulation, daily and Sunday, of any newspaper in America. 
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New Models Are Come-On.. . 





Used Imports Pay Off 
With Special Handling 


By Ed Brown 
Staff Correspondent 


W YORK.—There’s big money 
in. used imports and Tom Ne- 


met of Nemet Imports, Jamaica, | headlining in the hardtop, new car- | 


N. Y., makes every one of his used 
cars do its bit toward increasing 
profits in his dealership. 

Nemet is a foreign-car spe- 
cialist, franchised to sell Simca, 
Triumph, Volvo, Turner, Fiat- 
Abarth and some lesser known 
varieties. Selling new cars is his 
ace in the hole, he feels. 

“People prefer buying their used 
import from a dealer who special- 
izes in them new, we have found,” 
he says. “The fact that we are in 
the business of selling imports new 
gives a customer the confidence 
that we are well acquainted with 
the servicing problems involved, 

and that we do not treat the im- 
Port business as a sideline.” 
* 


* 
4 bes day this writer visited Ne- 
met he had just purchased a 


- |1958 Triumph TR-3 from a domes-| 


a used import properly, figuring 
his costs at something in the neigh- 
borhood of $125 per unit, 

“It’s well worth it,’ he says. “It 
increases the value of the used ve- 
hicle tremendously and is one of 
the main reasons we are able to get 
such gross profits from our used 
imports.” 

Incidental to the reconditioning 
and servicing of used vehicles, Ne- 








| tic-line dealer for the wholesale|™et has a $25,000 stock of fast- 


price. He was spending quite a bit 
of money giving the car a new 


peting, a complete paint job, uphol- 
stery shampoo and a complete 
motor tuneup and check. But the 
car had already been sold to a cus- 
tomer for more than $2,300, which 
meant something like a $400 gross 
on this one deal. 

The customer had arrived with 
the idea of buying a new 1959 
TR-3. As soon as they started 
talking money, it became appar- 
ent that the customer couldn’t 
stretch for a 1959, but was able 
to make the grade for the 1958. 

When Nemet delivered the recon- 
ditioned 58, it was almost impos- 
sible to tell the difference between 
it and a ’59. 

Reconditioning the used car is 
another of Nemet’s big assets, He 





admits it costs more to recondition 


| moving parts on hand and knows 
where he can obtain others within 
a few minutes’ drive of his dealer- 
ship. 


* * * 

| ORD of mouth, sparked by ex- 
cellent service, has done more 
|for used-car sales at Nemet than 
| advertising, although the dealer- 
| ship does maintain a “rate-holder”’ 
in one of New York’s daily news- 
papers. 

“We depend more on recom- 
mendations here than anything 
else to help us make our used- 
car sales,” he says, “and we find 
that you can’t buy anything bet- 





Prout Chevrolet Moves 
ELYRIA, O—Prout Chevrolet 
Co. has moved to new quarters on 
Center Ridge Rd. just outside the 
city limits. The new building is 222 
by 70 feet, 











| Aluminum Body— 





The British-built Land Rover pictured 
| above is a four-wheel drive vehicle with | 
la special all-aluminum body. That's Tina | 
| Lovis getting aboard. 








ter. Of course, I have some of 
the best salesman any dealer 
could have. They are real work- 
ers and our success illustrates 
that.” 

Nemet finds that the average 
domestic dealer, although he knows 
that imports are riding a boom, is 
not at all acquainted with the real 
profits to be made handling used 
imports. 

“I am always in the market for 
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used imports and most of the deal- 
ers in this area know it,” he says. 
“There are about four exclusive 
import dealers in my area, and I 
am the only one who does any re- 
tail used-import business, The rest 
of them wholesale their trades to 
me. I don’t mind, because I am able 
to turn a good profit on most of 
them,” 

He estimates that his average 


_| gross is $400 per used unit sold. 


* * * 


bps thing he has discovered 
about the sale of the used im- 
port which differs slightly from its 
domestic mate. 

“No matter how long I hold onto 
a used import unit, I do not slash 
the price I originally set on it,” he 
says. “I have found over a long 
period of time, that someone even- 
tually come along who is just right 
for that automobile at that price. 

“I have never lost any money 

by holding a unit. One of the rea- 
sons is that the gross is always 
large enough to permit me to 
hold it. I have also found that 
having the courage of my con- 
victions may be a little slow, but 
it is sure.” 

He recalled the time he had a 
sports car on his lot which carried 
a gross of well over $700. It sat 
around for quite a long time, but 
finally moved at its top-dollar price. 

“I could have sold it several 
times before, for a much lower 
gross, but I would have ended up 
with the short end of the stick,” 
he said. 

Nemet says that the “oddball” 
car can often be a big money pro- 
ducer, If handled properly, and 
with care, the “oddball” usually 
ends up with an owner who is 
happy to pay a little extra for the 
privilege of being different, he says. 

* aa co 


EMET is not only used-car con- 

scious, he is service conscious. 
One function serves to complement 
the other. Nemet has 65 to 70 used 
cars on his lot at all times, of 
which 25 to 30 are imports. 

Each used import goes through 
the service department for its re- 
conditioning, and the eventual 
customer is indoctrinated with 
the excellence of Nemet service 
in an effort to make him a steady 
service customer once he buys his 
automobile. This double effort ex- 
plains why service absorption 
hovers between 80 and 85 per- 
cent. 

“We have actually turned a high 
percentage of used-car buyers into 
new-car buyers as a result of our 
service,” Nemet claims. “They be- 
come accustomed to trading with 
us through our service department, 
and they delight in having their 
servicing done expertly. We know 
just about when they are ready to 
trade, and we are usually there 
with the right kind of automobile 
for them.” 

Nemet has a number of foreign 
car specialists working in his serv- 
ice department, Their ability can 
be judged by the fact that several 
of the importers, whose cars he 
sells new, send all of their repair 
work to Nemet. 

His mechanics are paid on a 
straight salary, but the salary is 
well above the going rate. 

“This works to our benefit, 
frankly, because our men are good 
steady workers, who turn out qual- 
ity work without any slouching on 
the job,” he says. “We feel that 
they have learned a specialty trade 
and are entitled to a little extra 
money. They work only five days a 
week, but we know they work dur- 
ing that time.” 





Houston Port to Grow 


As Imports Flood In 


HOUSTON.—T he Houston Port 
Commission is planning to spend 
“several million” dollars within the 
next few months on expansion of 
facilities, including two new 
wharves. 

According to C. M. Maier, deputy 
customs collector, much of the in- 
creased port business in Houston 
has been due to the influx of for- 
eign-made autos, Houston, he said, 
has become one of the leading 
American ports of entry for im- 
ported cars. 


Howard Adds Singer 


HARTFORD.—_Howard Gitlin, 
president of Howard Import Divi- 
sion, 2813 Main St., ig Northern 
Connecticut’s new dealer for Singer. 
The firm also carries Volvo and 
Prinz. 
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SAAB cars and SAAB dealers 


win highest ratings for excellence 


Here are 
4 good 
reasons 
why 







m new survey of 2000 owners 
of 10 leading economy cars 
conducted by a famous magazine! 





FIRST IN DESIGN — Saab offers basic functional differences 
combined in no other car. Many of its features have de- 
veloped from aircraft-building experience, because Saab is 
also Sweden’s leading producer of jet planes. Here you see a 
Saab DRAKEN 35B supersonic jet fighter next toa SAAB 
93B sports sedan. 





FIRST IN SAFETY—Saab provides a kind of safety and security 
never before achieved in a compact car. This Armored Fuse- 
lage of heavy-gauge steel is welded, buttressed and rein- 
forced for tremendous strength and solidity. In a Saab you 
ride relaxed with none of the “vulnerable” or “skitterish” 
feelings associated with lightly built cars. 





FIRST IN PERFORMANCE — Saab’s front-wheel-drive “power 
package” delivers fabulous performance on the highway or 
in competition. It settles the Front-or-Rear-Engine argu- 
ment by providing the best advantages of BOTH... safer 
weight balance, PLUS engine-over-wheels power trans- 
mission. 


Midwest. 


FIRST IN INGENUITY — The Saab is full of clever features to 
add to its comfort, convenience and economy. Convertible 
seating makes up into a double bed easily. Seats are also 
quickly removable to accommodate large loads. There isn’t 
a mpre practical car on the road than a Saab. 


SAAB i: going national! 


Thanks to a formidable increase in production and 
allotments of cars from Sweden, SAAB is now ex- 
panding its U.S. distribution and advertising* on a 
national scale. Write for full information on new op- 
portunities for Saab Franchises in the Southeast and 


*See forthcoming issues of TIME, The NEW YORKER and 
SPORTS ILLUSTRATED for an interesting series of adver- 


tisements on SAAB’s unique features. 


Executive Offices: SAAB MOTORS INC. e 405 Park Avenue, New York 22, New York 








“In Roma, fa come fanno i Romani. 


(When in Rome, do as do the Romans) 






“Wenn Du Gold suchst, suche wo die Andere es gefunden haben. 


(If you seek gold, seek where others have found it) 








(rough 
yi) translation) 
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“En klok fiskare metar dar stimmen ar tjockast. 4 


(The wise fisherman casts where the lines are thickest) 


SFR FA= 


(8243S BYES UO P [JOS ‘9yeS [Jas JSPjNOM NOY} 41) 


“Ne cherchez pas |l’amour chez les vieilles filles.’ ( 


(Look not for love in the old maids’ home) 


Or in plain English, “sell cars on Auto Row” — where 
people buy cars. More imported cars (thirty-two in SPORTS : 

all) are advertised in SPORTS ILLUSTRATED than in [iene 
any other magazine in America. The 900,000 active, | vere r 
on-the-move, youthful SPORTS ILLUSTRATED fam- — 
ilies own 1,377,000 cars. SPORTS ILLUSTRATED 
looks right, feels right, is right for imported car 
advertising. : 
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Distributors Listed 
For Foreign Cars 


Detailed Information 
Can Be Obtained 


Epitor’s Note: Readers who 
wish detailed information on any 
individual car, or on franchises, 
may contact the U. 8. distributor. 
Distributors are listed below ac- 
cording to make as of Sept. 1, 
1959. 


* * ¥* 
A. C. Cars—A. C. Imports, Inc., 8 
Alden Ave., Valley Stream, N. Y. 
Atra Romeo— Hoffman Motor Car 


Co., Inc., 443 Park Ave. New 
York 22, N. Y. 
ARMSTRONG-SippELEY — Surrey-Sid- 


deley, Inc., 49-21 Northern Blvd., 
Long Island City, N. Y. 
Arno.t-Bristoc—S. H. Arnolt, Inc., 
2130 N. Lincoln Ave., Chicago, IIl. 
Aston-Martin—Chas. H. Hornburg 
Jr., Inc., 9176 Sunset Blvd., Los 
Angeles 46, Calif. 

J. S. Inskip, Inc. 24 E. Fifty- 
fourth St., New York, N. Y. 
Avustin—Hambro Automotive Corp., 

27 W. Fifty-seventh St.. New 
York 19, N. Y. 
Austin-HeaLtey — Hambro Automo- 





tive Corp., 27 W. Fifty-seventh | 


St., New York 19, N. Y. 

Avuto-Union—Mercedes-Benz Sales, 
Inc., Studebaker-Packard Corp., 
635 S. Main, South Bend, Ind. 

Bent.Ley-—R olls-Royce, Inc., 30 
Rockefeller Plaza, New York 20, 
ae 

BerKeteEy — Berkeley Motor Cars, 
Ltd., 218 W. Garvey, Monterey 
Park, Calif. 

BMW—Fadex Commercial Corp. 
487 Park Ave. New York 22, 
Pe F 

BMW-Isetta — Fadex Commercial 
Corp., 487 Park Ave., New York 
i. i 

Borawarp — Fergus Imported Cars, 
Inc., 1717 Broadway, New York 
36, N. Y. 

Earle C. Anthony, Inc., 1000 
South Hope St., Los Angeles, 
Calif. 

CrrrozenN — Citroen Cars Corp., 300 
Park Ave., New York 22, N, Y. 
DAF — Imported Cars of Holland, 
Inc., 2222 Flatbush Ave., Brook- 

lyn 34, N. Y. 

DaIMLeR — Daimler Co., Ltd. Box 
6790, Baltimore 4, Md. 

DatsuN—Luby Datsun Distributors, 
Ltd., 107-36 Queens Blvd., Forest 
Hills 75, N. Y. 

Western Datsun Distributors, 5967 
Lankershim Blvd., North Holly- 
wood, Calif. 








New Home for Fiat— 


George R. Jones Co. has moved its Fiat line into larger quarters at W1230 First 
St. in Spokane, Wash. The import division is operated independently of the firm's 
Chrysler-Imperial-Plymouth dealership, according to T. J. Price, dealership president. 





DKW — Mercedes-Benz Sales, Inc.,| E.va—Continental Motors, Ltd., 
Studebaker-Packard Corp., 635 S.| 1401 Rhode Island Ave. N. W., 
Main, South Bend, Ind. Washington, D. C. 





BORGWARD 


MASTERPIECE OF PRECISION ENGINEERING 
PROVIDES EXCEPTIONAL 


DEALER OPPORTUNITY 





FRANCHISE ADVANTAGES 


@ The German-built Borgward offers gener- 


ous profit potential. 


Borgward presents a com- 


plete line—including medium-priced family se- 
dans, exclusive station wagons, touring sport 
sedans deluxe and smartly-styled sports coupes. 
Suggested prices are completely competitive. 


STATION WAGON 





@ Wide market coverage proved by “trade- 
in” experience embracing late models of prac- 
tically all makes. More than 20,000 Borgward 


cars now on our highways. 


@ Several 


hundred dealers now cashing in on benefits of 
Borgward franchise. Investigate for yourself. 


@ With a heritage of more than 40 years of 
European manufacturing knowhow, Borgward 
is a proven car. Though compact, on 102-inch 
wheelbase, Borgward has more interior space 
than many domestic so-called “big cars.” Six 
adults can ride in comfort. Correct in design 
and superior in performance, Borgward is the 
ultimate in quality-import-car economy. Own- 
ers report up to 35 MPG on regular grade fuel. 


SPORTS COUPE 





QUALITY FEATURES 


Powerful 4-cyl OHV engine (66 or 85 HP) 
All moving parts mirror finished 

Safe all-steel unitized body 

Entire body rustproofed and undercoated 
Coil spring suspension 

4-forward-speed FULLY synchronized 
transmission 

Hand honed gears 

Factory balanced wheels and tires 

Superb roadability and parking ease 


PLUS MANY MORE FEATURES 


+ + + + + + + HH 


FOR FRANCHISE INFORMATION, WRITE OR PHONE 


Importer —- NEW YORK 


FERGUS IMPORTED CARS, inc. 


1717 Broadway (at 54th Street) 
New York 19, N. Y. 
Tel. COlumbia 5-6494 





Importer West of the Mississippi 


Sorte ©. Qrithiony, Ine. 


1000 South Hope Street 
Los Angeles 15, Cailif. 
Tel. Richmond 9-4044 


ENcuisH Forp—M-E-L Division, 3000 
Schaefer, Dearborn, Mich. 

Facet-Veca — Hoffman Motor Car 
Co., Inc., 443 Park Ave. New 
York 22, N. Y. 

Chas. H. Hornburg Jr., Inc., 9176 
Sunset Blvd., Los Angeles, Calif. 

Ferrari Luigi Chinetti, 440 W. 
Nineteenth St., New York, N. Y. 

Fit — Fiat Motor Co., Inc., 500 
Fifth Ave., New York 36, N. Y. 

Goccomosi. — Continental Car Com- 
bine, 1728 Broadway, New York 
19, N. Y. 

GotiatH — Goliath Importers, 1047 
Broadway Ave. Burlingame, 
Calif. 

HittMAN—Rootes Motors, Inc., 32- 
42 Twenty-first St., Long Island 
City 1, N. Y. 

Humser—Rootes Motors, Inc., 32- 
42 Twenty-first St., Long Island 
City 1, N. Y. 

Jacuar—Jaguar Cars, Inc., 32 E. 
Fifty-Seventh St., New York 17, 
ms, 

Lancia — Hoffman Motor Car Co., 
443 Park Ave., New York 22, N. Y. 

Lioryp—Foreign Cars Corp. of Flor- 
ida, 1812 S. Andrews Ave., Fort 
Lauderdale, Fla. 

Lotus — Jay Chamberlain Automo- 
tive, Inc., 4110 Lankershim Blvd., 
North Hollywood, Calif. 

Maico—Maico Motor Co., 404 W. 
Eight Mile Rd., Detroit, Mich. 

Mercepves-Benz — Mercedes-Benz 
Sales, Inc., Studebaker-Packard 
Corp., 635 S. Main, South Bend, 
Ind. 

Metropotiran — American Motors 
Corp., 14250 Plymouth Road, De- 
troit 27, Mich. 

MG—Hambro Automotive Corp., 27 
W. Fifty-seventh St.. New York 
19, N. Y. 

Moretti—J. F. R. Co., 587 E. Wash- 
ington, Route 1, North Attleboro, 
Mass. 

Morcan — Fergus Imported Cars, 
Inc., 1717 Broadway, New York 
36, N. Y. 

Morris—Hambro Automotive Corp., 
27 W. Fifty-seventh St., New 
York 19, N. Y. 

NSU Prinz — Fadex Commercial 
Corp., 487 Park Ave., New York 
22, N.Y. 

Opet—Buick Division, Flint, Mich. 

PaNnuHarp — Vendome Motors Corp., 
120 E. Fifty-sixth St., New York 
22, N. Y. 

PreEerRLESS — European Motors, Inc., 
8811 E. Jefferson, Detroit, Mich. 
Pruceot — Peugeot, Inc., 750 Third 

Ave., New York 17, N. Y. 

PorscHe — Hoffman-Porsche Car 
Corp., 443 Park Ave., New York 
22, N. X. 

Prince SKYLINE—-Cameron Motors 
Corp., 2360 Alvarado St., San 
Leandro, Calif. 

ReNAvuLT — Renault, Inc., 750 Third 
Ave., New York 17, N. Y. 

Rme,y—Hambro Automotive Corp., 
27 W. Fifty-fourth St., New York 
19, N. Y. 

Rotuis-Royce—Rolls-Royce, Inc., 30 
Rockefeller Plaza, New York 20, 
N, z. 

Rover—Rover Motor Co. of North 
America, Ltd., 36-12 Thirty-sev- 
enth St., Long Island City, 1, 
a - 

Saas — Saab Motors, Inc., 405 Park 
Ave., New York 22, N. Y. 

Sasra—American-Israel Corp., 17 E. 
Seventy-first St., New York, N. Y. 

Smca—Chrysler Corp., 341 Massa- 
chusetts Ave., Highland Park 3, 
Mich, 

Srncer—Rootes Motors, Inc., 32-42 
Twenty-first St., Long Island City 
i, Bi ee 

Skopa —- Continental Car Combine, 
1728 Broadway, New York 19, 
Ns 2 

SuNBEAM—Rootes Motors, Inc., 32-42 
Twenty-first St., Long Island 
City 1, N. %: 

TauNus—M-E-L Division, 3000 
Schaefer, Dearborn, Mich. 

Tempo—Henney Motor Co., Canas- 
tota, N. Y. 

Toyorpet — Toyota Motor Distribu- 
tors, Inc., 8701 Beverly Blvd., Los 
Angeles 48, Calif. 

TriuMPH—Standard-Triumph Motor 
Co., Inc., 1745 Broadway, New 
York 17, N. Y. 

TURNER—Nemet Imported Cars, 153- 
19 Hillside Ave., Jamaica, N. Y. 

VAUXHALL — Pontiac Division, Pon- 
tiac 11, Mich. 

Vespa — Vespa Distributing Corp., 
—Motomac Overseas Corp., 3 E. 
Fifty-fourth St.. New York 22, 
Nd. 

VoLKsSwaGEN—Volkswagen of Amer- 
ica, Inc., Englewood Cliffs, N. J. 

Vo.tvo — Volvo Distributing, Inc., 
452 Hudson Terrace, Englewood 
Cliffs, N. J. 

Wartsurc — Wartburg of America, 





Inc., 5403 Eighteenth Ave., Brook- 
lyn 4, N. Y. 
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$2.5 Million VW Stock Electronically Controlled .. . 





How Biggest Parts Depot Functions 


OS ANGELES.—“We've $2.5 mil- 
lion dollars worth of Volks- 
wagen and Porsche parts on hand 
for just one purpose—to keep our 
customers happy,” says Samuel 
Weill jr., executive vice-president 
of Competition Motors Distributors, 
Inc. 

Competition built this largest 
imported car parts warehouse in 
the U. S. to service its 36 dealers 
in Southern California, Arizona 
and Southern Nevada. 

It was opened October, 1957, four 
years and four months after Com- 
petition became an exclusive dis- 
tributor of VW. 

_ 


* * 


| ae of Competition’s dealers is 
visited regularly by a parts rep- 
resentative who inspects stock, 
brings it up to latest modifications, 
corrects part number changes and 
provides latest pricing information. 

New dealers are helped to es- 

tablish parts departments, em- 

ployes trained and stock main- 
tained — all at no cost to the 
dealer. 

The parts rep also analyzes 
profit-and-loss statements to find 
weak points of the parts operation. 
According to Weill: “We’re not 
meddling if we can show the dealer 
how to make a better profit. After 
all, dealers are our primary cus- 
tomers. We're just as strong as 
they are. From checking the parts 
turnover we can determine if serv- 
ice salesmen are on their toes. 

“There are many things a cus- 
tomer genuinely needs, but if it’s 
not sold, another dealer will pick 
up the sale as a ‘trouble repair.’ 

“Besides, there are a lot of VW 
owners who want to modify their 
cars to latest factory standards 
improvements. They can’t do it if 
the service salesmen won't tell 
every customer about availability 
of improved parts.” 

a * * 


EALER facilities are somewhat 

standardized, with steel bins 
and separate counters for mechan- 
ics and owners. Parts stocks among 
the 36 dealers vary from a low of 
$4,000 to a high of $40,000, based on 
cost. 

Competition’s retail store, op- 
erated by a separate corporation, 
is maintained as a model for 
other dealers. It carries a stock 
of spares worth $150,000 over the 
retail counter. 

Each dealer’s parts department 
has a “tub file’ of prepunched IBM 
cards. There is one card for each 
of 13,000 items stocked in the ware- 
house. 

Dealers have four monthly stock 
order dates, when they pull the 
proper card, mark it with number 
of parts desired and mail it to 
Competition’s warehouse, Special 
“car-down” orders can be made any 
time. 

cs ad a 
HEN a dealer’s order arrives 
at the warehouse the dealer’s 
IBM cards are key-punched for 
quantity ordered. 

The dealer’s batch of cards are 
dropped into the electronic data 
processing machine where multi- 
copy invoices are typed automat- 
ically, the warehouse parts inven- 
tory adjusted less parts ordered 
by the dealer, and new IBM 


Parts Wholesaler 
For Import Cars 


Opens in Denver 


DENVER.—European Auto Parts, 
a@ parts and accessories wholesaler 
for imported cars, has opened at 
988 Cherokee. Joe Murray, owner, 
said he maintains a $250,000 in- 
ventory, and he claims to have the 
most complete stock of imported- 
car parts in the Rocky Mountain 
area, 

Murray said he is building his 
business on providing speedy serv- 
ice to dealers. 

“We will ship a dealer’s order the 
Same day it is received,” he said. 
He added that the company uses 
bus, train or air express to get 
Parts to dealers without delay. 

“Dealers’ customers demand serv- 
ice, and we want to help the dealer 
give his customer that service,” 
Murray declared. 








cards prepared for the dealer’s 
“tub file.” 

An entire day’s work is complet- 
ed, electronically, in four hours, 

The shipping copy of the invoice 
is sent to the warehouse where six 
“pickers” use electric “mules” or 
double-deck parts carts to “pull” 
the order. Two shipping clerks 
handle movement of the orders. 

* *” 


SUAL “dexion” steel racks in 
Competition’s warehouse are 
made in Germany to Volkswagen 
design. They are filled with parts 
at the factory, lightly crated and 
shipped to Los Angeles, 

At the warehouse, crating is 
removed and the racks (still filled 
with spare parts) are tiered and 
rowed. Future orders of similar 
parts arrive in conventional pack- 
ing, from which they are remov- 
ed and racked. 

The German-made racks are de- 
signed to hold specific parts, such 
as those with brackets and clamps 





to hold rear-end transmission as- 


semblies, those with brackets for| ! 


complete engines or other racks 
with stands for completed front 
ends. 

As Competition’s warehouse ex- 
pands, it can order both racks and 
parts from Volkswagen. 

oa os + 


parts inventory includes 
three sedan bodies, two sun-roof 
bodies, 15 platform frames, enough 
sheet metal to build dozens more 
Volkswagens, 1,200 hoods, 3,000 
front fenders, 1,500 rear fenders, 
upholstery material in all colors for 
all models and factory original re- 
finish materials. 

The warehouse has 50,000 
square feet under roof, with an- 
other 110,000 square feet of land 
available for future building. 

Arnold Stubb is parts supervisor; 
Gil Troutman, warehouse manager, 
and Bill Mann, office manager. 

There are six people on the office 
staff, six parts “pickers,” two ship- 
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Largest Imported-Parts Depot in U. S$.— 


Stocking $2.5 million in spare parts for Volkswagen and Porsche is this warehouse 
operated by Competition Motors Distributors, Inc., Los Angeles. Opened in October, 
1957, the warehouse covers 50,000 square feet and has room for expansion. Dealer 
orders are processed and inventory adjusted automatically by IBM electronic data 
processing machines. Executive Vice-President Samuel Weill jr., says the warehouse 
has only one purpose: “To keep customers happy." 

* * 


-_ 


ping clerks, two drivers, a porter| veyed daily. If shipments are due 
and two parts field representatives.| within a matter of days, further 
de action is seldom taken. 
ACK-ORDERS and shorted However, should a part be out 
items are IBM-carded and sur- (Continued on Page 92, Col. 4) 












A. A. SW/ENSON, JR., Vice-Pres- 
ident and General Manager of 
A. A. Swenson Ford Company. 


co.— Ford 


A. SWENSON FORD 
in Philadelphia for 46 years. 


A. 
dealer 


EMPLOYEES APPRECIATE the simple, auto- 
matic operation of a National System. 


“Our Clalional System 
saves us‘8,000 a year... 


pays for itself every 13 months!”’’—a. A. Swenson Ford Company, 


“T deliberated two years prior to pur- 
chasing our National System,” writes 
A. A. Swenson, Jr., Vice-President and 


General Manager of A. 


Ford Company. “After visiting numer- 
ous new car agencies and observing 
various types of accounting methods 
available, the National System stood 


out as the fastest, most 


counting system on the market. 


A. Swenson 


efficient ac- 
every 13 months!” 


“The accuracy and control provided 


by our National System has enabled 
us to reduce substantially the margin 
of ‘write-offs’ on accounts receivable. 
Previously, $1,800 a year was written 
off as a complete loss. Our flexible 
National System provides all the in- 
formation needed to keep our records 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 


accurately and completely up-to-date 
—even during our busy season. 

“Our National System has firmly 
proved to us that it is by far the best 
system available. I enthusiastically 
recommend the National System to 
any car dealer desirous of lowering his 
accounting costs. Our National System 
saves us $8,500 a year... pays for itself 


Mid.) 


Vice-President and General Manager 
A. A. Swenson Ford Company 


Philadelphia, Pennsylvania 


Your dealership, too, can benefit from 
the time- and money-saving features 
of a National System. Nationals pay 
for themselves quickly 
through savings, then 
continue to return a 
regular yearly profit. 
National’s world-wide 
service organization 
will protect this profit. 






















Take a 


good look | 
at your 
top 


prospect 





new Car | 










e HE CAN AFFORD TO BUY 


(Holiday family incomes are nearly triple 
the national average!) 


HE BUYS WILLINGLY 
(Nearly half of Holiday’s families own two 
or more cars!) 


HE BUYS REGULARLY 


(Over 28% of Holiday’s families bought new cars even 
during the recession — July 1957 to August 1958!) 


HE DRIVES A LOT 


(Holiday families average 16,308 miles of 
driving a year!) 


HE DRIVES FOR FUN 


(Holiday families take over 3 million long 
pleasure trips each year!) 


HE IS A GOOD CUSTOMER 


(72% of Holiday families have gas credit cards!) 











This is the kind of prospect who sees your car in 

Holiday. For Holiday is the magazine of the affluent, 
active families in every community. The way they live 
keeps them behind the wheels of their cars... seeing new 
places, enjoying new pleasures, meeting new people. 


And because cars are such a special part of their 
mobile way of living, Holiday readers have a 
very special interest in automobile advertising. 


This is why more 
than 30 makes 
are advertised 

in Holiday. Are 


Holiday readers 
seeing your make 


— often enough — 
in this exciting 
magazine? 


HOLIDAY 


delivers today’s 





most active, 
responsive 


market! 
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Says Debut Will Clear Air 





Import Dealer Eager for Compacts 


By John E, Walsh 
Staff Writer 

ETROIT.—Sid L. Brand, presi- 

dent of Leo Adler Imports 
(Renault), can hardly wait for the 
Big Three’s compact cars. 

He’s sure their introduction will 
“free” many persons who have 
been captivated for months by 
talk of and claims for the Big 
Three’s answer to the foreign- 
car challenge. 

“A lot of people have been hold-| 
ing off auto purchases until they | 
see these new cars,” said Brand. | 
“Once they’ve had a chance to look 
them over, they'll be back in the 
market and all of us will benefit. 

“We should all have a good year | 
in 1960. The compact cars will clear | 
the air for the whole industry. 
Even the big cars will sell.” 
* * * 


TH the move to the suburbs 
and the population growing all | 
the time, Brand added, dealers 
soon should be selling seven mil- 





lion American cars yearly and a| 


million imports. 

But he admits 
compact cars’ 
they’ll sell for and their mileage 
performance will have a bearing 
on how fast the import market 
will grow. 


will be people who would rather 
drive a foreign product. 


that the new | 
styling, what | foreign car are a little bit leery| 


to their friends and acquaint- 
ances. 
“People who have never owned a} 





of them, naturally, and it helps us| 
| when they consult an import owner | 
| first. It’s only natural for them to| 


| have more confidence in the ow sai 
In Brand’s opinion, there always | than a salesman.” 


But even then, Brand explain | 
Leo Adler Imports works on the 


He said he finds his best pros-|theory that every car has to be | 
pects among nurses, teachers, sales- | sold. 


men, utility employes and govern- | 


“We do this by getting each pros- 


ment employes. Very few are fac-| pect behind the wheel in a demon- 


tory workers, he added, 
are in the 25- A5 age bracket. 


and most} stration ride,” 


he said. “And then 
we make sure that the prospect 
gets all the facts about the car in| 


HESE peng evanily have a/ which he’s interested. 4“ 


limited income and know ex- 
actly what they can afford,” said} 
Brand. “They’re looking for econ- 


EO ADLER IMPORTS was | 
founded three years ago as a 


| omy chiefly, but the low deprecia-| nonfranchised Volkswagen dealer. 


tion is an important factor, too. 

“The people to whom we sell 
foreign cars are our best source 
of new business,” he continued. 
“They recommend the car and us 


| Later other lines were added. 
When the Renault-Peugeot fran- 


|chise was acquired about seven 


months ago, all other makes were 
shifted to a separate lot called the 





Don’t Hurry to Price 
In Selling, Dealers Told 


NEW YORK.—Under present 
conditions, auto advertising 
should first sell the consumer on 
the idea of buying a car—any car 
—and give him reasons why he 
should buy, says Alan F, Bethell, 
president of Standard-Triumph 
Motor Co., Inc. 

“From that point, advertising 
can go on to expound the virtues 
of one particular make,” Bethell 
says. “Dealers have been trying 
to sell on the last aspect of a 
sale, which is price. They have 
been in too much of a hurry to 
get to the end of the transaction, 
which is the check.” 





Foreign Car Shopping Center. 

Each outlet has its own sales 
force and service facility. The 
Renault shop has four mechanics 
and a service manager. The other 
operation has three mechanics, 
one of whom is in charge. 

“The import buyer is a lot fussier 
about engine performance than the 
domestic-car owner,’ Brand ob- 
served. “This keeps our service 
shops busy most of the time. 

“Engine tuneup is the biggest re- 
pair item,” he continued, “The own- 








Here’s the tire especially designed for the tremendous 
torque-pressures of drive-wheel duty—Firestone’s Super 
Mileage Transport Cross Bar! Operators using these 
tires under all conditions report double the drive-wheel 
mileage on original treads! 

Built with Firestone Rubber-X, the longest-wearing 
rubber ever used in Firestone tires, these great tires have 


93% more tread depth— 


deliver the big bonus in 


a Firestone extra that helps 
drive-wheel mileage! And after 


extra original tread mileage, operators report 25% more 
mileage from regrooving! 


SUPER MILEAGE 
TRANSPORT 
CROSS BAR 


HEAVY DUTY 
TRANSPORT 





SUPER ALL 
TRACTION 


SUPER MILEAGE 





DRIVE 





t Operators report: 


“BIG BONUS IN 
“WHEEL 
MILES WITH 
FIRESTONES 
SUPER MILEAGE 
TRANSPORT 
CROSS BAR!” 


There’s extra traction for today’s increased power plants. 


Extra-thick treads and sidewalls 


reduce punctures and 


costly delays. Exhaustive proving ground tests plus 
millions of miles of actual fleet runs prove Firestone S/F 
(Shock-Fortified) all-nylon cord bodies withstand more 
impact, help prevent heat blowouts and flex breaks. 


Get tubeless or tubed Firestone Super Mileage Transport 
Cross Bar tires at your Firestone Dealer or Store. Mount 
them on your work wheels and get set for Firestone’s big 
bonus mileage. Ask about the complete line of Firestone 
truck tires, and specify Firestones on all new equipment. 


tNames of fleet operators on request. 


. 


irestone 


BETTER RUBBER FROM START TO FINISH 


Copyright 1959, The Firestone Tire 


& Rubber Company 


| ers know they get top economy 

; only when the engine is in top 
| shape, so they bring their car in 
|for service a lot more frequently 
than domestic owners.” 

* * * 
i ype Adler shops service all for- 
eign makes and carry a $15,000 
parts inventory, Brand said. Valve 
jobs, brake and clutch adjustments 
rank next to tuneups as the prin- 
cipal repair items, he added. 

“One of the nicest features of 
foreign cars is that they are not 
expensive to maintain,” Brand 
said. “The engines are less com- 
plicated than the domestic mod- 
els, so they’re easier to work on 
and the mechanic can get the job 
done quicker.” 

Leo Adler Imports has increased 
its sales volume by almost 50 per- 
cent in the three years since its or- 
ganization, Brand said. The firm 
now averages about 1,500 sales a 
year, he added, compared with 35 
a month when it was started. 


Air Shipments 
Help Cut Delay in 


Importing Parts 


NEW YORK.—Lower air freight 
rates, faster transit time and an 
aggressive service attitude by auto 
importers are changing the service 
and parts picture of foreign cars 
in this country, a survey by Emery 
Air Freight International reveals. 

“Reduced rates on shipments of 
auto parts from overseas is en- 
couraging a greater use of air 
freight and is prompting more im- 
porters to use our service,” reports 
John C. Emery jr., sales vice-presi- 
dent. 

His firm this month is reducing 
its rates between major European 
cities and all key markets in the 
U. S. by as much as 46 percent, he 
said, 

Both Volkswagen and Fiat start- 
ed using Emery air freight in April 
of this year, he said. Fiat, he added, 
claims it is now able to fill orders 
within three days from the time a 
|cable is received at the factory in 
| Turin, Italy, instead of seven days 
| which it formerly required. 

Urgent spare parts formerly de- 
livered to an East Coast importer 
|by air and then reforwarded are 
|}now more frequently moving direct 
| by air to the inland dealer and dis- 
| tributor, thus relieving the import- 
jer of rehandling costs and an ad- 
ditional transportation bill, he said. 

Emery noted that it costs only 
60 cents more to fly a 10-pound 
package direct to Chicago from 
Europe than it does to fly it to 
New York; $1.70 more to Dallas. 

Volvo, Triumph, English Ford 
and Rolls-Royce regularly ship di- 
rect to inland cities via air freight, 
he said. 

Inventory thinking is changing 
with faster, lower cost service, 
Emery said. One importer has been 
considering the possibility of re- 
ducing the stock of inactive items 
in the U. S. and increasing air ship- 
ments from Europe direct to deal- 
ers. 

Emery said his firm provides 24- 
48 hour service including customs 
clearance to the door of New York 
importers and 48-72 hours to all 
major inland points. 


Parts Problem? 
Not on this ’ 


NEW YORK.—There’s at least 
one American who is convinced 
there is no problem in parts for 
imported cars. 

Early in July he placed an order 
with the Rolls-Royce factory in 
Crewe, England, for a cylinder 
head for his 1920 Rolls, hoping to 
have it in time for a gathering of 
Rolls-Royce owners in mid-August. 

A head was taken off the engine 
line in Crewe, modified to 1920 spe- 
cifications and shipped to New 
York by air. Within six days after 
placing the order, the American 
had the part for his 39-year-old 
car. 














VW Dealer Builds 


MINNEAPOLIS.—Construction is 
under way on a $150,000 one-story 
building of concrete blocks at 1820 
Quentin Avenue in suburban St. 
Louis Park, which will house 
Archie D. Walker, Jr., Imported 
Motors (Volkswagen). The building 
will be completed in October, Wal- 
ker has operated in St. Louis Park 
for nine years. 
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A MONEY MAKING INVITATION FOR ALERT DEALERS 
INTRODUCING THE REVOLUTIONARY, NEW 












READ THESE FACTS 


Then Write for the Name of 
Your Nearest Distributor 


Low Initigl Cosh. .6<« oso sca List as low as $985.00, P.O.E. 
es EOORON Or. 6 so se eee oe 60 miles per gallon average. 
Maneuverability............ Turns in its own 9 foot length. 
Condelly. . +4 Five people or driver and 900 pound pay load. 
Bxive SAVINGS io 6 ic aswess as License and insurance costs less. 


FLEET OWNERS CLAIM THEY CAN BUY, OPERATE AND MAIN- 
TAIN THREE TRIMOBILES FOR THE COST OF ONE STANDARD 
DELIVERY TRUCK. 























j From $985" m0, on : 
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PROTECTED DEALERSHIP so anergy ARE NOW 

BEING MADE BY TRIMOBILE DISTRIBUTORS 

There is no competition for this rugged delivery van that is 
helping small business compete and big business economize 
from coast to coast. 


vosiewsleseet), calle ul state Ss 








Ricteccoimpalinaatiane. aap es 





HERE’S WHY THE TRIMOBILE IS THE 
WORLD’S FASTEST SELLING LIGHT DELIVERY VAN 


THE PRODUCT: The Daihatsu Trimobile is the finest economy delivery vehicle in the world today. A 
leading Japanese manufacturer since 1907, Daihatsu sold nearly 40% of all trucks manufactured 
in Japan in 1958. 

THE MARKET: Small businesses have found the Trimobile ideal for home and other short haul deliv- 
eries. It gets there faster, parks in a six foot space and pays for itself with gas, oil, and maintenance 
savings. 

Industrial plants like Trimobile’s dual utility. It hauls 900 Ibs. of material anywhere including on and 
off the elevators and it's ideal as an inter-plant and intra-plant personnel carrier. 
Service businesses such as messenger firms, U. S. mail delivery departments, etc., are prime Trimobile 
prospects. 

One car families find Trimobile the answer for Dad's daily run to work or Mom's shopping trips. It's 


a fine school bus, too. 


THE OPPORTUNITY: For information on dealer requirements and details write: 


D.K. INTERNATIONAL CORPORATION 


(Exclusive importer in the U. S. A. of Daihatsu vehicles.) 
120 EL CAMINO DRIVE BEVERLY HILLS, CALIF. 








NEW MARKETING 


It’s not the “anybodies” who buy the new economy cars- 


it's the high-income “somebodies” with the money to spend 
































WHO BUYS “ECONOMY” CARS 
Per Cent of Buyers (New Cars) 

' FAMILY INCOME LOW-PRICE STUDEBAKER RAMBLER SMALL 
eae (Cumulative) THREE LARK AMERICAN IMPORTS 
ie 
hemes $10,000 OR MORE 26%, 28%, 26%, 37% 
Ee $7,500 OR MORE 46 51 46 56 

$5,000 OR MORE 79 81 76 85 

LESS THAN $5,000 21 19 24 15 
AVERAGE INCOME $ 9,540 $ 9,930 $ 9,750 $10,400 
MEDIAN INCOME $ 7,130 $ 7,620 $ 7,200 $ 8,100 


at a 3 mang a : - 
Be ey A, ae es ae ry ei 4 ite 
‘* bee td 


Source: Market Research Division, Advertising Department, 
“U.S.News & World Report,’’ and Benson & Benson, Inc., Princeton, N. J. 


Send for the facts on the new-car market— 
they can help you move the new cars from the floor to the road 


The facts here, and many more, come from a con- 
tinuing series of studies made among new car buyers. 
These studies have been conducted by the Market Re- 
search Division, Advertising Department, ‘‘U.S.News 
& World Report,”’ and Benson & Benson, Inc., Prince- 
ton, N. J., in cooperation with R. L. Polk & Company. 

These studies tell you what income these new car 
buyers have, and the job positions they hold. 

They tell you how these new car buyers go about 
their purchases—when they plan to trade in the new 
car they just bought, and what makes they will con- 





sider when they go about buying. 

The studies.re-emphasize the importance of two-car 
families—families which now account for two out of 
five (41.2%) of all new domestic cars sold. 

In other words, they present a complete and up-to- 
date picture of the new car market today—and exactly 
where you’re going to find your customers and 
prospects. 

For more information, write or call Detroit Regional 
Manager, Martin H. Strandbergh—1006 Fisher Bldg., 
Detroit, Mich., TRinity 5-3046. 
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+E ACTS 


HE facts show that today’s buyers of the Rambler 

American and the Studebaker Lark are families 
with a median income of $7,400—a full $300 higher 
than the median income figure for buyers of the three 
popular low-priced cars. 

Today’s buyers of the small imported cars have 
incomes even higher. Their median income figure is 
$8,100. 

This compares with a median income of $7,800 for 
buyers of all new cars, regardless of price range, and 
with the median income figure of $5,000 for U. S. 
families as a whole. 

What’s more, the economy car buyers are in the 
market more often. More than two out of five (44%) of 
the buyers of new Rambler Americans and Studebaker 
Larks own at least two cars. With buyers of new small 
imported cars, the figure is three out of five—60%. 

The point is plain. 

Since the buyers of the new economy and small 
imported cars are in the upper-income half of America, 
the way to get more sales is to get twice the mileage 
from advertising dollars by concentrating them in this 
half of the total market. 


The three news magazines give advertisers 
effective coverage of new car buyers 


The three news magazines, “‘U.S.News & World 
Report,’’ Time and Newsweek, have a combined circu- 
lation of more than 4,700,000, with little duplication. 

They have always attracted America’s high-in- 
come, managerial-professional families. 

Three out of four of the subscriber family heads of 
the three news magazines are managerial or professional 
men. 

Average subscriber family income is $13,153. The 
median income is $9,091. 

As a result, the news magazines combined match 

“or surpass much larger mass magazines in coverage of 
known new-car buyers. And they are unequalled in 
their ability to deliver the largest number of advertis- 
ing impressions per dollar on known buyers and 


prospects. 
Recognizing the unique values of the news maga- 





U.S.News 


THE 
COMPLETE 


& World Report 
NEWS MAGALINE 





that can help sell the new 
small cars, domestic or foreign 


zine market, automotive manufacturers placed more 
pages of car and truck advertising in the news maga- 
zines in the first six months of 1959 than they placed 
in three mass magazines with combined circulation 
four times as great. 


“U.S.News & World Report” gives advertisers 
the best concentration in the new-car market 


Of the three news magazines, ‘‘U.S.News & World 
Report”’ is clearly the outstanding dollar value. 

It has the highest concentration of people with the 
high-income managerial or professional jobs—nearly 
nine out of every ten. 

It has the highest concentration of high-income 

families. 

Almost nine out of ten have incomes of $5,000 or 

more. 

Two out of three have incomes of $7,500 or more. 

More than half have incomes of $10,000 or more. 

These are busy people. They seldom have time for 
more than one news magazine. For this reason, there 
is no appreciable duplication. For example, 94.5% of 
the combined circulation of “U.S.News & World 
Report” and Time is non-duplicated. With Newsweek, 
the non-duplication for the combined circulations is 
94.1%. 

In every one of four studies made in the past three 
years, ““U.S.News & World Report’’ emerges as the 
magazine covering new car buyers at lowest per-thou- 
sand costs. This applies to coverage of buyers of small 
imported cars. It applies to coverage of buyers of 
Rambler Americans and Studebaker Larks. It applies 
to all buyers of domestic cars—and buyers in every 
price field as well. 

Here is the news magazine that brings the im- 
portant news of our times to the homes of America’s 
most important families week after week. It is news 
that they depend on as an accurate and useful guide to 
their business and personal plans and decisions. 

Here, alongside news that gets thorough reader- 
ship and family readership, week after week, your 
automotive advertising has its best opportunity to get 
read ... and get results. 


U.S.NEWS & WORLD REPORT 


\mericas Class News Magazine 


Advertising offices: 45 Rockefeller Plaza, New York 20, N.Y. Other 
advertising offices in Boston, Philadelphia, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, Los Angeles, San Francisco, Washington and London. 


NET PAID CIRCULATION IS NOW 1,136,847 
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Handsome Payoff in Los Angeles... 





Making a Used Import Like New 


By William Carroll 
Staff Correspondent 

OS ANGELES.—‘“Putting a used 
import in top-notch salable 
condition is like rebuilding a fine 
watch,” says John Williamson, who 
with his brother, Ernie, operates 
one of Southern California’s largest 

new and used import car deals. 

e most important single 
thing is to put it back in original 
condition,” continues John. 

In addition to maintaining an 
average used-car stock of some 
$75,000, the brothers handle all 
BMC lines (Austin, MG, Austin- 
Healey and Morris), Rootes Group 
cars (Hillman, Humber, Singer and 
Sunbeam) plus Triumph roadsters, 
sedans and station wagons. 

* * + 


SED-CAR stock varies from 40 

to 75 units, which in wintertime 
is a 45-day supply of cars. Summer 
selling cuts number of units on 
hand and more rapid turnover 
chops the average inventory to a 
30-day bank. 

There are 32 employes at Wil- 
liamson Motors; of whieh the 
backshop accounts for 21. There 
is a service manager, service 
salesman, body shop foreman, 
three metal men, two painters, 
two painter’s helpers, five line 
mechanics, two lube men, two 
new-car get-ready specialists who 
do nothing else, a steam cleaner 
Operator and a detail man. 

Two mechanics work only on 
used cars, bringing them up to 
salable condition. 

Profit conditioning a used import 
begins the moment it shows on the 
lot. Some come in as trades on new 
units, with three new-car sales pro- 
ducing one import tradein. To 
maintain used-car stock in depth, 
from 20 to 30 used imports are 
bought every month, . 

+ e 


NLIKE many dealers, the Wil- 

liamsons do not shop other 
dealers or auctions. They advertise 
and buy their used imports directly 
from owners anxious to sell. 

Detroit-built tradeins are ap- 
praised at wholesale, parked on the 
back lot and moved as soon as 
possible to other dealers. If re- 
conditioning men and _ used-car 
mechanics are not busy, they often 
detail Detroit-builts prior to whole- 
saling. Not only is the backshop 
kept busy, but frequently the car 
is wholesaled at a modest profit 
to a dealer in need of a clean front- 
line unit. 

With used imports, Williamson’s 
sales manager appraises the car, 
using local used-car price books 
as a guide. Local market condi- 
tions and cars in stock dictate 
changes from book prices, which 
are considered only a starting 
point in evaluating the trade. 

All incoming units have from 
$10 to $100 deducted from allow- 
ances for reconditioning. Rough 
merchandise, which appears to re- 
quire work exceeding the $100 limit, 

is checked out by either John or 
Ernie Williamson before a final ap- 
praisal is made. 

Even then, they get fooled. Two 
weeks ago a muddy but seemingly 
solid Austin-Healey four-cylinder 
roadster was traded in on a new 
A-H Six. After the deal was made 
and the customer gone, the car 
was washed and racked for lubri- 
cation. 

Only then was it discovered that 
extensive body work had been 
poorly done, and the frame re- 
paired with a weld-in section. Not 
another penny was spent on the 
car. 

It was pulled off the rack and 
wholesaled “as-is.” Says John about 
the A-H: “Sure we got fooled, But 
Ernie and I figured the car was 
unsafe. We didn’t want our name 
behind it, so out it went for $25 
less than we had in it.” 

* . 


Local Rates Used 


ECONDITIONING estimates are 
are based on local shop rates, 
with $10 covering a wash, brake 
adjustment and minor engine tune. 
Paint jobs are figured at $75 
(there’s a good reason for such ex- 
pensive jobs) tires around $20 and 
polish jobs from $10 to $15. As far 
as the Williamsons are concerned, 
good reconditioning means treating 
every unit like a Cadillac or Im- 
perial. 
This seems to be their key to 





a profitable operation. They 
showed Automotive News two 
1952 MG roadsters. One was so 
rough they didn’t want to spend 
a dime on it. Priced at $550 (“as- 
is”) the clunker hadn’t had a 
nibble for three weeks. The other 


Volvo to Build 
New Auto Plant 


GOTHENBURG, Sweden.—Volvo 
has announced plans to build a new 
auto plant in suburban Torslanda, 
with first production scheduled for 
1964. 

With a dayshift only, Volvo said, 
annual capacity of the new plant 
will be 100,000 units, while a two- 
shift Operation could turn out 160,- 
000 units a year. The plant will 
cost $32 million, Volvo said. 

Volvo’s current capacity is 80,000 
cars a year, a large percentage of 
which is exported. In Sweden, 88,- 
452 new cars of all makes were 
sold in the first six months of this 
year. 








52 MG was in the front line. 
Sharp, it required a skillful eye 
to detect metal work and repaint- 
ing in the original color. 

The upholstery was new solid- 
color plastic with factory-type 
pleating. The engine had not been 
repainted, only steam-cleaned to 
preserve an “original” appearance. 

This second MG had been retailed 
at $1,195, and was waiting for its 
purchaser to come in that evening 
and drive it home. 

a * * 
HE $645 difference between 
these imports is reason enough 
for the Williamsons to consider re- 
conditioning important, Averaging 
a group of cars showed that im- 
ports coming in near the $500 
bracket, retail “as-is” around $695. 

The addition of an average $125 
in reconditioning brings the aver- 
age sales price to $995. 

Actual profit-conditioning a used 
import follows normal shop routine, 
with a few minor changes. Most 
units are lightly steam-cleaned to 


(Continued on Page 41, Col, 1) 








They're Clean, They're Sharp, They Sell— 


The block-long front line at Williamson Motors in Los Angeles features used im- 
ports which have undergone a thorough reconditioning aimed at putting them in 
like-new condition. John and Ernie Williamson say a $125 reconditioning job returns 
about $300 more on the retail price and makes the unit easier to sell. The William- 
sons operate two large lots in Los Angeles and say they would open more if enough 
used imports were available. 





Delco-Remy now offers a completely new series of 
solenoid-operated, over-running clutch type heavy-duty 
cranking motors with the shift mechanism entirely en- 
closed. Special two-piece drive housings can be assembled 
to permit a total of 24 different solenoid positions with 
respect to motor mounting. New 50% longer brushes, 
together with sealing rings (optional) and large oil 
reservoirs (optional), assure extra-long operating time 
between overhauls. And Delco-Remy design features 
keep these heavy-duty cranking motors positively en- 
gaged until the engine starts. Engine manufacturers are 
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PROGRESSIVE ENGINEERING MAKES THE DIFFERENCE 


NOW FROM DELCO-REMY——NEW TOTALLY 





invited to write directly to Delco-Remy for complete 
information and engineering assistance on the application 
of these new motors. 


TOTALLY ENCLOSED DRIVE SHIFTING MECH- 
ANISM is protected against dirt, water, slush and ice. 
This enclosure plus the shaft seal and linkage seal also 
prevents transmission oil leakage. 


TWO-PIECE DRIVE HOUSING DESIGN permits 24 
different solenoid positions. Nose housings available in 
S.A.E. #2 and #3 mountings. 
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Reconditioning Ace... 





-L. A. Dealer Prospers 
With Used Imports 


(Continued from Page 40) 


remove dirt while leaving as much 
original paint as possible. Then 
mechanical work is completed and 
engine adjustments made. 
According to John, “We do our 
engine work by ear. As you know, 
it's easy to sink $200 in a block 
without a penny showing. So if the 
car runs moderately well, we leave 
it alone. 
* +e + 
“G'MOKERS” and rough-runners 
are ringed or valved, if poten- 
tial retail justifies the investment. 
Otherwise, they are too rough to 
be touched and are retailed “as-is.” 
After mechanical work is com- 
pleted, metal men take over and 


wths: bring the body up to original con- 


dition. 

Importance of a good refinish job 
was underscored several times dur- 
ing AuTomoTive News survey of the 
Williamson operation. Volume can 





be judged from their employment 
of two painters and two painter’s 
helpers. 

Used-car refinish jobs are 
charged to the unit, at $75 each 
which puts on the best commercial 
job the men can do. Repaint is 
always in the factory-new color, to 
preserve that “original” feeling 
each purchaser of a used import 
likes to have. 

+ * ~ 

HEN new upholstery goes in 

(and this is often done) it is 
either inserted or built up. In no 
case do the Williamsons use seat 
covers because import customers 
seem to buy easier if they believe 
the car is just like it left the fac- 
tory. 

Final detailing includes remov- 
al of old tennis shoes and news- 
papers from trunks and luggage 
lockers. 





Williamson salesmen are empha- 
tic in claiming that a clean trunk 
(next to a clean interior) closes 
more sales involving a woman 
buyer than any other appearance 
factor. 


* * * 

AVISH attention to used-car re- 
conditioning includes some 
rather sharp penny pinching. One 
example is that all reconditioning 
jobs go through the shop on un- 
printed white Repair Orders. These 
cost 3 cents a set. Printed R.O.s on 
colored paper, used for customer 
work cost 14 cents a set, This is 11 

cents saved on each car. 

Other thrift measures include 
savings made by used-car me- 
chanics who can often patch and 
repair (instead of installing new), 
use of light steaming to preserve 
the maximum of original chassis 
finish and other such cost cutting 
devices. 

This is used-car reconditioning 
with money being spent where it 
does some good. Once a used im- 
port is completed, it is charged 
with costs, priced and moved to 
one of the two lots. 


+ * . 
Figure 100% Profit 
Bg aging actually begins when 
the car came into the house,” 
says John. “We figure on buying 
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Notice the good visibility, the 
quick acceleration and how easy 
it steers! 





cheapies, in the $300 bracket, on 
the basis of doubling our money 
after reconditioning. One reason 
for such a high markup is you 
usually have to marry the customer 
with full recourse paper. (‘I can 
count last year’s repos on one 
hand,’ says Ernie.) 

“Then older cars pop a dead 








ENCLOSED HEAVY-DUTY CRANKING MOTORS 


HEAVY-DUTY SOLENOID AND SWITCH provide 


positive pinion engagement and safely handle maximum 


starting current. Special seals increase contact life. 


SPRAG CLUTCH DRIVE operates with non-chamfered 
ring gear. Pinion indexes on spiral spline, positively en- 
gages ring gear before power switches on, and does not 


become disengaged with sporadic engine firing. 


HEAVIER BRUSH INSPECTION PLATES resist 
damage from use and handling—are sealed to prevent 


leakage to motor interior. 


GENERAL MOTORS LEADS THE WAY—STARTING WITH 


Delco-Remy 


GM 
Eazy 


ELECTRICAL SYSTEMS 


DELCO-REMY « DIVISION OF GENERAL MOTORS + ANDERSON, INDIANA 


battery, tires flatten or during a 
demonstration—the transmission 
falls out. It’s almost impossible 
to outguess 50,000 miles of driv- 
ing.” 

Other Williamson ratios include 
shooting for a third on merchandise 
in the $1,000 bracket and 25 per- 
cent on $2,000 buys. 

John’s sales manager said they 
suffer minor loss on higher-priced 
imports held in stock because 
prices decline so slowly. In some 
cases cars have been stocked for 
six to eight months without being 
sold at a loss. 

Williamson management long 
ago abandoned the Detroit-based 
approach to used-cars—that any 
car on the lot over 30 days should 
be sacrificed. 

Roadsters in California depreci- 
ate so slowly that John Williamson 
buys all he can get in the winter 
(it’s easy to buy roadsters in the 
rain!) to have them on hand for 
summer selling when sports cars 
are in short supply. 

Sedans can be held for three 
months and still show a profit. 
Slow movers (oddballs and or- 
phans) have been held as long as 
six months before finally moving 
at the breakeven point. 

* * + 


| | hla hitting Williamsons’ lots 
are said to fall roughly into 
two classes: Those people who 
know nothing about an import 
(about 30 percent of the shoppers) 
and want to buy one; and those 
who know exactly what they want 
—and buy it. 

The first group usually includes 
a woman, who without knowing 
what she’s seeing will demand 
to peer under the hood. 

Finding the engine room clean, 
she’ll often turn to her husband 
and comment, “This car has been 
well taken care of.” 

After she inspects the clean 
trunk, approves the carefully pol- 
ished dash and manipulates wom- 
an-size import controls; it becomes 
much less difficult for friend hus- 
band to complete convincing her 
that an import is just what they 
need, we 

* 


Warranties Limited 


“W WANT a red MG-TD,” requests 

the shopper with real or simu- 
lated knowledge of imports. And, 
according to John Williamson, if 
there’s a red MG on the lot—which 
appears in original condition—price 
is seldom of any importance in 
closing the deal. 

Used-car warranties are offered 
by salesmen only as needed to 
close a tight one. Most warranties 
obligate Williamson Motors to 
absorb a percentage of parts and 
labor charges on lubricated parts 
failure. To prevent confusion, 
warranty terms are written 
across the buyer’s order. 

The sale of “as-is” units is a 
unique feature of both Williamson 
used-car lots. Frequently the 
brothers take in a used import so 
thoroughly thrashed that recon- 
ditioning costs would price it far 
above market value. 

Accordingly, they tab it with 
coverage for commission and ad- 
vertising. In newspaper classified 
columns it’s pitched on price way 
below market for similar merchan- 
dise. 

But when presented to the shop- 
per, defects known to Williamson 
men are carefully pointed out, cus- 
tomers are invited to have the car 
inspected by an outside mechanic 
and sales are completed with the 
customer assuming all risk of the 
purchase. 

* + 


* 
ILLIAMSON salesmen sell both 
new and used, They are paid 
a flat 5 percent of the selling price 
of a used unit without regard to 
tradein, plus commissions on in- 
surance, finance paper and bonded 

warranty sales. 

There are five salesmen, a 
salesmanager and Ernie William- 
son selling. Both lots are open 
from 9 to 9 weekdays and from 
9 to 6 on Saturday and are closed 
all day Sunday. 

Men on the sales crew are firmly 
convinced that while new cars are 
great to maintain your reputation 
and promote service business, used 
cars are the real money maker of 
the import field. 

In part, this was echoed by John 
Williamson who said “If I could 
get enough used cars, and find a 
couple more good locations, there’s 
a good chance we'd have a couple 





more lots in operation mighty. 
quick.” 
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Pet. Pt. 
Change 
—6.43 
+-2.20 
— 0.94 
+-3.05 
+1.93 
+1.46 
+0.05 
—0.50 
—0.15 
+0.16 
—1.84 
+1.51 
+0.01 
—1.31 
+0.12 
+1.57 
— 0.76 


+115 
—0.32 


— 0.95 
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U. S. Import Sales Penetration— 
Top 20 Cars 
First Half, 1959 vs. 1958 
1969 Half 1958 Half 
Units Percent Units Percent 
ovegrevunvencouenst 18.70 40,614 25.13 
apieteupapeeensovosooonecees 13.26 17,879 11.06 
7.60 13,798 8.54 
6.71 5,922 3.66 
6.41 7,241 4.48 
6.36 7,923 4.90 
5.05 8,089 5.00 
3.92 74,137 4.42 
3.90 6,552 4.05 
3.30 5,081 3.14 
MG 2.91 7,671 4.75 
Austin-Healey ............... 2.75 1,999 1,24 
Morris .......... a 2.36 3,797 2.35 
Metropolitan. 6......... 2.24 5,746 3.55 
2.17 3,306 2.05 
1.97 647 0.40 
1.33 3,378 2.09 
1.25 155 0.10 
IEE cscssetinvoveesctnviniveodten 2,809 0.96 2,062 1.28 
RI teh isdesscvimpibenseeeroceres 2,175 0.75 1,217 0.75 
SE POO . cccovccsscccsosesessenee 17,857 6.12 11,421 4.07 
SMPEEEE” —sverncorescvecsoneevet 291,772 100.00. 161,635 100.00 
* Includes Hawali 














Opel Sparks Sales Gainers .. . 





Rivals Chop Into VW Penetration 


(Continued from Page 15) 

hall, MG, Metropolitan, Borgward 
and Jaguar. 

The lone make holding its mar- 
ket share exactly level from last 
year into 1959 was the Swedish 
Saab, which raised its sales from 
1,217 to 2,175 cars for the six 
months and accounted for 0.75 per- 
cent each time. Saab placed 20th 
in the 1959 tabulation. 

* + * 
| pone FORDS, which spread- 
eagle both the economy and 
compact fields, decreased their 
market share to 7.60 percent this 
year from the 1958 half’s 8.54 per- 
cent. 

Part of this loss was made up 
by the Ford Taunus from West 
Germany, which soared from a 
minuscule 155 sales a year ago 
to 3,643 registrations thus far in 
1959 and to 18th place in the stand- 
ings with 1.25 percent of the mar- 
ket. 

Both fifth-place Simca and 
sixth-ranked Fiat showed paral- 
lel patterns. Chrysler Corp.'s 





French entry rose from 4.48 per- 
cent to 641 percent, while the 
Italian economy car moved up 
from 4.90 percent to 6.36 percent. 

The Opel-Simca-Fiat battle for 
fourth place in import sales has 
raged all year. First-half tabulations 
by R. L. Polk & Co. showed the GM 
make leading with 19,583 sales. 
Simca had 18,711 and Fiat, 18,561. 

The seventh-selling British Hill- 
man kept pace with the bulging 
foreign-car market, Its penetration 
of 5.05 percent compared to an even 
5 percent a year ago. 

* > = 


RIUMPH, MG and Jaguar were 

the three sports cars in the 
Top 20 whose penetration percent- 
ages declined from 1958, although 
each enjoyed greater unit volume 
this year. Triumph fell 0.50 points 
to 3.92 percent, MG 1.84 points to 
2.91 percent and Jaguar 0.32 points 
to 0.96 percent. 

On the other hand, Austin-Healey 
scored a brisk increase as its regis- 
tations surged from less than 2,000 
to more than 8,000. The British 
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ARVIN SERIES “20” UNIVERSAL RECIRCULATING 
HOT WATER CAR HEATERS SAVE UP TO $40 OVER CAR-FACTORY MODELS! 


Space-saving, money saving . . . 


Petey, oe 


2-volt Models 


CARS—1959 Ford, Chevrolet, Plymouth, Dodge, DeSoto, Studebaker 
TRUCKS—1959 Chevrolet, Dodge, Ford trucks and most prior models 


SEE YOUR ARVIN DISTRIBUTOR 
e COLUMBUS, 


Arvin also manufactures Radios and Phonographs, Portable Electric Heaters, Electric 
Home Heating, Ironing Tables, Leisure Furniture, Barbecue Grills, and Car Mufflers 


5 ARVIN 


First in Car Heaters since 1921 





INDUSTRIES, 


inc. 


and profit winning! 
That’s what you can expect—and get—from an Arvin 
i car heater. No other heater comes even close to Arvin in 
down-to-earth value. Arvin gives you a big selling edge— 
and a big profit edge on all car installations! 


INDIANA 


halves your heater costs! 





Out-performs heaters costing far more—The big 
“heart” of this heater is a honeycomb core, with 2800 
inches of radiating surface. Big 8-blade, 7-inch fan circu- 
lates all the air in average sedan every two minutes. 


Easily installed. 


7-inch Fan 






Consumer Products Division 





make’s share rose 1.24 points to 
2.75 percent. 

The compact Volvo also kept 
pace with the import pace, finish- 
ing tenth and holding its pene- 
tration at 3.30 percent, compared 
to 3.14 percent a year ago. 

Aside from Saab, the smallest 
change was shown by the British 
Morris, which rose a fraction to 
2.36 percent and 13th position 
Vauxhall’s loss also was slight, the 
GM British import dipping only 
0.15 points to 3.90 percent. 

* * * 

MERICAN MOTOR’S METRO- 

POLITAN, at one time a seller 
among the top five imports, was 
14th with 2.24 percent of the mar- 
ket. Metro’s sales of 6,523 units 
were up least among the top 20 
from last year, when it registered 


| 


ge 


5,746 cars and captured 3.55 per- 


cent. 

Pressing Metropolitan hard in 
volume was the best-selling import 
in the higher-priced area—Stude- 
baker-Packard’s Mercedes-Benz. A 
total of 6,343 Mercedes-Benz cars 
were retailed in the 1959 half, good 
for 2.17 percent. Last year’s volume 
for the six months was 3,306 units 
and 2.05 percent. 

The compact French Peugeot 
finished 16th, with nearly 2 per- 
cent on 5,752 sales. This exceeded 

a negligible 1958 showing by 1.57 
points. 

Rounding out the 20 top imports 
was the German Borgward, the 
18th-place contender. Borgward’s 
volume of 3,870 units surpassed the 
1958 half by 502, but its penetra- 
tion declined 0.76 points to 1.33 
percent. 

Penetration of approximate- 
ly three dozen other makes, which 
netted 17,857 first-half sales, de- 
clined 0.95 points to 6.12 percent 
of the market. 

Volume totals include reports 
from all mainland states and 
Hawaii. 





Leasing Group 
Plans Session on 
Big 3 Compacts 


CHICAGO.—A discussion of the 
American-made compact cars and 
their probable impact on the indus- 
try will highlight the annual pre- 
model-introduction meeting of the 
American Automotive Leasing 
Assn. here Sept. 28. 

More than 75 leasing company 
executives are expected to attend 
the gathering at the Ambassador 
East Hotel, according to Kenneth 
C. Glaser, president of the trade 
group. 

Harry F. Barr, Chevrolet chief 
engineer, will lead the discussion 
and will show a movie about the 
Chevrolet Corvair, He is expected 
to have at least one of the new 
cars at the meeting for demonstra- 
tion. 

An address by Ellsworth A. 
Handy, vice-president, Harris Trust 
and Savings Bank of Chicago, on 
“Financing Automobile Leasing 
Business”. will be another feature 
of the meeting. He will stress the 
importance of understanding leas- 
ing from the banker’s point of 
view. 

Ellis Lyons, AALA Washington 
legal and tax counsel, will report 
on the current legal and tax prob- 
lems of the industry. 





Pennsylvania Group 
Elects 9 Directors 


LANCASTER, Pa.—Nine Lan- 
caster County dealers have been 
elected directors of the Metropoli- 
tan Lancaster Automobile Assn. 
Oscar Mohn, Mohn Brothers 
(Buick), Lancaster, is association 
president. 

The new directors are: W. B. 
Weaver, Hartman Pontiac; Keith 
Stetler, Stetler Automobile Co.; 
Charles Landis, Landis Garage; 
George D. May jr., Battery & 
Brake, and Carl Neil, Wiggins 
Chevrolet, all of Lancaster; John 
Zartman, Zartman Motors, Lititz; 
Earl Eberly, Eberly Buick, Eph- 
rata; Carl Migdon, Migdon Pon- 
tiac, Strasburg, and A. L, Gable, 
Gable Motors, Columbia. 
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+2 SIMCA 


IMPORTED FROM PARIS BY CHRYSLER 
SIMCA PRICES START AT $1698 20 East and Gulf Coasts 





This is the SIMCA Elysee. A 4-door, 4-cylinder, 4-speed, 5-passenger sedan, imported from 
Paris by Chrysler. Fastest rising import in America today. First six months’ sales of 1959 
exceeded all of 1958. Regular air freight shipment of parts insures prompt availability. 
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In Extra-Light Field .. . 





Imported Trucks Find 
Own Market Niche 


(Continued from Page 15) 


units which have more than a 
passing resemblance to VW. 

Since the boom in imported 
trucks has been somewhat less 
spectacular than that in cars, 
fewer makes have jumped on the 
bandwagon. As a result, relative- 
ly few import makes are avail- 
able, as compared with the num- 
ber of makes competing in the 
passenger-car field. 

Renault, chief competitor of VW 
in the imported passenger-car field, 
plans to enter the American market 
with a lightweight truck line later 
this fall or early next year. 

English Ford’s line of Thames 
commercial vehicles is available 
now, but so far volume has not 
been particularly impressive. 

The Tempo line of light trucks, 
also patterned after Volkswagen, 
has been available in the U. S. for 
some time. 

* * oa 
LIGHT pickup and van by 

Morris have been sold in light 
volume in the U. S. and Datsun is 
offering a small pickup. 

Mercedes-Benz Sales, Inc., has 
placed a small bus on the Amer- 
ican market and reportedly is 
continuing studies to determine 
whether to bring in its full range 
of trucks and its Jeep-type vehi- 
cle, the Unimog. 

So far, the only heavy foreign- 
built truck available in the U. S. is 
the Swedish-built Volvo diesel. 

The Japanese have cocked an eye 
on the extra-light field with their 
three-wheel utility vehicles, Lead- 
ers in this field are Daihatsu and 
Mitsubishi. 

* * * 


POPULAR model in the Volks- 

wagen line is the Kombi, which 
quickly converts from a station 
wagon to a panel truck through 
removal of seats. In fact, the Kom- 
bi “station wagon” can be pur- 
chased without seats for $1,995, 
New York port of entry. 

Other models in the VW com- 
mercial lineup include a panel 
delivery, $1,895; pickup, $1,885; 
six-passenger pickup, $2,150, and 
ambulance, $2,935. 

VW’s panels are available with 
doors on right side, left side or 
both sides. 

In the past, the VW truck has 
utilized the same 36-horsepower 
engine used in the passenger cars, 
but a new, more powerful unit is 
now being produced. 

VW commercial units are al] 165 
inches long and just under 68 
inches wide. Net weight is slightly 
over 2,000 pounds and payload, ac- 
cording to factory ratings, is 1,764 
for the pickup, 1,786 for the Kombi 
and 1,830 for the panel delivery. 

One of the drawbacks of the 
Volkswagen design is that the rear 
engine necessitates a high deck in 
the rear, VW, of course, merchan- 
dises the advantages of side-door 
loading. In the case of the pickup, 
where the entire deck is above- 
engine height, extra storage com- 

ents are side-loaded below 
the main deck. 

The Volkswagen is popular 
among truckers whose loads are 
relatively bulky but light. In this 
respect, it found a niche in the 


S-P Elects Hornbaker 


Assistant Treasurer 

SOUTH BEND.—Election of G. S. 
Hornbaker as assistant treasurer 
of Studebaker-Packard has been 
announced by 
Harold E. Chur- 
chill, president. 

Domestic credit 
manager since 
1953, Hornbaker 
will assist Arthur 
E. Gotsch, S-P 
treasurer. R, L. 
Weston has been 
appointed to suc- 
ceed Hornbaker. 

i Hornbaker joined 

G. 8. Hornbaker S-P in 1948 and 
has always been employed in the 
domestic credit department. Weston 
joined the firm’s credit department 
in 1947. 











U. S. market that was going un- 
filled by domestic producers. 
*” ~ - 
N ENGLISH FORD'S Thames 

800 commercial line are a deliv- 
ery van, called the Freighter, 
$2,070; a pickup, $2,266, and a chas- 
sis-cab unit for special-body use, 
$1,918. Thames also has a bug ver- 
sion of the van-at $2,447. 

The Thames is powered by a 
four-cylinder, 55-horsepower, 
front-mounted engine. Although 
the van normally is loaded from 
the rear, a side door is optional. 
Curb weight of the Thames is 
1,990 pounds for the chassis-cab 
unit and 2,443 for the van. With 
a factory payload rating of 1,845 
to 1,872 pounds, the trucks have a 
GVW assignment of 4,315 pounds. 
In the Tempo line, models and 
port-of-entry prices are panel, 
$2,457 and $2,840; pickup, $2,253 to 
$2,355; six-passenger pickup, $2,521, 
and chassis-cab, $2,164 to $2,215. 
The Tempo is driven by Austin’s 
32-horsepower engine (although the 
truck is German-built), Wheelbase 
measurements range from 106 to 
126 inches and payload capacities 

from 1,720 to 1,985 pounds. 
+ aa * 


ENAULT’S new line goes all 

out for low-level loading, util- 
izing front engine and front-wheel- 
drive to provide a level flooring 
only 14 inches above the ground. 

The new Renault truck line 
will be available as a panel, a 
raised-roof panel for walk-in 
service, a pickup and a small 
eight-passenger bus. It features 
independent rear suspension, No 
prices have been announced, 

In all versions, overall length is 
161.5 inches and width is 70.5 
inches. Wheelbase is 89.5 inches. 
According to Renault, payload is 
“approximately three-quarters of a 
ton, maximum loaded weight of the 
truck approximately 1% tons.” 

The 32-horsepower engine is de- 
rived from that used in the Dau- 
phine and is combined with a four- 
speed gearbox. 

The powerplant and transmission 
on the Renault are removable as a 
unit along with the front axle and 
suspension system. 

Loading is accomplished through 
a regular door at the rear or a 
sliding door on the passenger’s side. 

a * + 


OLVO’S diesel trucks come in 
three size-ranges, with all pow- 

ered by direct-injected, smokeless 
engines. 

The smallest L-375 series has 
a 90-horsepower diesel and is 
marketed by Volvo for use in city 
traffic and short-distance hauling. 

The middle range, or L-485 series, 
has 115-h.p. engine and five wheel- 
bases. The biggest unit, the L-495 
series, also has five wheelbases and 
is rated at 150 horsepower or, with 
a turbocharger, 185 horsepower. 

Volvo truck sales in 1960 will be 
limited to the East Coast, with 
penetration into the Midwest and 
Mid-South planned for 1961, 

Last month an old-line West 
German manufacturer of trucks, 
diesel engines, locomotives and air- 


craft — Henschel-Werke — an- 
nounced it would enter the U. S. 
market. 

Dr. Fritz-Aurel Georgen, presi- 


dent, said its complete diesel-pow- 
ered truck line and custom-built 
buses would be among products the 
firm plans to sell in the U. S. 

* * + 


N THE three-wheel truck busi- 
ness, offerings are divided 
among vehicles developed from 
European-built motor scooters and 
the heavier commercial units built 
mostly in Japan. 
Leader in the latter field is 
Daihatsu, which offers a 10- 
horsepower Trimobile with a 
cargo capacity of 900 pounds, It 
is available as an open-bed pick- 
up, canvas-topped carryall, panel 
delivery or trailer-hauling tractor. 
Not all the three-wheelers are 
small trucks. Although it is not 
now available in the U. S., Daihat- 
su’s Model PO-13-T has a wheel- 
base of 150 inches, a “normal pay- 
load” of 4410 pounds and 45 


horsepower. 





Lineup of Europe's Trucks 
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Volkswagen's Pickup a Sales Leader— 


Volkswagen, which accounts for about 85 percent of imported-truck sales in the 
U. S., offers this drop-side pickup as one of its half-dozen commercial models. Rear 
engine makes relatively high-level loading bed mandatory. With sides dropped, as 
pictured here, low-level side-loaded storage compartments are hidden from view. 
Factory-rated payload for pickup is 1,764 pounds. 
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Renault Raises the Roof — 


One of four commercial vehicles to be introduced shortly in the American market 
by Renault is this raised-roof panel truck. The high roof makes it possible for the 
driver to walk into the truck without stooping. The truck features front-engine front- 
wheel-drive and a floor only 14 inches above ground level. In addition to the rear- 
loading door, the Renault has a sliding side-loading door. 


English Ford's Compact Thames 800— 

This compact delivery van, the Thames 800, is sold in the U. S. by English Ford 
dealers. Powered by an overhead-valve engine developing 59 horsepower, the van 
has 180 cubic feet of payload space. The side-loading door is optional. With a curb 
weight of 2,443 pounds, the van is rated at 4,315 pounds gross vehicle weight. 
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L-495 Tractor— 


Volvo's 

Designed especially for heavy cross-country work, this is the largest truck in the 
Volvo line. It can be equipped with either a 150 or a 185-horsepower diesel engine. 
Gross vehicle weight is 32,000 pounds and gross combined weight is 68,000 pounds. 
As shown here, the tractor is being used by Interconsult, Inc., Chicago, to haul a 
semi-trailer bearing a two-unit bulk cement carrier. 











Foreign Handles 1 
Hard on Spellers 


Peogot, Volkswagon, 
Even Dolphin 


By John K. Teahen Jr, 
Staff Writer 

VEN the diehard admits that 

the imported automobile has 
become a part of the American 
scene. But it apparently will take 
a while for the names of the ve- 
hicles to become as familiar as the 
cars themselves. 

It seems that Americans simply 
cannot spell the names of the 
four-wheeled visitors, The aver- 
age person probably will do all 
right with Austin or Fiat, but— 
please—don’t let him try Peu- 
geot. 

For several months, AUTOMOTIVE 
News staff members have been 
compiling a list of weird spellings 
of imported makes that have ap- 
peared in letters, sales reports and 
various other types of printed mat- 
ter. 

om a * 
ITHOUT a doubt, the most 
maligned member of the im- 
port corps (from a spelling stand- 
point) is France’s Peugeot, It’s 
been dubbed the Peogot, Poujous 
and even Poohjoo. 

Nor has the most popular import 
escaped mention. The Germany en- 
try often is referred to as the 
Volkswagon, while in some East- 
ern precincts the VW sports model 
has been termed the Carmen Gear. 

One writer apparently thought 
there was something fishy about 

the car he called the Renault 
Dolphin, while another seemed 
to find celestial overtones in the 
English Ford Angelia. 

Maybe it was an Irishman who 
wrote about the Reiley or a movie 
fan who mentioned the Alfa Ro- 
mero. 

A popular sports car was dubbed 
the NG (perhaps by an unimpress- 
ed observer?), while another refer- 
ence was found to the MG Magnet, 
a car that probably has consider- 
able drawing power. 

+ oa * 

HERE also was mention of the 

Simka which, of course, is im- 
ported from France by Khrysler 
Korp. 

In Louisville, police spoke of 
their difficulties in spelling the 
names of the imports in their re- 
ports and in pronouncing them on 
the police radio. 

Another patrolman complained 
that finding the correct name of 
the car also is a problem. 

“Some of them have one name 
up front and another in the back,” 
he said, referring to lines that have 
the model name in one spot and 
the make of car in another. 

But maybe the import people will 
have the last laugh. Some writers 
already have misspelled Corvair, 
Falcon or Valiant—and the cars 
haven’t even been introduced. 


Import Tax Bill 
In N.H. Now 


Excludes Excise 


CONCORD, N. H.—A bill which 
would increase the local tax on im- 
ported automobiles in New Hamp- 
shire has been approved by the 
State Senate and returned to the 
House of Representatives for con- 
currence in an amendment remov- 
ing the Federal excise tax from the 
figure to be used ag the price of 
the car. 

The measure would establish the 
New York port-of-entry price less 
the Federal excise levy, as the fig- 
ure to be used by town and city 
clerks in computing the local tax 
on foreign-made vehicles. 

The port-of-entry price as ap- 
proved by the Senate still includes 
ocean freight and the Federal im- 
port duty. 

After running into a hornet’s nest 
of resentment from imported-car 
dealers and owners, the original 
taxation bill which had been 
passed by both the House and Sen- 
ate, was recalled from the desk 
of Gov. Wesley Powell. The propo- 
sal was then referred back to com- 
mittee where the new legislation 
was agreed upon. 
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Since 1948 The New Yorker Magazine has ranked first in 


imported car advertising pages...ranks third in total passenger 


car advertising pages for the first six months of 1959. 


“kK “Sales up 50 per cent in 1958. Rolls Royce credits 
its advertising campaign in The New Yorker with being responsible for an 
important share of this increase. Inspired favorable editorial comment from 


coast to coast.” 


bhitheg yo © Public Relations Officer, Rolls Royce, Inc. 





Advertisement prepared by Ogilvy, Benson & Mather, Inc. 


NEW YORKER 
sells 


automobiles 
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Rare U. S. Process ... 





VW Is Methodical 
In Picking Dealers 


By Robert M. Lienert 
Associate Editor 
ROBABLY the most sought- 
after franchise in the entire 
imported-car field is Volkswagen. 

Many have applied; few have 
been chosen, It may be of inter- 
est, therefore, to examine the sys- 
tem Volkswagen uses in screen- 
ing applicants, in deciding on 
dealer appointments and in help- 
ing the new dealership become 
established. 

First of all, Volkswagen policy 
has been to limit the number of 
dealerships, within geographical 
considerations, according to the 
number of vehicles that can be 
made available to the U. S. market. 

This policy has resulted in a 
U. S. dealership organization cur- 
rently numbering 410. These deal- 
ers have the highest average unit 





sales per dealer—133 in the first six 
months of this year--of any make. 
* * a 


HEN Volkswagen decides to 

appoint a new dealer, it con- 
ducts a thorough marketing study, 
then determines the area in which 
a dealership is most critically 
needed. 

From its file of inquiries and 
applications for dealerships in 
that vicinity, and in cooperation 
with the distributor, Volkswagen 
determines whether any of the 
applicants is suitable. 

If existing applicants do not meet 
VW standards, a Volkswagen field 
force moves into the area and, 
with the assistance of chambers 
of commerce, bankers and civic 
groups, selects suitable applicants. 

Then begins an intensive Volks- 
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Triumph Speeds to a Record— 


Setting a new world speed record, a Triumph TR-3 rounds the track during the re- 


cent trials at the Monza Autodrome Circuit 


in Italy. Eight new world records were set 


by a team of Cambridge University under-gradvates driving the stock production Tri- 


umph. 





wagen screening 
tion, ability, education, social 
standing in the community, finan- 
cial status and goodwill within 
the community. 


“Volkswagen places great em- 


of their reputa-| phasis on the individual,” a VW 


spokesman explained. 
7. * * 


IN a final choice is made, 
Volkswagen begins a program 
of intensive indoctrination. In this 









“Stromberg Carburetor 
performance builds 
car owner loyalty 
every day” 


“Sure ...an owner could easily 
switch to another make car just 
because he’s been having 
carburetor trouble. In cases of 
starting and stalling difficulties .. . 
and disappointing gas mileage— 
the average car owner 
blames the carburetor. And 
the car manufacturer gets 





a ‘going over’, too.” 


*You’re right, Bill, so why 
take chances with anything but 
the best in carburetors? And, 
for over forty years, that’s been 
STROMBERG". It’s built by the 
leaders in automotive fuel 
systems— Bendix-Elmira.” 


Bendix-Elmira By, 


ECLIPSE MACHINE DIVISION 
ELMIRA, NEW YORK 


*REG. U. S. PAT. OFF. 









process, special emphasis is placed 
on employe training, particularly 
insofar as mechanics are concerned. 

From the extensive experience 
gained throughout the world, re- 
quirements for an efficient deal- 
ership can be forecast with 
“amazing accuracy,” the spokes- 
man said. 

Under this system, he said, it is 
possible to establish an operation 
that will function efficiently and 
economically from the beginning. 

Physical requirements of the new 
dealership, based on the number 
of Volkswagens already in use in 
a particular area and on the num- 
ber of new vehicles to be allocated 
to the new dealer, are worked out 
with the dealer and with local 
architects. 

* * 
PECIAL attention is given serv- 
ice area, parts area, showroom 
and display area, office facilities, 
customer waiting area, landscaping 
and parking lots. 

In addition to the physical re- 
quirements, a thorough study of 
personne] requirements is made. 
Key personnel is trained in spe- 
cialized schools. Service managers 
are instructed in workshop or- 
ganization, economy and opera- 
tion. 

Service advisors get one-week 
classes on customer reception, cus- 
tomer relations, customer advice on 
repair, followup on repairs, test- 
drive and delivery of car back to 
customer. 

Mechanics receive one-week 
classes covering the entire vehicle, 
its maintenance and repair. There 
is also an advanced school giving 
special instruction on engine, trans- 
mission and front axle. Attendance 
at one basic school is mandatory 
for each mechanic. 

. a * 

ews distributor’s accounting de- 

partment helps open up the 
books and set up a standard ac- 
counting system. The distributor 
also gives “necessary guidance” in 
the initial steps of opening the 
business. 

Salesmen spend some time with 
the distributors where they under- 
go intensive sales training with 
emphasis on product knowledge 
and use that can be interpreted 
in terms of the customer’s needs. 
When all of these requirements 

have been met and the dealer has 
had his final clearance, then—and 
only then—the contract is signed 
and the first Volkswagens are de- 
livered. 





Import Owners 
Like Their Cars 
And Tell Why 


CHICAGO.—Are foreign-car own- 
ers really satisfied with their cars? 
The surprising degree of their sat- 
isfaction has been measured in a 
Popular Mechanics survey of im- 
ported-car owners. 

The magazine reported that 82.9 
percent of the import owners rate 
their cars “excellent.” In earlier 
surveys of eight 1959 American 
cars, only 70.6 percent of the own- 
ers gave their cars the same high 
rating. 

At present, nearly 10 percent of 
all the new cars sold in the U. S. 
are imported. The survey covered 
2,000 owners of 10 of the most pop- 
ular imports. 

More than half of the owners 
polled own only one car—their 
economy-type import—and about 45 
percent are in the working class. 

More than half of the owners 
say their next car will be another 
foreign make. About one-third are 
undecided, and less than one-sixth 
think they will go back to buying 
American cars in the future. 

The imports fell below the Amer- 
ican average when it came to rat- 
ing dealer service, Foreign-car 
owners rate 53.4 percent of the 
dealers as excellent, while Ameri- 
can-car owners rate 54.7 percent 
the same. 

Scarcity of parts and service 
head the list of the disadvantages 
of owning an imported car—42.6 
percent mention this. The lack of 
room inside the small cars is the 
second biggest complaint. 

Most frequently mentioned ad- 
vantage of ownership is economy 
of operation, listed by 81.9 percent 
of the owners. Second is ease of 


handling, followed by ease of park- jase, 


ing, good workmanship and low 
initial cost. 
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Education in High Gear 


Knowledge is the destination of this vehicle — the 
world’s first Mobile Laboratory for Automotive Re- 
search and Education. 


J&L stainless steel is used exclusively for exterior and 
interior components to help assure long, useful life. 
Part of that life will be devoted to gaining a better 
understanding of how stainless steel combats corro- 
sion, provides greater structural strength, reduces 
weight, improves performance. 


The high stength and durability of stainless steel can 
provide greater design freedom, more economical pro- 
duction and longer service life for all functional auto- 
motive components. 


J&L leads the industry in melt shop standards for 


stainless steel—the point where quality starts, and 
engineering achievement begins. : 


This unique Mobile Laboratory was presented to the University of Michigan by The 
International Nickel Company. It was adapted from a 27-foot General Motors Coach 
by lonia Manufacturing Div., The Mitchell-Bentley Corp. Contributing companies 
include: General Motors Corp.—Styling Staff, Engineering Staff, Proving Grounds, 
Truck and Coach Div., Harrison Radiator Div., and Frigidaire Div.; United States Rubber 


Company; Lyon, Inc.; and Friez Instrument Div., Bendix Aviation Corp. 


WK Plants and Service Centers: 


Los Angeles * Kenilworth (N. J.) « Youngstown « Louisville (Ohio) ¢ Indianapolis ¢ Detroit 


STAINLESS 


SHEET + STRIP ¢ BAR ¢ WIRE 


STAINLESS and STRIP DIVISION ¢ Box 4606, Detroit 34 


Jones & Laughlin Steel Corporation - 
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Ford's Plant in West Germany— 


Home of the Taunus line of passenger cars and Koln line of trucks is Ford-Werke, 
A. G., located on Henry Ford Strasse beside the Rhine River in Cologne, Germany. 
Here the late Henry Ford laid the cornerstone in 1930, dedicating the new plant to 
supply Evropean and world markets. In 1958, a total of 116,000 cars and 17,000 
trucks and buses were produced here. Ford of Germany exports vehicles to more 


Tops Domestics, Too .. . 


VW Enjoys 





Surge 


In Sales Per Dealer 


(Continued from Page 15) 


an average of 106 sales per deal- 
er, followed by Chevrolet with 

104. 

The 133-unit total surpassed 
Volkswagen’s showing in the first 
half of 1958 when dealers moved 
116 cars per franchise. That figure 
also was the best in the industry. 

> . * 


a, Place this year went to 
Renault, with 48 sales per fran- 
chise, and Fiat was close behind 
with 44. In the next three spots 
were English Ford, 33; Volvo, 27, 
and Simca, 26. 

No other imported make pro- 
duced as many as 20 sales per fran- 
chise during the first six months 
of 1959. 

Taunus earned seventh position 
with 19 sales per dealer, putting 
both of Ford Motor Co,’s imports 





than 70 countries. high on the ladder. Hillman was 


eighth with 18, and Mercedes- 
Benz, Triumph and Saab tied for 
ninth with 16. 

Volvo more than doubled its 
sales-per-dealer average with a rise 
of 107 percent, and both Simca and 
Mercedes-Benz accounted for twice 
as many sales per franchise this 
year as they did during the first 
six months of 1958. 

Other significant gains were re- 
corded by Hillman, up 64 percent; 
Fiat, up 52 percent; Renault, up 50 
percent, and Triumph, up 45 per- 


cent. 
* * * 


4 bees greatest year-to-year jumps, 
however, belonged to Austin- 
Healey and Opel, each of which 
tripled its 1958 performance. 


Austin-Healey averaged 12 sales 
per dealer, compared with four in 





last year’s first-half, and Opel 





hottest cold weather profit-builder in years! 





T.M. 


WINTER BATTERY WARMER 


| doubles battery starting power at zero... 
| same principle used in army arctic vehicles/ 


At last — the same principle used by far-northern mili- 
tary vehicles — adapted for the millions of Americans 
a who drive in below-freezing weather! When they use 
Thermo-Start, your customers are sure of quick, easy 


Why Thermo-Start makes winter starting easier: 
BATTERY POWER NEEDED Phnenns POWER AVAILABLE 
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60° “0 20° 0° or 60° “ 20° e° ‘oo 60° “0 20° 
Just when you need MORE power, 


“SUMMER-IZED”— 





@e° 
When the temperature goes down, 





starts in coldest weather, because their car batteries are 
protected against winter power- 
loss! They'll be asking for Thermo-Start at the first cold 
snap — be ready for the demand and order NOW! 


BATTERY POWER AVAILABLE WITH THERMO-START 


‘SUMMER-IZE"’ 
YOUR BATTERY 
WITH 
THERMO-START 


your engine needs 2% times MORE a cold battery gives 60% LESS! 
= 
power to start. ee 
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HERE'S HOW 
; . THERMO-START 
WORKS: 


Place under car battery, with lead-in plug 
up. When weather goes to 32°, plug in 
Thermo-Start to house current. 100-Watt 
Nichrome heating coil, sealed in heat- 
resisting Neoprene, warms battery by 
conduction for full power — fast engine 
turnover — quicker starts. Smallest oper- 
ating cost of any device advertised for 
cold-weather starting — pays for itself in 
longer battery life! 
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LIST PRICE 


$9.95 


Slightly Higher 


get the details 
west of Rockies 


on this new high-profit item 
a —write today! 






Véstonator ine. 


manufactured by 
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120 N. Peoria Street, Chicago 80, Illinois 





climbed from two to six. 

Austin-Healey tied for 12th place 
with Peugeot in this year’s stand- 
ings, and Opel was deadlocked with 
Jaguar for 19th. 

In addition to Opel, there are 
three newcomers among the top 
20 in sales per dealer this year. 
They are Taunus, Peugeot and 
Toyopet, each of which was avai!- 
able in the U. S. for only part 
of the first half of 1958. 
Disappearing from the top 20 this 
year were DKW, Lloyd, Metropoli- 
tan, Goliath, Isetta and Alfa Ro- 
meo. (Because of ties, the “top 20” 
included 23 makes last year and 
21 this year.) Lloyd took the big- 
gest tumble, dropping from a tie 
for 18th place to a tie for 35th. 

+ * * 


N ANALYSIS of the figures for 

the first half of this year 
shows that one make (Volkswagen) 
accounted for more than 100 sales 
per franchise; five others were in 
the 20-50 category, and nine more 
registered between 10 and 20 sales 
per outlet. 

There were five makes with six 
to nine sales per franchise; 11 lines 
that were good for four or five 
sales, and seven others whose deal- 
ers moved an average of either 
two or three cars. 

At the low end of the scale, 
six makes accounted for only one 
sale per dealer, and four more 
averaged less than one sale per 
franchise during the first half of 
this year. 

Since many imported-car dealers 
have half a dozen or more makes 
in the showroom, they can build a 
respectable volume even though 
none of their lines are able to crash 
the top 10. 

An example is the dealer han- 
dling the five British Motor Corp. 
offerings — Austin, Austin-Healey, 
MG, Morris and Riley. On a com- 
bined basis, these makes averaged 
38 sales per dealer during the first 
half. Individually, MG was the top 
producer with 13 sales per outlet. 


GM Asks Court 
ae o 
To Kill Suit Over 
° . 
Engine ‘Explosion’ 

GREENSBORO, N. C.— General 
Motors has filed an answer in U. S. 
District Court here denying it 
should pay damages sought by a 
woman who claims she was injured 
when the engine in her 1956 auto 
exploded. She is seeking $26,000. 

GM asked the court to dismiss 
the suit on the grounds that the 
plaintiff has failed to allege facts 
sufficient to show that GM is 
liable or indebted to her in any 
manner. 

Laland Frye claimed the engine 
exploded because of “inferior qual- 
ity” materials. She also alleged GM 
was “negligent by not properly 
testing and inspecting materials” 
used in the car. 

In its answer, GM said the Frye 
suit does not allege in what respect, 
if any, the materials were inferior, 
and does not substantiate any of 
the other allegations. 

GM contended that the car in 
question was purchased as a used 
car and had been driven thousands 
of miles before the incident is al- 
leged to have occurred. 

GM contended the plaintiff failed 
to exercise proper care in main- 
taining and operating the car, and 
that no contractural relationship of 
any kind existed between her and 
the company. 


N. Y. Import Unit 
Meets Thursday 


NEW YORK.—A meeting of 
Metropolitan New York members 
of the National Imported Car Deal- 
ers’ Assn. will be held at Allison’s 
Restaurant, on Northern Bilvd., 
Manhasset, at 8:30 p.m, on Sept. 17. 

The agenda includes discussion 
of warranty-repair problems, the 
necessity of procuring franchises 
in writing, the prevention of abuses 
by dealers as well as distributors, 
legislation to protect territorial 
rights of dealers, the adoption of 
uniform procedures and methods 
of disseminating information 
among imported car dealers. 

Louis Comito, association presi- 
dent, said the organization hoped 
to induce distributors to carry and 
make available adequate supplies 
of parts. This meeting will mark 
the start of the association’s fifth 
year. 
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NEW NATIONAL SALES 
AND SERVICE NETWORK 
NOW BEING ESTABLISHED 


FOR THE INTERNATIONALLY-RENOWNED 


AUTO-UNION ano DKW wotor cars 








BE SURE TO DRIVE AND EVALUATE THE 
UNIQUE CARS BEARING THIS HIGHLY 
RESPECTED EMBLEM ... 


\_DKw 






Watch for the great, new 750cc DKW with unusual 
engineering advances soon to be introduced in the 
U. S. A. 

















Mercedes-Benz Sales, Inc. is proud to announce that we have been appointed exclusive distributors throughout the 


United States for these highly respected and internationally-known motor cars. 


As rapidly as possible, we are qualifying and appointing dealers who can provide the modern showroom facilities 
and knowledgeable service which these fine cars deserve. They will comprise a national network of Auto Union-DKW 
dealers . . . staffed, stocked and equipped to render present and future Auto Union and DKW owners the same 


attentive, individualized service that our present Mercedes-Benz dealers offer their customers and owners. 


There are a few Auto Union and DKW models now available in America . .. more, many more, will be arriving within 
the next few months. We hope that you will take the time to learn the many attributes of these unique automobiles. 


You are invited to investigate an Auto Union-DKW franchise. For detailed information, write to General Sales Man- 


ager at the address below. 


MERCEDES-BENZ SALES INC. (A Subsidiary of Studebaker-Packard Corporation) 


635 South Main Street, South Bend 27, Ind. 
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Quick Look at the Imports 


(Continued from Page 14) 
several foreign 


Dealers who wish further details 
should in most cases first contact 
the U. S. importer listed for the 
given make rather than the factory 
at the home address. 

The directory follows: 

ALFA ROMEO— 

Price range: $3,469 to $5,028. 

Roadster, coupe and sedan. 

U. S. dealerships: 270. 

Average U.S. dealer handled eight 

vehicles in 1958. 

Production in 1958: 20,600 

Estimated 1959 sales in U. S.: 

2,300. 

Home address: S. A. Alfa Romeo, 

via Marco Ulpio Traiano 33, 

Milan, Italy. 

U. S. importer: Hoffman Motor 

Car Co., Inc., 443 Park Ave., New 

York 22, N. Y. 
ARNOLT-BRISTOL— 

Price range: $3,995 to $4,995. 

Roadster. 

U. S. Dealerships: 8. 

Average U. S. dealer handled 





three vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 20. 
Home address: S. H. Arnolt, Inc., 
2130 N. Lincoln Ave., Chicago, Ill. 

ASTON MARTIN— 

Price range: $7,550 to $9,870. 
Coupe and roadster. 

U. S. dealerships: 20. 

Average U. S. dealer handled two 
vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 60. 
Home address: David Brown 
Corp. (Sales), Ltd., Aston Martin 
Division, Hanworth Park, Felt- 
ham, Middlesex, England. 

U. S. importer: J. S. Inskip, Inc., 
24 E. Fifty-fourth St., New York, 
N. Y. 

AUSTIN and AUSTIN-HEALEY— 
Price range: $1,795 to $3,371. 
Sedans, convertible and roadster. 
U. 8S. dealerships: 670. 

Average U. S. dealer handled 12 
vehicles in 1958. 

Production in 1958: 175,000. 
Estimated 1959 sales in U. S.: 
22,000. 





Home address: Austin Motor Co., 
Ltd., Longbridge Works, North- 
field, Birmingham, England. 
U. S. importer: Hambro Auto- 
motive Corp., 27 W. Fifty-seventh 
St., New York 19, N. Y. 

AUTO UNION— 
Price range: $2,301 to $3,925. 
Roadster, four-door sedan and 
hardtop coupe. 
U. S. dealerships: Not available. 
Average U. S. dealer handled 11 
vehicles (including DKW) in 1958. 
Production in 1958: 64,413 (in- 
cluding DKW). 
Estimated 1959 sales in U. S.: 
2,500 (including DKW). 
Home address: Auto-Union 
G.m.b.H., Ingelstadt, Dusseldorf, 
West Germany. 
U. S. importer: DKW American, 
Inc., 630 Fifth Ave., New York 
20, N. Y. 

BENTLEY— 
Price range: $13,695 and up. 
Four-door sedan, two-door sports 
sedan, convertible and various 
custom bodies. 
U. S. dealerships: 55. 





Average U. S. dealer handled 
two vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 125. 
Home address: Bentley Motors 
(1931) Ltd., 14-15, Conduit St., 
London, W.1, England. 

U. S. importer: Rolls-Royce, Inc., 
10 Rockefeller Plaza, New York 
20, N. Y. 


BERKELEY— 


Price range: $1,595 to $1,745. 
Roadsters. 

U. S. dealerships: 75. 

Average U. S. dealer handled four 
vehicles in 1958. 

Production in 1958: Not available. 
ee 1959 sales in U. S.: 


Home address: 
Ltd., Biggleswade, 
England. 

U. S. importer: Berkeley Motor 
Cars, Ltd., 218 W. Garvey, Mon- 
terey Park, Calif. 


Berkeley Cars, 
Bedfordshire, 


BMW and BMW-ISETTA— 


Price range: $1,048 to $11,900. 
Single-door coupe, two-door se- 
dan, four-door sedan, convertible 
and touring sport coupe. 

U. S. dealerships: 476. 

Average U. S. dealer handled 
seven vehicles in 1958. 
Production in 1958: 50,226. 
Estimated 1959 sales in U. S.: 
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I9NGO WAR 


sole distributor: WI LLY W 7. K I N,” 


2400 W. WASHINGTON BLVO., LOS ANGELES 17, CALIF. 








5 PASSENGER 
SUN ROOF LIMOUSINE 
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4 DOOR CAMPING 
STATION WAGON 


CHANGE OIL 


for the life 
_ of thé engine! 


, 100° wheelbase, ila seats than 
gd  earsselling for $7000 more 









2 SEATER 
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3,000. 

Home address: Bayerische Mo- 
toren Werke, Lerchenauerstr ‘6, 
Munich, Germany. 


U. S. importer: Fadex Commer- 
cial Corp., 487 Park Ave., New 
York 22, N. Y 

BORGWARD— 


Price range: $2,495 to $3,750. 
Two-door sedan, station wagon, 
sport coupe. 
U. S. dealerships: 479. 
Average U. S. dealer handled 13 
vehicles in 1958. 
Production in 1958: 30,006. 
Estimated 1959 sales in U. S:: 
7,500. 
Home address: Carl F. W. Borg- 
ward, G.m.b.H., Automobil-u. 
Motorenwerke, Bremen 11, Ger- 
many. 
U. S. importer: Fergus Imported 
Cars, Inc., 1717 Broadway, New 
York 36, N. Y., and Earle C. 
Anthony, Inc., 1000 S. Hope St., 
Los Angeles, Calif. 
CITROEN— 
Price range: $1,195 to $3,245. 
Four-door sedans. 
U. S. dealerships: 225. 
Average U. S. dealer handled six 
vehicles in 1958. 
Production in 1958: 178,858. 
Estimated 1959 sales in U. S:: 
2,000. 
Home address: S. A. Andre Cit- 
roen, 117-167 Quai de Javal, Paris, 
15e, France. 
U. S. importer: Citroen Cars 
Corp., 300 Park Ave., New York 
22, N. Y. 
DAIMLER— 
Price: Estimated at $4,000. 
Sports roadster. 
U. S. dealerships: 
ized. 
Production: Roadster not in pro- 
duction in 1958. Sedans not avail- 
able in U. S. 
Home address: Daimler Co., Ltd., 
Radford Works, Coventry, Eng- 
land. 
U. S. importer: Daimler Co., Ltd., 
Box 6790, Baltimore 4, Md. 
DATSUN— 
Price: $1,616. 
Four-door sedan. 
U. S. dealerships: 287. 
Average U. S. dealer handled one 
vehicle in 1958. 
Production in 1958: 17,000. 
Estimated 1959 sales in U. S.: 
1,000. 
Home address: Nissan Motor Co., 
Ltd., Yokohama, Japan. 
U. S. importer: Luby Datsun 
Distributors, Ltd., 107-36 Queens 
Blvd., Forest Hills 75, N. Y., and 
Western Datsun Distributors, 
5967 Lankersheim Blvd., North 
Hollywood, Calif. 
DKW— 
Price range: $1,995 to $2,321. 
Two-door sedan, four-door sedan, 
two-door hardtop and station 
wagon. 
U. S. dealerships: Not available. 
Average U. S. dealer handled 11 
vehicles (including Auto Union) 
in 1958. 
Production in 1958: 64,413 
cluding Auto Union). 
Estimated 1959 sales in U. S.: 
2,500 (including Auto Union). 
Home address: Auto-Union 
G.m.b.H. Ingelstadt, Dusseldorf, 
West Germany. 
U. S. importer: 
Inc., 630 Fifth Ave., 
20, M. ¥X. 
ELVA— 
Racing sports cars. 
U. S. dealerships: Not available. 
Average U. S. dealer handled one 
vehicle in 1958. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S:: 
10. 
Home address: Elva Engineering 
Co., Bexhill-on-Sea, England. 
U. S. importer: Continental Mo- 
tors, Ltd., 1401 Rhode Island Ave., 
N. W., Washington, D. C. 
ENGLISH FORD— 
Price range: $1,561 to $2,865. 
Two-door sedans, four-door se- 
dans, station wagons and con- 
vertibles in various series. 
U. S. dealerships: 668. 
Average U. S. dealer handled 53 
vehicles in 1958. 
Production in 1958: 287,000. 
Estimated 1959 sales in U. S:: 
50,000. 
Home address: Ford Motor Co., 
Ltd., Dagenham, Essex, England. 
U. S. importer: M-E-L Division, 
3000 Schaefer, Dearborn, Mich. 
FACEL-VEGA— 
Price range: $8,550 to $12,800. 
Coupe and four-door hardtop. 
U. S. dealerships: 23. 
Average U. S. dealer handled two 
vehicles in 1958. 
Production in 1958: 180. 
(Continued on Page 52, Col. 1) 
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To Withstand Strong Competition .. . 





Distributor Strengthens Dealers 


By Ed Brown 
Staff Correspondent 
NEw YORK.—Helping a dealer 
increase his sales from 25 to 65 
cars per month, in a one-month pe- 
riod, is the way Renault’s newest 
distributor, Magna Motors, Inc., 
implements a “philosophy of auto- 
mobile retailing.” 

This increase was accomplished 
at an upstate dealership, accord- 
ing to Victor Elmaleh, president 
of the distributorship, and is an 
illustration of the kind of crea- 
tive work he is anxious to pro- 
mote among dealers. 

“The dealer was probably one of 
the happiest people in the world,” 
Elmaleh said. “His entire operation 
was tighter, simpler, more aggres- 
sive and, I must add, more profit- 
able.” 

One of the most important 
changes involved, he said, was the 
concentration of effort on the Ren- 

ault and Peugeot line. Instead of 
handling a variety of lines, the 
dealer now intensifies his effort on 
the full line of cars offered by the 
two marques. This means simplified 
bookkeeping, less-complicated parts 
inventory and a simplified effort in 
the service and sales departments. 
* * * 


FEEL,” Elmaleh said, “that we 

have a full line of automobiles 
in just about every range to offer 
both dealer and public. We start at 
the bottom of the price scale with 
a car in the $1,300 price range, 
which is our 4-CV, Then we move 
up to the Dauphine, to which we 
will soon be adding our new sport 
model, the Caravelle. 

“Add to this a line of trucks, 
which will be introduced soon, 
and you can see why a dealer 
needn’t carry a variety of lines 
in order to conduct a full-scale 
business. 

“In addition, he has the added 
advantage of the Peugeot, for those 
people anxious to enjoy a medium- 
priced automobile. It offers many 


tion problems, Elmaleh said, 
“There is an obvious need for our 
car in the market today. It is up 
to the salesmen to recognize this 
need and in turn interpret it in- 
telligently to the buyer.” 

The salesman who does so is 
“limited in his earning capacity 
only by his ability and enthusiasm,” 
Elmaleh said. 

The present small car market 
“was made by the buyer and the 
economy,” Elmaleh feels, and it is 
doubtful that the later factor will 
change perceptibly in the near fu- 
ture. 

It is Elmaleh’s opinion that the 
entry into the market of the De- 
troit compact cars will only serve 
to broaden it. 

“I don’t think we have yet seen 
the full extent of this small-car 
market,” he said. “Right now, I 
doubt that anyone can accurately 
predict its true depth.” 

* * * 


LMALEH bases his own confi- 
dence in Renault’s future on 





the fact that there will no Detroit 
product in the Dauphine class. Al- 
though it wasn’t stated, it was im- 
plicit in the conversation that price 
alone will give many imports an 
advantage over the Detroit product. 

With Peugeot, it is expected 
that the “built-in” package of 
extras, all part of the list price, 
will assure it a place in the 
market, too, even though it will 
be competing directly in the price 
range of Detroit’s compacts. 

With Elmaleh the feeling seems 
to predominate, as it does in most 
import executive categories, that 
the new Detroit product will exert 
its greatest damaging pressure 
against the domestic medium-price 
field. 

Elmaleh says 1960 will witness 
the “continued climb” of the im- 
ported car in the U, S., although 
he feels that some makes will be 
forced out of the market. 





DOLPHIN MOTORS INC 


MAGNA MOTORS INC. 
CARS OVERSEAS IW 
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All Signed Up— 


At the signing of the new distributor 
for Renault are, from left, Bruce Douglas, 
assistant general sales manager, Renault; 
Victor Elmaleh, president, Dolphin Motors, 
Inc., Magna Motors, Inc., and Cars Over- 
seas, Inc., and Robert Valode, president, 
Renault. 





Volkswagen Tops 
All Foreign Cars 
In Maryland Sales 


BALTIMORE. — Volkswagen was 
the best-selling foreign car in 
Maryland in the first seven months 
of 1959, with 819 sales, according 
to a report by the Automobile 
Trade Association of Maryland. 

Fiat was runnerup, registering 
661 of the 5,618 foreign-car sales re- 
ported from Jan, 1 through July 31. 
Renault placed third, with 568, and 
Simca was close behind with 503. 

Other sales by makes in order of 
finish: 

Opel, 412; English Ford, 396; Hill- 
man, 336; Triumph, 287; Volvo, 217; 
Austin, 215; Vauxhall, 213; Mer- 
cedes-Benz, 165; Morris, 148; MG, 
134; Peugeot, 104; Jaguar, 70; Ger- 
man Ford, 57. 

Borgward, 47; Saab, 45; Goliath, 
32; Porsche, 30; Sunbeam, 27; 
Singer, 21; Alfa-Romeo, 19; Datsun, 
14; DKW and Citroen, 13; NSU 
Prinz, 11; Lloyd, 10; Goggomobil, 6; 
Berkeley, 5; Moretti, 4; Morgan and 
BMW, 3; Humber, and Isetta, 2, 
and Panhard, Peerless, Riley, Rolls- 
Royce, Bentley and Wartburg, 1 





Barrage where it does most good! 
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extras at a low list price.” 

Elmaleh, a Simca distributor | 
until Chrysler entered the picture, | 
acquired the new distributorship in | 
April and has been working since | 
then to strengthen his dealer or-| 
ganization, 

“We want our dealers to make 
money,” he asserted, “because this | 
is how an organization capable of 
withstanding strong competition is | 
built.” 

cad ck * | 

T° THIS end he is setting up a 
systematic program of business 
and sales management procedures 
which will be available to all deal- 
ers within his area. Qualified per- 
sonnel are available to work and 
consult with dealers in an effort to 
make each operation more profit- 
able. Comparison of sales figures 
indicates that the precepts outlined 
are taking hold in the affected area. 
Speaking of sales indoctrina- 


Briton Doubts 
New Small Cars 
Will Hurt Sales 


MONTREAL.—According to Sir 
Saville Garner, United Kingdom 
High Commissioner in Canada, the 
new contemplated smaller North 
American automobiles should not 
worry British auto manufacturers 
and dealers in Canada as a whole. 

Sir Saville said “the North Amer- 
ican car is really in competition 
with their constructors’ former 
large models.” 

He said in an interview in Mon- 
treal that Britain’s export market 
is centered around the high class 
automobile “and I still get com- 
plaints that purchasers here can- 
not get those fast enough.” 

Recent announcements that Can- 
ada’s car manufacturers are to 
come out with smaller models later 
this year caused some fear among 
Montreal United Kingdom car deal- 
ers that their sales may be affected. 





Sir Saville, however, denied there 


was any basis to the fears, 

“Sales (of U. K. models) are ris- 
ing and even with smaller North 
American models now in opera- 
tion,” he added, “there are no 
signs that United Kingdom manu- 





facturers (and dealers) will be 
hurt,” 








Now it will soon be possible to put a 
barrage of advertising in specific markets, 
win customers, friends, and sales . . . do 
selective—local—selling, for the first time 
in a quality farm magazine! 

SuccessFUL FARMING, effective with 
the January 1960 issue, will offer twenty 
State and Regional editions, plus the 
National edition. The advertiser chooses 
the combination which best fits his plans. 

The new flexibility enables advertisers 
to concentrate sales effort where additional 
selling effort is needed, back up local and 
regional salesmen, dealers and distributors, 
intensify impressions. 

You can list dealers, gain the advantage 
of personalized selling, and enjoy a new 
merchandising tool. 

The new SF editions will also fit the 
needs of sectional advertisers, department 
stores, local industry, be an important step 
to broader distribution and expansion. 

Advertisers in the State and Regional 
editions will get all the assured advantages 








of SuccessruL Farminc —its unique 
editorial influence which opens doors for 
the salesmen, heightens receptivity and 
response. . . its friendship and warmth, won 
by 57 years of service, helping subscribers 
earn more money, live better. 

You'll get the same fine reproductions, 
quality visual presentation, longer life — 
SucCESSFUL FARMING is a service manual, 
kept, read, and referred to continually 
on practical problems. 

The SF farmer has a big farm, averaging 
336 acres, and getting bigger — today is 
50% larger than in 1945. 

Of major importance in agriculture, 
the SF audience has 41% of all U.S. milk 
cows, sells 47% of all cattle and calves, 
and 62% of all the nation’s hogs and pigs. 

SF readers have money and means. For 
more than a decade, the average estimated 
annual cash farm income of SF farm 
subscribers has been around $10,000, and 
in 1958 reached $12,120. 


Your advertising in the SF State and 
Regional editions, in the National edition, 
or in a combination of both, gets respect 
and results. No other medium can match 
the productivity of SuccessFuL FARMING 
among the nation’s top farm families. 

Make your plans now — for the best 
sales opportunity of 1960. 

The nearest SF office will gladly tell 


you more. 


Meredith of Des Moines . . . America’s 


biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


} 
t 





| 


=e 
ee 


























s q: 








4 - 
Edition States *Circulation Pg. Rate 
| 1 om, aes, nom, - _ 608,297 $3,955 
lebraska, Minnesota, Wisconsin 
20 State & Regional 2 Illinois, indiana 218,956 $1,860 
Editions of Successful Farming— © 3 Iowa 128,670 $1,160 
4 Minnesota 116,748 $1,050 
in January 1960 5 Nebraska 67,646 $ 625 
6 North Dakota, South Dakota 82,225 $ 760 
7 Wisconsin 76,277 +=$ 705 
8 lowa, Illinois, Indiana 347,626 $2,780 
9 lowa, Minnesota 245,418 $2,085 
10 lowa, Nebraska 196,316 $1,720 
11 Minnesota, Wisconsin 193,025 $1,690 
12 Minnesota, North Dakota, 198,973 $1,740 
South Dakota 
13 North Dakota, South Dakota, 149,871 $1,350 
Nebraska 
14 Illinois, Indiana, Ohio 320,412 $2,565 | 
15 lowa, Minnesota, North Dakota, 395,289 $3,065 
South Dakota, Nebraska 
16 lowa, Illinois, Indiana, 540,651 $3,785 
Wisconsin, Minnesota 
17 IMinois, Indiana, Ohio, 464,985 $3,370 | 
Wisconsin, Michigan 
18 North Dakota, South Dakota, 217,241 $1,850 
Nebraska, Kansas 
19 lowa, Nebraska, Kansas, 339,268 $2,715 
Missouri 
20 Middle Atlantic, New England 138,385 $1,245 
*A.B.C. Publisher's Statement 12/31/58 
Successful Farming . . . Des Moines, New York, Chicago, Atlanta, Boston, Cleveland, 
Detroit, Los Angeles, Minneapolis, Philadelphia, St. Louis, San Francisco. 
ae 
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Quick Look at the Imports 


(Continued from Page 50) 
Estimated 1959 sales in U. S.: 40. 
Home address: Facel S.A., 19, 
Avenue George V, Paris 8e 
France. 

U. S. importer: Hoffman Motor 
Car Co. Inc., 443 Park Ave., New 
York 22, N. Y. 


FERRARI— 


Price range: $12,600 and up. 
Coupe and convertible. 

U. S. dealerships: 5. 

Average U. S. dealer handled 13 
vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 85. 
Home address: Ferrari Automo- 


bili, Viale Trieste 79, Modena, 
Italy. 
U. S. importer: Luigi Chinetti, 
440 W. Nineteenth St., New York, 
i! A 

FIAT— 


Price range: $1,098 to $3,498. 
Two-door sedans, four-door se- 
dans, station wagons, roadster, 
special vehicles. 

U. S. dealerships: 426. 

Average U. S. dealer handled 56 
vehicles in 1958. 

Production in 1958: 330,200. 
Estimated 1959 sales in U. S.: 
40,000. 

Home address: Fiat S.A., Corso 
IV, Novembre 300, Turin, Italy. 
U. S. importer: Fiat Motor Co., 
Inc., 500 Fifth Ave., New York 
36, N. Y. 


GOGGOMOBIL— 


Price range: $995 to $1,695. 
Two-door sedan, coupe, van. 
U. S. dealerships: 175. 

Average U. S. dealer handled two 
vehicles in 1958. 

Production in 1958: 42,458. 
Estimated 1959 sales in U. S.: 600. 
Home address: Hans Glas Isaria- 
Maschineenfabrik, Dingolfing/ 
Bayern, Germany. 





U. S. importer: Continental Car 


Combine, 1728 Broadway, New 
York 19, N. Y. 
GOLIATH— 


Price range: $1,949 to $2,568. 
Two-door sedan, convertible, sport 
coupe and station wagon. 

U. S. dealerships: 371. 

Average U. S. dealer handled 
eight vehicles in 1958. 

Production in 1958: 10,853. 
Estimated 1959 sales in U. S.: 
4,000. 

Home address: Goliath-Werke 
G.m.b.H., Osterdeich 222, Bremen, 
Germany. 

U. S. importer: Goliath Importers, 
1047 Broadway Ave., Burlingame, 
Calif. 


HILLMAN— 


Price range: $1,699 to $2,299. 
Four-door sedan, convertible and 
station wagon. 

U. S. dealerships: 804. 

Average U. S. dealer handled 27 
vehicles in 1958. 

Production in 1958: 100,000. 
Estimated 1959 sales in U. S.; 


33,000. 
Home address: Hillman Motor 
Co. Ltd. Ryton-on-Dunsmore, 


Coventry, England. 
U. S. importer: Rootes Motors, 
Inc., 32-42 Twenty-first St., Long 


Island City 1, N. Y. 
HUMBER— 


Price range: $3,995 to $4,575. 
Four-door sedan and station 
wagon. 

U. S. dealerships: 95. 

Not available in U. S. in 1958. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 100. 
Home address: Humber, Ltd., 
Ryton-on-Dunsmore, Nr. Coven- 
try, England. 

U. S. importer: Rootes Motors, 
Inc., 32-42 Twenty-first St., Long 
Island City 1, N. Y. 





JAGUAR— 


Price range: $4,500 to $6,020. 
Coupe, roadster, convertible and 
four-door sedans. 

U. S. dealerships: 454. 

Average U. S. dealer handled 10 
vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 
5,600. 

Home address: Jaguar Cars, Ltd., 
Coventry, England. 

U. S. importer: Jaguar Cars, Inc., 
32 E. Fifty-seventh St., New York 
Ti, Bu. Bs 


LANCIA— 


Price range: $2,892 to $6,485. 
Four-door sedan, coupes, con- 
vertibles. 

U. S. dealerships: 155. 

Average U. S. dealer handled one 
vehicle in 1958. 

Production in 1958: 10,240. 
Estimated 1959 sales in U. S.: 800. 
Home address: Lancia & Co., via 
Monginevro 99, Torino, Italy. 

U. S. importer: Hoffman Motor 


Car Co., 443 Park Ave, New 
York 22, N. Y. 
LLOYD— 


Price range: $1,395 to $1,895. 
Two-door sedan, convertible and 
station wagons. 

U. S. dealerships: 423. 

Average U. S. dealer handled six 
vehicles in 1958. 

Production in 1958: 49,033. 
Estimated 1959 sales in U. S.: 
2,000. 

Home address: Lloyd Motoren 
Werke G.m.b.H., Vulkanstrasse, 
Bremen 23, Germany. 

U. S. importer: Foreign Cars 
Corp. of Florida, 1812 S. Andrews 


Ave., Fort Lauderdale, Fla. 
LOTUS— 


Price range: $2,563 to $9,964. 
Racing sports cars. 
U. S. dealerships: Not available. 





Average U. S. dealer handled one 
vehicle in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 20. 
Home address: Lotus Engineer- 
ing Co., Ltd., 7, Tottenham Lane, 
Horsey, London, N.8, England. 
U. S. importer: Jay Chamberlain 
Automotive, Inc., 4110 Lanker- 
shim Blvd., North Hollywood, 
Calif. and others. 


MAICO— 


Price range: $1,325 to $1,845. 
Two-door sedans. 

U. S. dealerships: 45. 

Average U. S. dealer handled two 
vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 100. 
Home address: Maico-Werke 
G.m.b.H., Pfaffingen-Tubingen, 
Germany. 

U. S. importer: Maico Motor Co., 
404 W. Eight Mile Rd., Detroit, 


Mich. 
MERCEDES-BENZ— 


Price range: $3,240 to $12,621. 
Four-door sedans, diesels, station 
wagons, coupes, roadsters, con- 
vertibles, hardtops. 

U. S. dealerships: 386. 

Average U. S. dealer handled 21 
vehicles in 1958. 

Production in 1958: 99,209, 
Estimated 1959 sales in U. S.: 
14,000. 

Home address: Daimler-Benz 
A.G., Stuttgart - Unterturkehim, 
Germany. 

U. S. importer: Mercedes-Benz 
Sales, Inc., Studebaker-Packard 
— 635 S. Main, South Bend, 
nd. 


METROPOLITAN— 


Price range: $1,673 to $1,696. 
Hardtops and convertible. 

U. S. dealerships: 1,671. 

Average U. S. dealer handled 
eight vehicles in 1958. 

Production in 1958: 13,128. 
Estimated 1959 sales in U. S.: 
14,000. 

Home address: Manufactured by 
Austin Motor Co., Ltd., Long- 
bridge Works, Northfield, Birm- 
ingham, England. 
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U. S. importer: American Motors 
Corp., 14250 Plymouth Road, De- 
troit 27, Michigan. 


MG— 


Price range: $2,444 to $3,263. 
Convertible, coupe and Magnette 
four-door sedan, 

U. S. dealerships: 670. 

Average U. S. dealer handled 27 
vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S:: 
18,000. 

Home address: MG Car Co., Ltd., 


Abingdon-on-Thames, Berkshire, 
England. 
U. S. importer: Hambro Auto- 


motive Corp., 27 W. Fifty-seventh 
St., New York 19, N. Y. 


MORETTI— 


Price range: $2,495 to $2,995. 
Four-door sedan, coupe and con- 
vertible. 

U. S. dealerships: 106. 

Average U. S. dealer handled one 
vehicle in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 200. 
Home address: S.P.A. Moretti, 


Fabbrica Automobili, Torino, 
Italy. 

U. S. importer: J.F.R. Co., 587 
E. Washington, Rte. 1, North 


Attleboro, Mass. 


MORGAN— 


Price: $2,855. 

Roadster. 

U.S, dealerships: 287. 

Average U. S. dealer handled one 
vehicle in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 200. 
Home address: Morgan Motor 
Co., Ltd., Pickersleigh Road, Mal- 
vern Link, Worcester, England. 
U. S. importer: Fergus Imported 
Cars, Inc., 1717 Broadway, New 
York 36, N. Y. 


MORRIS— 


Price range: $1,495 to $2,259. 
Two-door sedan, four-door sedan, 
convertible and station wagon. 
U. S. dealerships: 670. 

Average U. S. dealer handled 15 
vehicles in 1958. 

Production in 1958: 140,000. 
Estimated 1959 sales in U. S:: 
15,000, 

Home address: Morris Motors, 
Ltd., Cowley, Oxford, England. 
U. S. importer: Hambro Automo- 
tive Corp., 27 W. Fifty-seventh St., 
New York 19, N. Y. 


NSU PRINZ— 


Price range: $1,398 to $2,245. 
Two-door sedan and sport coupe. 
U. S. dealerships: 281, 

Average U.S. dealer handled one 
vehicle in 1958 (availability lim- 
ited). 

Production in 1958: 35,934. 
Estimated 1959 sales in U. S:: 
3,500. 

Home address: NSU Werke A.G., 
Neckarsulm, Germany. 

U. S. importer: Fadex Commer- 
cial Corp., 487 Park Ave., New 
York 22, N. Y. 


OPEL— 


Price range: $1,958 to $2,263. 
Two-door sedan, four-door sedan 
and station wagon. 

U. S. dealerships: 3,215. 

Average U. S. dealer handled five 
vehicles in 1958. 

Production in 1958: 293,344. 
Estimated 1959 sales in U. S.: 
45,000. 

Home address: Adam Opel A.G. 
(General Motors), Russelsheim 
Am Main, Germany. 

U.S. importer: Buick Division, 
Flint, Mich. 


PANHARD— 


Price range: $1,697 to $1,725. 
Four-door sedans. 

U. S. dealerships: 44. 

Average U.S. dealer handled two 
vehicles in 1958. 

Production in 1958: 34,784. 
Estimated 1959 sales in U. S.: 600. 
Home address: S.A. Panhard and 
Levassor, 19, Avenue d’Ivry, 
Paris, France. 

U. S. importer: Vendome Motors 
Corp., 120 E. Fifty-sixth St., New 
York 22, N. Y. 


PEERLESS— 


Price range: $3,995. 

Two-door sedan. 

U. S, dealerships: 22. 

Average U.S. dealer handled one 
vehicle in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 150. 
Home address: Peerless Cars, 
Ltd., Farnham Road, Slough, 
Bucks, England. 

U. S. importer: European Motors 
Inc., 8811 E. Jefferson Ave., De- 
troit 14, Mich. 


PEUGEOT— 


Price range: $2,250 to $2,490. 
Four-door sedan and statio 
wagon. 

(Continued on Page 54, Col, 3) 
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AUSTIN A40 


Farina styled, double-duty sedan 


The New AUSTIN 
A55 CAMBRIDGE 


Farina-styled. 4-door Sedan 


The New AUSTIN 
HEALEY ‘3000’ 


Sports car of sportsmen 


AUSTIN HEALEY 
SPRITE 


Lowest priced true sports car on 
the market 


The New MAGNETTE 


Sportsedan. Farina Styling 


The New MGA ‘1600’ 


The “Safety Fast’’ sports roadster 


MORRIS ‘1000 


Sedans, station wagons, convertibles 


MORRIS OXFORD 


Farina styling. 4-door Sedan 


RILEY 1.9 


The life of Riley at 35 miles per gallon 


BMC OPENS BIGGEST ADVERTISING DRIVE 
TO BOOST SALES IN U.S. MARKET... 


THE BRITISH MOTOR CORPORATION’s biggest advertising program starts off in September 


with double-page spreads in the leading national publications, followed by a sustained program 














of full-page insertions, reaching the largest concentration of potential car buyers in the United 
States. This all-out program is the strongest advertising drive ever put on by BMC. This is one 
more reason why it will be profitable for you to find out about a BMC FRANCHISE. 


ALL BMC CARS CARRY A 12-MONTH WARRANTY 


For franchise information write: HAMBRO AUTOMOTIVE CORPORATION, FRANCHISE DEPT., 27 West 57th Street, New York 19, N.Y. 


— THE BRITISH MOTOR CORPORATION, LTD., are makers of Austin Healey, Austin, MG, Magnette, Morris and Riley Cars. Repre- | 
sented in the United States by Hambro Automotive Corporation. Sold and serviced in North America ‘by over 1000 distributors and dealers. 
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Dealer’s Idea 
Of Auto Display 
Is Real Cool 


READING, Pa.—New cars wil 
be displayed in unheated areas of 
the new Jim Kirk Ford showroom 
to give customers “the feel of the 
car in cold weather,” according to 
Jim Kirk, operator. 

The $165,000 Florida-type show- 
room is being built at 1000 Lan- 
caster Ave. and is expected to be 








ready by Nov. 1, Kirk said, The 
dealership opened last March at 
40 N. Fourth St. 

Only the office and the service 
shop on the second floor will be 
heated, Kirk said. 

A sundeck will provide parking 
facilities for 150 used cars, and 30 
new cars will be displayed “ready 
to go” in the first-floor showroom, 
Kirk said. 


Rambler for Gil Webber 

KANSAS CITY.—Gil Webber 
Motor Co., 7712 Wornall, is a new 
Rambler dealership. 











Don't pay a 
PENNY 


more than 


1699 - 


for any 


until you 


COMPARE and 
DISCOVER the 





Skoda has been building aluminum alloy engines for 
more than 20 years! This car delivered 40.83 mpg. 
in city traffic. (Official Test) 


* OHV; wet cylinder liners; 
carbon steel crankshaft balanced 
dynamically and statically; 
cam-driven forced feed 
lubrication; 12-volt system. 


Aluminum engine, clutch and 
transmission housing *« Tubular 
torsion-proof sports chassis. 

* de Dion-type axles + Inde- 
pendent 4-wheel suspension 


$1699 (POE) for the sedan; $2122 (POE) for the convertible including dual carbure- 
tion, turn indicators, vinyleather interiors, other extras as standard equipment. 





Willy Wi tkin ; inc. | importer-distributor 


2400 W. WASHINGTON BLVD., LOS ANGELES 18, CALIF, 


REpustic 1-8881 


Dealerships available in some areas 


West of the Mississippi. 

















itch’ in your spray department or in 
Available in 800 perfect, 
Ask your jobber or write for catalog. 


BODY LACQUER that duplicates 
the original factory-finish—exactly ! 


en imports take a beating in transit! That’s why it pays to 
« handy touch-up bottles. 
body-matching colors. 













PHILIP-SANFORD CORPORATION: Brook 





Directory for Dealers . . 








Here’s a Who’ s Who 


Of Imported Makes 


(Continued from Page 52) 


U. S. dealerships: 450. 

Average U. S. dealer handled 

nine vehicles in 1958. 

Production in 1958: 145,346. 

Estimated 1959 sales in U. S.: 

13,000. 

Home address: S.A. Automobiles 

Peugeot, 29, Rue de Berri; Paris 

8, France. 

U. S. importer: Peugeot, Inc., 750 

Third Ave., New York 17, N. Y. 
PORSCHE— 

Price range: $3,581 to $5,950. 

Convertibles, coupes and hard- 

tops. 

U. S. dealerships: 170. 

Average U. S. dealer handled 17 

vehicles in 1958. 

Production in 1958: 5,998. 

Estimated 1959 sales in U. S.: 


address: DR-Ing.h.c.F. 
Porsche, K-G, Stuttgart-Zuffen- 
hausen, Germany. 
U. S. importer: Hoffman-Porsche 
Car Corp., 443 Park Ave., New 
York 22, N. Y. and others. 
PRINCE SKYLINE— 
Price range: Not available. 
Sedan. 
U. S. dealerships: 4. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 50. 


U. S. importer: Cameron Motors 
Corp., 2360 Alvarado St., San 
Leandro, Calif. 

RENAULT— 


Price range: $1,345 to $1,700. 
Four-door sedans. 

U. S. dealerships: 800. 

Average U. S. dealer handled 65 
vehicles in 1958. 

Production in 1958: 363,924. 
Estimated 1959 sales in U. S.: 


88,000. 

Home address: S.A. des Usines 

Renault, Regie National, Avenue 

E. Zola, Billancourt, France. 

U. S. importer: Renault, Inc., 750 

Third Ave., New York 17, N. Y. 
RILEY— 

Price: $2,319. 

Four door- sedan. 

U. S. dealerships: 670. 

Average U. S. dealer handled one 

vehicle in 1958. 

Production in 1958: Not available. 

Estimated 1959 sales in U. S.: 700. 

Home address: Riley Motors, 

Ltd., Abingdon-on-Thames, Berk- 

shire, England. 

U. S. importer: Hambro Automo- 

tive Corp., 27 W. Fifty-fourth St., 

New York 19, N: Y. 

ROLLS-ROYCE— 

Price range: $13,995 and up. 
Four-door sedan and custom- 
built models. 

U. S. dealerships: 55. 

Average U. S. dealer handled 
four vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 450. 
Home address: Rolls-Royce, Ltd., 
(Motor Car Division), 14-15, Con- 
duit St., London, W.1, England. 
U. S. importer: Rolls-Royce, Inc., 
10 Rockefeller Plaza, New York 
20, N. Y. 

ROVER and LAND ROVER— 
Price range: $3,395 to $3,625. 
Four-door sedans and Land 
Rover. 

U. S. dealerships: 40. 

Average U. S. dealer handled 
four vehicles in 1958. 

Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 250. 
Home address: Rover Co., Ltd., 
Meteor Works, Solihull, Birming- 
ham, England. 

U. S. importer: Rover Motor Co. 
of North America, Ltd. 36-12 
Thirty-seventh St., Long Island 
City 1, N. Y. 

SAAB— 

Price range: $1,895 to $2,568. 
Two-door sedans and station 
wagon. 

U. S. dealerships: 133. 

Average U. S. dealer handled 25 
vehicles in 1958. 
Production in 1958: 
Estimated 1959 sales 
4,500. 

Home address: Svenska Aeroplan 
Aktiebolaget, Linkoping, Sweden. 
U. S. importer: Saab Motors, Inc., 
ae Ave., New York 22, 


14,000. 
mo, Gs 


SIMCA— 


Price range: $1,698 to $3,167. 
Four-door sedans, two-door hard- 
tops, station wagon, sports coupe 
and convertible. 





U. S. dealerships: 724. 

Average U. S. dealer handled 29 
vehicles in 1958. 

Production in 1958: 189,010. 
Estimated 1959 sales in U. S.: 


40,000. 
Home address: Simca S.A. 7, 


Rue Louis-David, Paris 16e, 
France. 
U. S. importer: Chrysler Corp., 


341 Massachusetts Ave., Highland 
Park 3, Mich. 

SINGER— 
Price range: $2,095 to $2,425. 
Four-door sedan, convertible and 
station wagon. 
U. S. dealerships: 79. 
Average U. S. dealer handled one 
vehicle in 1958. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 700. 
Home address: Singer Motors, 
Ltd., Coventry Road Works, 
Birmingham, England. 
U. S. importer: Rootes Motors, 
Inc., 32-42 Twenty-first St., Long 
Island City 1, N. Y 

SKODA— 
Price range: $1,687 to $2,395. 
Two-door sedan, convertible and 
station wagon. 
U. S. dealerships: 125. 
Average U. S. dealer handled 
three vehicles in 1958. 
Production in 1958: 30,000. 
Estimated 1959 sales in U. S.: 600. 
Home address: Skoda Automo- 
bilove 29 Junmannova, Prague 11, 
Czechoslovakia. 


U. S. importer: Continental Car 
Combine, 1728 Broadway, New 
York 19, N. Y. 

SUNBEAM— 


Price range: $2,499 to $2,649. 
Two-door hardtop, convertible 
and roadster. 
U. S. dealerships: 451. 
Average U. S. dealer handled 
three vehicles in 1958. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 
2,200. 
Home address: 
Ltd.. Ryton-on-Dunsmore, 
Coventry, England. 
U. S. importer: Rootes Motors, 
Inc., 32-42 Twenty-first St., Long 
Island City 1, N. Y. 

TAUNUS— 
Price range: $2,029 to $2,383. 
Two-door sedan, four-door sedan 
and station wagon. 
U. S. dealerships: 191. 
Average U. S. dealer handled 17 
vehicles in 1958. 
Production in 1958: 116,197. 
Estimated 1959 sales in U. S.: 
7,700. 
Home address: Ford Werke A.G., 
Henry-Ford Strasse, Koln-Niehl, 
Germany. 
U. S. importer: M-E-L Division, 
3000 Schaefer, Dearborn, Mich. 

TEMPO— 
Price range: $2,171 to $2,713. 
Station wagons and commercial 
vehicles. 
U. S. dealerships: 41. 
Average U.S. dealer handled one 
vehicle in 1958. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 200. 
Home address: Tempo-Werke, 
Hamburg, Germany. 
U. S. importer: Henney Motor Co., 
Canastota, N. Y. 


Sunbeam-Talbot, 
Nr. 


TOYOPET— 


Price range: $1,999 to $3,365. 

Four-door sedan, station wagon 

and Land Cruiser. 

U. S. dealerships: 86. 

Average U. S. dealer handled 

seven vehicles in 1958. 

Production in 1958: 21,200. 

Estimated 1959 sales in U. S.: 

1,500. 

Home address: Toyota Motor Co., 

Ltd., Koromo-shi, Aichi-ken, 
Japan. 

U. S. importer: Toyota Motor 

Distributors, Inc. 8701 Beverly 

Blvd., Los Angeles 48, Calif. 


TRIUMPH— 


Price range: $1,699 to $2,835. 
Four-door sedan, station wagon 
and roadster. 

U. S. dealerships: 700. 

Average U. S. dealer handled 24 
vehicles in 1958. 

Production in 1958: 56,000. 
Estimated 1959 sales in U. S.: 
25,000. 

Home address: Triumph Motor 
Co., (1945) Ltd., Coventry, Eng- 
land. 





At Moscow Exhibit— 


Roy J. Forrest, Ford Motor Co. repre- 
sentative at the American National Ex- 
hibition in Moscow, describes the features 
of American automotive products for in- 
terested Russians. As the exhibition near- 
ed its conclusion, Forrest said the Ameri- 
can displays had created a strong desire 
for consumer goods among the Russians. 
He called the automotive section the most 
popular portion of the exhibition. 





U. S. importer: Standard-T ri- 

umph Motor Co., Inc., 1745 Broad- 

way, New York 17, N. Y. 
TURNER— 

Price range: $2,245 to $3,370. 

Roadsters. 

U. S. dealerships: 63. 

Average U. S. dealer handled one 

vehicle in 1958. 

Production in 1958: Not available. 

Estimated 1959 sales in U. S.: 100. 

Home address: Turner Sports 

Cars (Wolverhampton), Ltd, 

Pendeford Airport, Wolverhamp- 

ton, England. 


U. S. importer: Nemet Imported 
Cars, 153-19 Hillside Ave, 
Jamaica, N. Y. 

VAUXHALL— 


Price range: $1,958 to $2,263. 
Four-door sedan and station 
wagon. 
U. S. dealerships: 2,734. 
Average U. S. dealer handled six 
vehicles in 1958. 
Production in 1958: 119,177. 
Estimated 1959 sales in U. S.: 
25,000. 
Home address: Vauxhall Motors, 
Ltd., Luton, Bedfordshire, Eng- 
land. 
U. S. importer: Pontiac Division, 
Pontiac 11, Mich. 
VESPA— 
Price: $1,080. 
Two-door sedan. 
U. S. dealerships: 189. 
Not available in U. S. in 1958. 
Production in 1958: 12,130. 
Estimated 1959 sales in U. S.: 250. 
U. S. importer: Vespa Distribut- 
ing Corp. — Motomac Overseas 
Corp., 3 E. Fifty-fourth St., New 
York 22, N, Y. 
VOLKSWAGEN— 
Price range: $1,565 to $2,695. 
Two-door sedans, convertible, sta- 
tion wagons, Karmann-Ghia 
coupe and convertible. 
U. S. dealerships: 410. 
Average U. S. dealer handled 209 
vehicles in 1958. 
Production in 1958: 497,585. 
Estimated 1959 sales in U. S.: 
120,000. 
Home address: Volkswagenwerk, 
G.m.b.H., Wolfsburg, Brunswick, 
Germany. 
U. S. importer: Volkswagen of 
America, Inc., Englewood Cliffs, 
N. J. 


VOLVO— 
Price range: $2,330 to $2,795. 
Two-door sedan, four-door sedan 
and station wagon. 
U. S. dealerships: 352. 
Average U. S. dealer handled 40 
vehicles in 1958. 
Production in 1958: 72,000. 
Estimated 1959 sales in U. S.: 
20,000. 
Home address: Aktiebolaget 
Volvo, Gothenburg, Sweden. 
U. S. importer: Volvo Distribut- 
ing, Inc., 452 Hudson Terrace, 
Englewood Cliffs, N. J. 
WARTBURG— 
Price range: $1,688 to $2,799. 
Four-door sedans, station wagon, 
coupe, convertible and sports 
roadster. 
U. S. dealerships: 412. 
Average U. S. dealer handled 
one vehicle in 1958. 
Production in 1958: Not available. 
Estimated 1959 sales in U. S.: 275. 
Home address: V E B Automo- 
bilwerk, Eisenach, Germany. 
U. S. importer: Wartburg of 
America, Inc., 5403 Eighteenth 
Ave., Brooklyn 4, N. Y. 
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Rises Few and Far Between... added $50 to the price of its road-| lowest-priced Ford, Chevrolet 
ster, and Volkswagen has hiked its| and Plymouth models. 
® most popular model by $70 during; However, it takes an astronomi- 
that period. cal amount of money to “re-do” a 
Below-U. S. Prices Spark [reflux 22 vevries tin tax oS ei et 
. ense e overseas makers have 
, P . held its price increases to those bo had to bear. There have been 
(Continued from Page 14) range for U. S. makes is $2,400 to | crease presents an interesting con-| levels but, as the table accom- | few noticeable changes in most of 
imports in the price arena. A com-, $4,000. There are 159 domestic trast with the price experience of| panying this article shows, the | the top imports during the 1957-59 
parison of domestic and foreign| models in that group—66 percent (the Buicks and Pontiacs parked| boosts have been considerably | period, and styling stability tends 
prices shows just how far apart the | of the total. This price range | next to them in U. S, showrooms. | less than those tacked onto the | to encourage price stability. 
two auto worlds really are. pm ye poy Red imports (25 per- — ae ar * * * 
' The comparison is based on an Or we ° ‘ 
Po Se News study of 283 | 6. The percentage of domestic NGLISH FORD has boosted its ' ° 
ih models produced by 58 overseas and imported models in the over- Anglia two-door sedan only $22 What g Happened to Prices 
* manufacturers and the 242 mod- | $4,000 price class is about the same | in the last two years; Triumph has pe 
~ els offered for 1959 by the 16 _—57 domestic (23.6 percent) and 71 )|—-@-——H———- Of Imports Since 1957 
U. S. makers. imports (25 percent). About half 
“ The study disclosed: |the imports in this category are M ontreal Dealers A comparison of the Eastern port-of-entry prices of representative 
1. Among the imports, nine of| sports cars. s d M I imported models over a two-year period: 
the top 10 sellers offer one or more a @..4 Price, Price, 
‘ ee pt oa a ary “ail except GOME auto men believe that price For Goo “54 Make and Model A957 A858 Difference cunnge 
a olvo). e . ©. » Only | stability also has contributed to} a Se 14 1 10 47 
Rambler and ‘ark nave umte| ¢ne"anpen, “nee semirtus.tc| For ‘Compacts’ || voturweren zae uae Saag tT 4 
n- wy. There are 94 imported models|"2Ve NOt hiked their figures in} MONTREAL, — An increase in|| English Ford Anglia ............ 1,539 1,561 + 22 + 14% 
r- (built by 29 salves. suhee under | more than two years, while others | foreign-car purchases in Canada in|| Simea Deluxe 4-dr. ............... 1,595 1,698 +103 + 6.5% 
i. $2,000, compared with four U. 8.|"#Ve, Settled for token increases. /June over the same month a year|| Fint €00 2-dr. «00.0 1,298 1,398 +100 + 1.1% 
re models—-two Rambler Americans| _ “t's ® far cry from the way (ago is an indication that the Big/| Hillman Deluxe 4-dr. ........... 1,849 SS eee el 
s. and two Studebaker Larks Detroit plays the price game,” | Three's new compact cars Will be|| Volvo 2dr, ..........:csccsssssusssseseee 2,170 2,330 +160 14% 
st * * * ‘ remarked one observer as he | well received by buyers, Montreal|| Triumph roadster .................... 2,625 2,675 + 50 1.9% 
«i 3 THERE are 71 imported mod-| noted that the hot-selling Ren- | dealers believe. RR 1,958* Y Fie ree 
. * els (built by 23 makers) listed| ®ult Dauphine carries the same | The latest report of the Dominion || Vauxhall 4-dr, ...........-.. 1,958* ae Saree 
.. | below the $1,835 Rambler American price tag as it did in the summer | Bureau of Statistics shows that one|| Austin-Healey conv. .............. 2,919 3,051 +132 + 45% 
- two-door sedan, the lowest-priced of 1957. lof every four cars purchased in|] Saab 2dr oo... ccccecceeseseeesnees 1,895 eee ema SS ene 
U. S. auto. Hillman, Saab and Mercedes-| June was an import, compared with || Citroem 20V  ............cccssssseneee 1,298 1,195 —103 — 71.9% 
4. Taking $2,400 as the breakoff|Benz are other makes that have|one in five for the like period a BMW Isetta 300 ...................... 1,048 See lis 7 
point, there are 140 imported mod-|held the price line, and all have| year ago. Jaguar XK-150 cpe. ................ 4,475 4,500 + 25 + 0.6% 
els under that figure and only 26| healthy sales increases to show for| Total sales for June were 56,730|| MG roadster ...............00 2,389 2,444 + 55 + 2.3% 
domestic cars. it, Other line-holders are Opel and| units, compared with 44,840 a year|| Mercedes-Benz 180 4-dr......... 3,240 ee Sa 
5. The most popular price ' Vauxhall, and their lack of an in-| ago. But the biggest gain was|| Metropolitan hardtop ............ 1,567 1,673 +106 + 6.7% 
e * * . & 2 | scored by the imports, whose sales|| Panhard deluxe 4-dr. ............ 1,995 1,697 —298 —14.9% 
|were up 57.1 percent from 7,915|]| *—opel and Vauxhall introduced in autumn of 1957. 
2, Imports vs. U. S. Makes... |last year to 12,438 this June, 
). Six-month sales totalled 288,374 U S (: ars 
s KH) h L. d M di |units, an increase of 17.3 percent oe We 
” ig ,; LOW an edian ‘over the 245,745 vehicles sold in A comparison of the prices of the lowest-priced models offered by 
“ —_ co |the comparable period in 1958, The|| several U. S. makes over a two-year period. Figures include Federal 
Imports (59 Models) |bureau did not give a breakdown|| tax and suggested dealer-prep charges: 
d No, of Makes Studied 58 16 |of foreign-car purchases, rice, Erie, eige 
’ No. of Models .............. 283 242 ug. 15, ug. 15, , 
Make 1957 1959 Increase Increase 
ee et ee a -.. Pay a Dealers Add Lines Chevrolet Six o......cccccssssssee $1,885 $2,160 $275 14.6% 
Deluxe 2-dr.) | COLUMBUS, O.—Three local|| Ford Six. ...........cccccccseeesesesees 1,879 2,132 253 13.5% 
Highest Price .............. $13,995 $13,075 |dealers have added new lines. They|| Plymouth Six. ................000 1,899 2,143 244 12.8% 
' (Relie-Reyes Giver Cieud) ey a are Germain Mercury-Edsel, Inc.—|] Dodge V-8 .........:..::c:ssse0eseeee 2,478 2,636 158 6.4% 
Average Price .............. $3,333 Lincoln and English Ford; Krieger|| Pomtiae .0.0...........cccceseeseeeseseoees 2,463 2,633 170 6.9% 
{ Median Price ................ $2,430 $3,103 Edsel, Inc.—Mercury, Lincoln and || Buick  .............::ccccssessseeeeeseeeeeees 2,596 2,740 144 5.5% 
; (VW Karmann-Ghia cpe.) (Dodge Sierra Wagon) English Ford, and Rush Motor)!| Mercury .0.0.0......:cccccccscceceeeeeees 2,576 2,767 191 IA% 
© 1959, Automotive News. || Sales, Inc. (Mercury)—Edsel, Lin- © 1959, by Automotive News. 
coln and Taunus. 
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- QUESTIONS YOU MAY BE ASKED ABOUT ALUMINUM BRAKES 


1. What’s good about aluminum brakes? 

a. First of all, aluminum brakes are safer. Heat build- 
up causes brakes to fade after repeated application. A 
single sudden stop from 80 mph can build up as much 
heat in brake drums as a home furnace could generate 
in one minute at full blast. Since aluminum throws off 
heat three times faster than iron, aluminum brakes 
run cooler and fading is substantially reduced. 


2. Have aluminum brakes been thoroughly tested? 
a. A test car with aluminum brakes has made as many 
as 100 “crash” stops from 60 mph without loss of brak- 
ing efficiency. For several years now, large trailer 
trucks running over steep mountain roads have been 
using aluminum brakes with great success. And ad- 
vanced foreign and American racing cars have de- 
pended on aluminum brakes for consistent stopping 
power for longer than that. Although aluminum 
brakes are relatively new to passenger cars, they’re 
not new to drivers whose safety absolutely depends on 


safe brakes under brutal driving conditions. 


3. Do linings last longer with aluminum brakes? 

a. They certainly do. Heat build-up “cooks” brake 
linings, making them wear out faster. Iron drums trap 
heat; aluminum throws it off. Aluminum brakes couple 
safety with economy. 


4. Do aluminum brakes have any effect on comfort? 
a. Yes. A car with aluminum brakes will ride better, 
because there’s less “unsprung” weight on the wheels. 
The less unsprung weight, the less bounce; hence, bet- 
ter riding qualities. And lighter wheels hug the road 
better, too. In the near future, you can look for further 
use of aluminum in the entire wheel assembly—for 
even better comfort and handling ease. 

5. Are aluminum brake drums available now? 

a. Yes. In fact, one make has featured: aluminum 


brakes since 1957 and another will introduce them this 
year. It appears certain that there will be even further 


use of aluminum brake drums in 1960. Actually, alu- 
minum brake drums are the result of years of re- 
search by automotive engineers working with Alcoa’s 
Research and Development Division. Aluminum’s 
strength, corrosion resistance and light weight make 
it the ideal metal for such a tough job. And for other 
tough automotive jobs; too, including engines, radia- 
tors and exterior trim. You’ll be seeing a lot more 
aluminum in next year’s cars. 


6. Where can | get more information? 

a. From your own automobile manufacturer or Alumi- 
num Company of America, 1810-W Alcoa Building, 
Pittsburgh 19, Pennsylvania. 


X ALCOA ALUMINUM 


GIVES EVERY CAR MORE GLEAM and GO! 





FORD FAMILY OF FINE CARS CLEARINGHOUSE e NO. 152 OF A SERIES 


HISTORY-M 
TV PRESS ¢ 
INTRODUCES 


Ford Motor Company pi 
closed-circuit TV meet 
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On September 2, the all-new Ford Falcon was presented to 
some 1,500 press, radio and TV representatives in history’s 
first “electronic news conference” —a simultaneous closed- 
circuit telecast to 21 cities across the nation. 


By means of a two-way sound hookup, newsmen were able to 
question Ford Motor Company officials about the new Falcon. 


Early in the two-hour telecast, Henry Ford II presented the 
company’s objectives in building the Falcon. 


“Here, at the start, let us answer three questions. First, why 
did we decide to enter the economy car field? Second, why is 
the Falcon the kind of automobile it is? Third, why do we 
consider it a revolutionary breakthrough? 


“To begin with, the Falcon is a truly new automobile from the 
ground up. It is a six-passenger, six-cylinder front engine car 
with a 109\%4-inch wheelbase. It weighs 2,366 pounds. It is 
capable of getting 30 miles per gallon in normal highway use. 
It is a family car. 


“There you have some basic facts about the Falcon. What 
these facts do not tell you is what makes the Falcon special 
and different. 


“‘Here’s one way to put it: Inch for inch, the Falcon is at least 
40 per cent lighter than the standard Ford Fairlane. It weighs 
three-quarters of a ton less, not so much because it is some- 
what smaller in exterior dimensions, but most importantly, 
because it is designed lighter from bumper to bumper and 
from floor to roof. It is easy to handle in traffic and to park, 
and yet it has big-car feel on the road. Though much lighter, 
it has passenger space comparable to standard cars and has 
excellent structural rigidity and durability. 


“It was possible to achieve all of this only by the most extreme 
design simplification and critically accurate engineering. If we 
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| ford falcon. 


esents new-size Ford in unique two-way 


amg with newsmen across U.S. 


) had not succeeded here — if we had not been able to reduce 
weight without impairing handling and roadability — we 
would not have been able to build a car of this quality and 
size to sell in this new price class. It’s that three-quarters of 
aby a ton we’ve taken out that makes possible the low price to the 
consumer. But there’s much more to the story. 


| “With the Falcon, we are embarking on a new direction that 
| could materially alter the future of this industry. The essence 
F of the Falcon is design simplification on a scale that will 
i enable us to provide more and more real product value in the 
face of continuing cost inflation. 


; 
| “It would be rash at this time to try to predict too much of 
: the future of the economy car and its impact on our way of 
life. We estimate that sales of Ford, Chevrolet and Plymouth 
economy cars could reach %4-million to 1-million units during 
the calendar year of 1960. Of these, a substantial number 
should be additional sales that the market would not other- 
wise have generated. That would be a boon not only to this 
industry and to the people who work in it, but also to the 
employes of the many industries allied to it and to the econ- 
t omy as a whole. 


“We believe economy cars will accelerate the increase of 
multiple-car families. The Falcon and other economy cars 
may liberate many more American women from the incon- 
veniences of the one-car household — just as the Model T 
once freed the American farm family from its isolation. 


“One thing seems clear: We are on the way to providing a still 
wider variety of types, sizes and shapes of automobiles to 
meet the varied needs of people of constantly rising living 

standards, both at work and at play. Ford Motor Company is 
; on the way to providing truly new cars that give substantially 
greater value and performance for each automotive dollar... 


FOR THE AMERICAN ROAD; THE FARM; AND INDUSTRY 


cars that are lighter, nimbler and easier on the family budget 
... cars that are fun at the same time that they are sensible. 


“The story of the Falcon is the story of how one company 
found an engineering solution to an economic problem. It’s a 
story of meeting foreign competition without resort to trade 
restrictions. It’s the story of a triumph of function in design 
. .. Maximum value at minimum cost. It’s the promise of a 
future in which auto manufacturers will compete more and 
more strongly in science and technology. And last but not 
least, it’s the story of a new American product .. . a truly 
great American automobile . . . the Ford Falcon.” 





Two-way hookup enabled 
newsmen to ask questions about 
the Ford Falcon 


So that 1,500 newsmen gathered in twenty-one 
cities across the country could ask questions and 
receive immediate answers from Dearborn, a com- 
plex network of electronic equipment was used: 
More than 15,000 miles of line, the services of 
2,000 technicians, 22 high-powered T'V projectors, 
screens measuring up to 300 square feet, 12 TV 
cameras, 2 film cameras, video taping, recording 
and play-back equipment, a complete mobile TV 
truck and special two-way switching equipment. 
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Dealers Confident They'll Hold Their Own... 





Imported Cars Gird for 1960 


(Continued from Page 14) 


market will continue to grow, De- 
troit compacts will call attention to 
need of the public for basic trans- 
portation, which means we’ll sell 
small-small cars and good imports. 

Sales of imports may take a 

sudden drop at the time the new 

U. S. compacts are introduced, 
says a New Orleans dealer, but 

he believes the import market 

will return to this summer’s 
levels after about 30 days of the 
new-model season have passed. 

“If the American manufacturers 
price their small cars above $2,000,” 
he said, “the import business will 
continue to flourish, If they price 
the cars under $2,000, imports sell- 
ing for more than $1,695 will be 
doomed.” 

“Foreign cars will continue to 
enjoy a prosperous future,” says a 
Milwaukee dealer handling Tri- 
umph and Mercedes-Benz. “I base 
my opinion on the unsuccessful at- 





tempts of American producers to 
make a low-cost car in the past. 
* oe * 


i Fe ee’ costs are too high here. 
If American manufacturers 
can’t come up with a truly low- 
priced car, the public will prefer 
the foreign makes. 

“I’m sure that they won’t pro- 
vide the ‘foreign atmosphere’ 
that the public apparently prefers 
in imported cars.” 

A Dayton dealer said, “I don’t 
think the Big Three can build the 
automobile for the money that the 
foreign car is built. They can do it, 
but they don’t want to. They want 
to make too much profit.” 

Some import dealers, however, 
See the new U. S. offerings as a 
definite threat to the foreign car. 
Said a Fiat dealer in the South- 
west: 

“They will knock the hell out of 
every car over $2,000. When they’ve 
got only compactness, gas mileage 
and economy of purchase to sell 
and GM and Ford and Chrysler 
come along and knock out these 





talking points, you’re going to be 
hurting.” 

Many dealers feel that the com- 
pacts will hasten reduction of the 
number of imported makes on the 
market, Particularly vulnerable, 
they feel, are the foreign lines im- 
ported by the Big Three, late start- 
ers in the sales race and low-vol- 
ume lines. 

* + * 


Nobody’s Leaving 


D? IMPORT dealers plan to stay 
in the business? They don’t act 
like men about to bail out. Many 
are expanding, moving to better lo- 
cations or adding salesmen. In 
some cities, it is reported, half the 
dealers are identified with the im- 
ported car in some way. 

“The imported car is what I eat 
from,” says a Milwaukee dealer. 
“I’m in it too deep to get out. A 
lot of unwholesome competition 
should disappear when the do- 
mestic compacts appear, Domes- 
tic car dealers also handling 
foreign cars can be rugged com- 


petition. They can wheel and deal 
a lot more than we can.” 

Some dealers, however, are pes- 
|simistic over the outlook. Says a 
|Dayton dealer: “The Big Three 
| eventually will be able to cope with 
| foreign models.” 

He was seconded by a Milwaukee 
dealer, who said: “A lot of import 
dealers are going to be hard hit. 
I’m not deluding myself—the Big 
| Three are not going to be asleep.” 

In general, dealers specializing in 
imports are those who expect to 
stay in business and to prosper. 
Weak links in the import chain are 
dealers who have dualled. 

oe * * 


ISTRIBUTORS and manufac- 

turers appear to be girding for 
quite a shakeout in the dealer body 
in the course of the next year. 

Some reports say that dealers 








with a d tic-import dual] have 
been “asked” to cancel the im- 
port. 


Imported-car distributors and 
factories seem resigned to a certain 
amount of this, even among their 
bigger and better dealers, but they 
expect to wind up with a stronger 
though smaller dealer body. 

Among imported-car dealers in 
the New York area, the consensus 
is that out of the 60-odd import 





makes now sold in the U. S., only 
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thank you, 


Mr. Volvo Dealer 
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gaff during the coming year. Some 
prognosticators say that the total 
will be whittled down to about a 
dozen makes within two years’ 
time. 

* - + 


Profits and Prices 


| gr ameedotge and price cutting in the 
import field are so closely allied 
that few dealers are able to talk 
about one without cussing the 
other. 

Among makes sold in volume, 
only Volkswagen dealers seem to 
be standing firm against the past 
year’s trend toward lower profits 
Per unit sold. 

Dealers in some of the other lines 
say that they don’t give away any 
gross, but “sometimes it’s necessary 
to throw in a heater or a radio.” 
But big cuts are offered on some 
makes. 

Money-making deals are still the 
rule, of course, but the average 
deal is not quite so lush as it has 
been in the past. 

Dealers say two things help them 
maintain prices: Import buyers are 
less inclined to haggle about dis- 
counts and overallowances and 
dealers usually are not price-com- 
peting with each other in the same 
town to sell the same car. 

But if foreign factories start 
pushing volume, dealers say, price- 
cutting is bound to follow. 

* * ox 


p= in import lines have 
less profit to give away, too, 
with discounts averaging slightly 
less than 20 percent—falling as low 
as 15 percent and running up to 
24 percent in only rare instances. 
On some low-priced imports, full 
gross profit runs as little as $185. 

Where price-cutting on import 
lines has been a severe problem, 
it is laid squarely on the doorstep 
of dualling dealers. (U. S. car 
with an import) who feel they 
must maintain volume at any 
cost. 

A Los Angeles dealer said some 
of the duals “price their imports 
out the door in the first 20 days of 
the month, then cry about not hav- 
ing enough stock.” 

A few dealers admit “packing” 
accessories that are dealer-installed 
to help offset overallowances grant- 
ed by competitors. 

7 aa * 


Cars Still Scarce 


QURPRISINGLY, despite the 
growing tendency toward soft 
prices, there are relative shortages 
of new cars in many lines. 

Most specialists in the import 
field are always looking for more 
cars. Many domes iic-import 
duals, where separate facilities 
are operated for each line, also 
report shortages. 

But the average domestic dealer 


who took on an import because 


(Continued on Page 60, Col, 3) 
7 * * 





The Sales Record 


For Imports 
13 Months 


Pet. Gain 


15 to 20 will be able to stand the 
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Feb, ...... 40,132 9.47 10.89 
March .. 48,926 9.85 4.01 
Apr. ...... 53,359 9.30 —5.58 
siete 53,963 9.27 —0.32 
June ...... 57,211 9.78 5.50 
13 Years 
Pet. Gain 
in Pene- 
tration 

Pet.of Over Pre- 
Units Industry vious Year 

Re 894 -03 
1948 ...... 16,133 46 1433.33 
1949 ...... 12,251 25 —16.67 
1950 ...... 16,336 -26 4.00 
BE; ‘poxens 20,828 41 57.69 
1962 ...... 29,299 -70 710.73 
1953 ...... 28,961 50 —28.57 
1954 ...... 32,403 59 18.00 
1955 ...... 58,465 82 38.98 
1956 ...... 98,187 1.65 101.22 
1957 ...... 206,827 3.46 109.70 


8.12 134.68 





9.39 15.64 
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The sports car, imported 7 
sedan and compact car] 
potential of the SCI reader ee  ! 
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has been recognized bygapre 
and more advertisers, who are 3 
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placing more advertising and 





. 4 . ‘ ' 7 
investing more money in SChe 





than ever before ! | 
In the first eleven months of 5 
(January-November) scl go 1 
118 more advertisers, 32.05 pages 
of advertising and 61% 

in advertising revenue over the same period for the previous 
year... making SCl the dominant first in advertising 


(while delivering the largest circulation) in its field. 


To sell the SCI reader your car, place your advertising in... 


SPORTS 
CAR ILLUSTRATED 


the magazine your most likely customer reads 
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Fiat's East Coast Parts Depot— 


Typical of growing supplies of spare parts for imports stockpiled in the U. S. is this 
stock of engi issions and sheet metal parts, a portion of the inventory at 
Fiat's depot in Maspeth, N. Y. Delivery is overnight to most cities in the U. S. 











Dealers Confident .. . 





Imported Cars Gird 
For 1960 Sales Test 


(Continued from Page 58) 


“they sell themselves” is usually 
disappointed and says, “I can get 
all the cars I want, but they just 
don’t move.” 

Some models in almost every line 
are in short supply. Hardest to get 
are Volkswagen sedans, Fiat 1200 
convertibles, Mercedes-Benz and in 
other lines, economy convertibles, 
some of the sports cars, station 
wagons and special models. 

In some cities, Mercedes-Benz 
has a longer waiting list than VW 
and diesels are almost impossible 


to buy. 

A FAMILIAR complaint is “not 
getting enough cats of the 

right model.” Of course, this is an 

old refrain among domestic deal- 

ers, too. 

The “right-model” problem is 


* * * 


| eased in the import field by the 


fact that there are fewer custom- 
er options and color choices than 
in domestic lines. 

Many dealers have adopted a 
policy. of trying to sell what’s in 
| stock, rather than taking orders for 
future delivery. 

Ordering cars, therefore, becomes 
|a case of trying to outguess the 
| customers. 





* * * 


| Exploring Used Cars 
EGITIMATE used imports 
(those coming in on trade or 
bought from the owner) are in 
short supply nearly everywhere. 
ices are fuzzy, and sellers 
often accept low offers which 
leave the dealer plenty of room 
for a profitable resale. Reason for 
this lies in the fact that an own- 
er finds his import slow to sell, 
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Subscribers from All Parts of the Nation 
Praise Universal Underwriters’ Service! 


YOU May Qualify for insurance 


‘Under Universal's Selective 


Universal Underwriters provides insurance only for preferred 
risks among authorized automobile dealers and parts whole- 
salers. This selective plan cuts costs . . . adds to the policy- 


holder's profit. 






* Read 


Texas. “Believe 


such 
fire 


ance for the 





what satisfied 


motor car dealers say 


about 


Universal Underwriters 


it to be the finest insur- 


ance program a dealer can have.” Holley 
Motor Co., Tyler, Tex. 


California. “I certainly owe a vote of 
thanks to Universal Underwriters for an- 
alyzing my insurance and taking me out 
of the 10% co-insurance class.” Larry 
Webb Motors, Vallejo, Calif. 


Ohio. “Never have I seen or heard of 
rompt action and adjustment of 
oss.’’ Cleveland Heights Motors, 
Cleveland Heights, Ohio. 


North Dakota. “Fine cooperation . 
speedy adjustment. Best 


source of insur- 
franchised automobile 


dealer.”” Ward Johnson, Dickinson, N. D. 


Plan! 


Virginia. ‘““For an organization as large as 
yours to completely handle a loss as 
quickly as you did mine seems unbelieva- 
ble. I wish to thank you.” Betts Chevro- 


let, Poquoson, Va. 


Wisconsin. “Unusual service is ‘standard 
equipment’ with Universal, and no one 
pays extra for it. Thanks for the splendid 
service.” Dahl Motors, La Crosse, Wisc. 


Join the thousands of authorized automobile dealers and parts wholesalers 
who enjoy — and praise — the advantages of Universal’s insurance program! 
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while itching for a newer model. 

Dealers, with large stocks, adver- 
tising and capable salesmen, can 
move the car. 

Nearly every dealer agrees th 
the used import needs far less re- 
conditioning than a used domestic 
car. Owners of imported cars sim- 
ply don’t mistreat them as fre- 
quently as do owners of Detroit- 
builts. 


* ial ¥* 

| gp crengggy bcs ay practices 

among import dealers range 
from the complete works down to 
a quick wash job. In most cases, 
the larger dealerships do the most 
thorough reconditioning, Some 
spend an average of more than $100 
per unit. 

Dominant problems in the 
used-import field include proper 
appraisal and the availability of 
parts for older models. 

Many used-car managers make 
appraisals by the seat of their 
pants, Some simply go $100 or $150 
below book value. As a rule, maxi- 
mum emphasis is given to condi- 
tion of the car, the local retail 
market, stock on hand and whether 
the trade is handled by the house 
as a new Car. 

In one respect, the used-import 
market follows closely the pattern 
of the used-domestic market. Only 
two or three makes are really in 
demand. 

As the romance of selling im- 
ports has turned into a hard-fought 
competitive battle, orphans and 
oddballs have ceased to have much 
value. 

Many dealers refuse to accept 
such cars in trade unless they can 
wholesale the bucket in 10 minutes. 
With increasing pressure from new 
compacts, the offbeat models face 
even tougher going in the used-car 
market in upcoming months. 

* * * 


Parts and Service OK 


SpA are just about unani- 
mous in agreeing that there are 
few problems remaining in parts 
and service. 

In the past two years parts 
depots have begun carrying larg- 
er stocks and have been located 
more strategically about the 
country. 

Too, factories have provided 
more technical assistance on pesky 
service problems and are holding 
increasing numbers of service 
schools for dealership mechanics. 

At the dealership level, the serv- 
ice problem has been frequently 
solved by hiring service Managers 
and mechanics from abroad. 

Service headaches are also eased 
by the increasing number of deal- 
ers who handle any given make 
and can talk intelligently about 
their problems. In many cases, dis- 
tributors encourage dealers to 
phone them collect if they have a 
knotty problem which needs im- 
mediate unravelling. 

One dealership solved the service- 
parts problem by refusing to handle 
either and urging customers to 
take their cars to a neighboring 
imported-car dealer. 

“We've never heard any com- 
plaints,” the dealer said innocently. 

* * ok 


OME dealers object to the high 

price of parts and the low margin 

for the dealer, Said a Milwaukee 

dealer, “Prices for our import parts 

run three times as high as for the 

same part for our domestic cars. 
Too many hands are dipping in.” 

This sort of situation has been 
eased in some parts of the U. S. 
where independent parts firms 
handling imported parts have 
started business. 

A New Orleans dealer said he felt 
imported-car distributors have 
gone overboard to wipe out the 
stigma of poor parts and service 
that has been attached to imports 
in the past. He says he finds it 
more difficult to get parts for his 
domestic line than for his import 
line. 

Some problems remain, however. 
A New Yorker says, “You’d think 
with the volume of cars that our 
company imports we’d never have 
to wait for a part more than a day 
or two. 

“But even though this car is 
being imported by one of the Big 
Three, we sometimes have to wait 
weeks for a small, fast-moving 
part. E 

“I can’t tell you how much dam- 
age this does us with our custom- 
ers and future prospects.” 

* a * 


ST. LOUIS dealer said that 

when he started business three 
years ago, parts jobbers refused to 

(Continued on Page 62, Col. 1) 











LES DEALERS HOT: 


OF, how to make car-selling fun again! 
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HIGH GROSS PROFIT! ..... SUPERIOR AVAILABILITY OF CARS 
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hot, hot, hot national advertising program 


GOOD AVAILABILITY OF PARTS 
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SALES, SERVICES AND PARTS HEADQUARTERS IN ALL 
50 STATES AND PUERTO RICO...MORE THAN 800 


U.S. DEALERS, 175 MORE IN CANADA 
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Dealers Confident They'll Hold Their Own... 





Imported Cars Gird for 1960 


| uses to fly parts to dealers in his 
| area. 


(Continued from Page 60) 


cooperate when he was trying to 

locate badly needed parts, particu- ; cia ee 

larly when he needed help in trying | Relations Improved 

to improvise a repair with existing | ELATIONS between dealers and 

domestic parts. | factories and distributors, 
The picture has changed com- | Which have sometimes been a weak 


pletely, he said, with jobbers now | spot in the past, apparently are 
soliciting import-car dealer busi- | improving. The gains, Say — 
ness and rendering as much co- | dealers, have been “tremendous” in 
operation as possible, He said | the last six to eight months. 
they often suggest replacements Factories, say dealers, are go- 
that can be made out of inven- | ing out of their way to be helpful 
tory and are stocking many of | and are sincerely concerned with 
the widely used parts. most of their problems. Top-level 
A Simca dealer in the Great) comcern for dealer problems, of 
Lakes area said he has experienced| COUrSe, does not mean that all of 
trouble in getting enough parts, but | them are actually solved. 


solves emergency demands by| Dealers are inclined to credit the 
in his ware-| Stabilization of the market for the 


improved climate in relations, al- 

New York dealers say they are | though they feel that distributors 
able to lick some of their “unus-|#"d manufacturers are getting a 
ual” parts problems by swapping! better understanding of the needs 
with other dealers, the same as|#"d problems of retail dealers. 
with new cars. | ath ak Bee 

One distributor in the New York) — say relations are improving 
area has a private plane which he’! because “more distributors are 





stripping new cars 
house. 
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“WITHIN THE BUDGET OF ANY SIZE DEALERSHIP,” writes J. H. 
Thompson of Thompson Motors, Tupelo, Miss., about his Childers Con- 
tinental Carports. “We cannot tell you just how much... they have 
helped the appearance of our used car lot.’ Read how Childers Carports 





can sell more cars for you. See Page 97. 











| getting top-level management with 
| domestic car experience.” 

Most like the lack of pressure 
from above. Said an Atlanta deal- 
er, “They never call us, we call 
them.” 

About the only sore spots involve 
the “indiscriminate appointment” 
of new dealers and attempts by 
some makers to talk dealers into 
going exclusive with their line. 

Renault plans to set up a dealer 
council in the near future to help 
bring about a closer working rela- 
tionship among the dealers, re- 
gional offices and distributors, ac- 
cording to Jack C. Kent, Renault 
general sales manager. 

Saab has named a 10-man field 
force to recruit new dealers and 
service old ones. Volkswagen has 
gone into sales training on a big 
scale, 

Said a Midwesterner: “My con- 
tention is that only one import line, 
Volkswagen, can be profitably re- 
tailed on an exclusive basis.” 

of * x 


Warranties Solid 


] yp vdevenndad warranties, say most 
dealers, are good as gold but 
too slow, The majority feel their 
warranties are better than those 
on U. S. cars. 

Some imported-car warranties 
run for 6,000 miles or six months; 
others for 12,000 miles or 12 
months. A few run for a year 
with no mileage restrictions. 

A Fort Worth dealer said about 
the only way his factory could im- 
prove the warranty would be to 
provide free gasoline during the 
warranty period. 

A Simca dealer said of his war- 
ranty: “With Chrysler backing it, 
it’s as good as the warranty on any 
Chrysler product.” 

oe * +. 


i’ THE Southwest, a Volkswagen- 
Porsche dealer rated his VW 



















ENGINEERED IN GERMANY 
FOR ECONOMY, SAFETY, 
COMFORT, 

PERFORMANCE 
AND BEAUTY! 















World Proven Since 1898 





FAST 
SALES 
FULL 
PROFIT 






national dealer organization. 


The big car 
at the 
little car 
price 





35 Miles Per is 


© 7 MOVING PARTS in 
engine; no valve- 
gear. Sony inexpen- 
sive maintenance 
and economy of op- 
eration. 


* 37 HP at appr. 4,000 
rpm. 


* HYDRAULIC 4-WHEEL 
BRAKE SYSTEM; 
hand brake to rear 
wheels. 


=i) 
PRESTIGE 


spring 


WARTBURG OF AMERICA 
5403 18th Ave. Brooklyn 4, N. Y. 


Gentiemen: Will you please provide 
me with more complete information 
about the WARTBURG franchise. | 
understand that my inquiry will be 
held in the strictest confidence. 


TION 








NAME e 4-Dr Sedan ¢ 4-Dr Sedan 
— e 5 Passenger Convertible ¢ 
COMPANY 
ADDRESS 





city ZONE _ STATE 








* FRONT WHEEL SuUS- 
PENSION with trans- 
verse laminated 


scopic suspension 
dampers for 
$-m-0-0-t-h riding. 


ONE-SHOT LUBRICA- 
foot pedal 
reaches all moving 
parts while driving. 


7 MODELS — A Car For Every Taste and Budget 
2-Dr Kombi Station Wagon ¢ 4-Dr Camping Station Wagon 


BO WARTBURG, 


The WARTBURG is ideal for the American market. Small 
and racy, yet large — (169 inches long) and heavy enough 
(2120 Ibs.) for complete comfort...low in price... costs 
pennies to run... provides exceptional maneuverability and 
dependable transportation. You owe it to yourself to investi- 
gate this car...and the possibility of becoming part of the 


4-dr Sedan 


Including heater-de- 
3 froster, back-up 
lights, dir. sig., cigar 
lighter, light in trunk 
and under hood, etc. 


80 Miles Per Hour 


¢ TERRIFIC INTERIORS 
...-Glarefree dash, 
glove compartment, 
sun visor, ashtrays 
front & rear, door 
pockets, adjustable 
seats, etc. 


SEATS convert into 
beds. 


and tele- 


Deluxe ¢ 5 Passenger Hardtop 
2-Seater Sports Roadster 


For details of EXCLUSIVE FRANCHISE write today 
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Selling from the Ground Up— 

Eye-catching showroom display is this car turned on its side in the showroom of 
Len Sheridan, Santa Monica, Calif. Various undercarriage units of the Renault Dau- 
phine are labelled and explained. Other side of car also has sales features pinpointed. 








warranty “excellent” and the 
Porsche warranty only “good” be- 
cause, he said, VW stands solidly 
behind the warranty “all the time” 
and Porsche “only most of the 
time.” 

“The factory really bends over 
backward in this warranty busi- 
ness,” says a New Yorker, “They 
are as fair as I could possibly 
ask them to be. If there’s the 
slightest doubt, they honor the 





necessary work and papers. It 
sure helps build confidence and 
good will.” 

Makers and distributors appar- 
ently recognize that their ability to 
live up to warranties is essential 
to their success. 

Some importers, however, at- 
tempt to pay legitimate claims 
within two weeks. Simplified re- 
porting forms have been designed 
for some makes. 





Outdoor Displays Accented 
In West Coast Dealership 


SAN JOSE, Calif, — Courtesy 
Chevrolet has placed heavy accent 
on outdoor display areas for more 
than 225 new cars and trucks in 
the construction of its new dealer- 
ship here. 

Located on a 4%-acre site, the 
dealership features 35,000 square 
feet of buildings surrounded and 
laced with more than 165,000 
square feet of paved display, cus- 
tomer service and storage areas. 

In addition to a six-car show- 
room, Courtesy’s new plant has an 
outdoor display “room” for 150 new 
cars and trucks, and an area where 
100 vehicles can be stored, The 
used-car department can stock 75 
cars. 

The showroom is fronted by a 
lawn and palm trees, a raised dais- 
type platform for display of seven 
new cars, and circular “islands” on 





Tire for Compacts 
Is All New, Says 
Goodyear Official 


AKRON.— The top development 
engineer for Goodyear Tire & Rub- 
ber Co. said the 13-inch tire for 
the Big Three’s small cars required 
a complete engineering redesign, 
not merely a change in size. 

Walter Lee, director of tire de- 
velopment, said his company has 
been producing 13-inch tires in the 
U. S. since 1955 for foreign cars, 
but he pointed out these tire de- 
signs were not entirely satisfactory 
for the handling characteristics, 
stability, weight distribution and 
new suspension systems of Amer- 
ica’s newest compact cars. 

“The new American cars requir- 
ed a fresh approach,” Lee said. 
“The reason for this is that Ameri- 
can roads and the U. S. riding pub- 
lic require tires that will meet all 
operating conditions including high, 
sustained speeds that are common 
on today’s super highways. 

Goodyear’s 13-inch tire for the 
U. S. small cars has'a new tread 
pattern, containing “soft-ride”’ com- 
pounds for an unusually quiet and 
resilient ride, he continued.. 

The tire is lower in cross-section 
than previous 13-inch tires, Lee ex- 
plained, which improves stability 
and handling qualities required by 
American auto makers. 





the lawn for exhibit of two more 
cars. 

To Robert W. Hamilton and R. 
Mitchell McClure, partners in the 
dealership, the establishment rep- 
resents more than three years of 
planning, six months of construc- 
tion and a million-dollar invest- 
ment, 

“We have left nothing undone 
which could add to the beauty of 
the premises, efficiency of opera- 
tion, convenience for our patrons, 
availability of new cars and trucks, 
repair services or economical mer- 
chandising of used cars,” Hamilton 
said, 

As an example of the dealership’s 
builtin efficiency, all reserves of oil, 
gasoline, greases, paint and other 
materials are in underground stor- 
age for safety. 

At the same time, these prod- 
ucts, along with compressed air 
lines and water, are delivered to 
each operating station by over- 
head service, freeing floor areas 
of bothersome hoses, and keep- 
ing application nozzles up out of 
the way. 

A six-lane, paved driveway is 
designed to permit patrons to drive 
under a large canopy where the 
service manager and his staff 
determine customer needs and initi- 
ate work orders for necessary re- 
pairs or service. 

Pneumatic tubes carry order 
copies to the parts room, At the 
same time, the general office re- 

ceives a copy to speed account 
settlement by the customer when 
his work is completed, 

The service department features 
six motor tuneup, two brake, four 
lubrication, four transmission and 
two alignment stalls. 

There are 12 stalls for new-car 
conditioning, six for major motor 
repairs, and 14 more for miscel- 
laneous body work. The dealership’s 
normal working staff will average 
about 85 persons. 





Dominion Chevrolet to Move 

RICHMOND, Va—Dominion 
Chevrolet Co. has announced it will 
move from the 1300 block in West 
Broad St. to the 4400 block in West 
Broad by the end of the year. The 
new location will have double the 
working space of the present area, 
said Vernon P, Linhart, general 
manager. 
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MILEAGE 


Your advertising dollars get top mileage in TV GUIDE. For TV GUIDE concentrates 
more of its circulation in prime automotive markets than any other mass maga- 
zine .. . and delivers week-long, family-wide readership . . . at a black-and-white 
page rate of $2 per thousand* Clearly, TV GUIDE belongs on your next schedule. 
No other magazine takes your sales message to so many prospects, so often, 


so economically. 


*TV GUIDE reaches 427 car-owning families per dollar. Look reaches 213, Life and the Post 199. 
(Figures projected from Starch 1959 Consumer Magazine Report) 


7,250,000 circulation guarantee effective October 37, 1959 








AUTOMOTIVE NEWS, SEPTEMBER 14, 1959 





Quantity 


On BY EKG) EKO) 


of 
GREY IRON GASTINGS 
ONE OF THE NATION'S 
LARGEST AND MOST*MODERN 
PRODUCTION FOUNDRIES 


, 


FOUNDRY DIVISION ee 


MAIN ¢ f 


CHATTANOOGA 2, TENNESSEE 


Wik (WV NSitla Nee dtldisies 20 she 


























You too, can be a 
HAPPY PANHARD DEALER 


This can be you . . . at the end of every business 
day. Because Panhard dealers are — Panhards 
as fast as the boat brings them from Paris. Your 
salesmen will scramble to extol] the rare combina- 
tion of a genuine 4-door, six passenger sedan, which 
rewards its owner with 40 m.p.g. economy, rugged 
air-cooled aluminum engine, aluminum brake drums 
ood . and which sells, equipped, for $1,697.00 


lf there is not yet a Panhard dealer in your trade 
area, make your move now, while the door is still 


open! 
Dealer available in New York, New Jersey, 
|, Pennsylvania, Rhode Island, and Dis- 


Mary’ 
trict of Columbia. 


- COMPACT CAR DISTRIBUTORS, INC. 


105 Long Beach Road, Oceanside, L. I., New York 




















ADVERTISEMENT 





“CHILDERS THINLINE CARPORT WILL PAY FOR ITSELF IN A 
VERY SHORT TIME,” says Carl Stinson of Manchester Sales & Service, 
Manchester, Ky. He adds, "It’s great to do business on our lot in all 
kinds of weather . .. our stock looks better and we have a lot more 
tra + +» as soon as we heard about the new Thinline, we knew you 
what we wanted.” To see how Childers Carports can increase sales 
and cut expenses on your lot turn to Page 97. 
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Importers Think So... 





Midwest Ripe Market? 


By Robert A. Kelly 
Staff Correspondent 

HICAGO.—The Midwest is a 

vast, untapped market for im- 
ported cars whose potential has 
barely been scratched, say dealers 
and distributors in this area. 

Several spokesmen for the im- 
ported auto already envision the 
day when the interior U. S. will 
surpass the more established 
markets of the East Coast and 
West Coast. 

“How can we miss?” asks Carl 
Schneider, foreign-car manager of 
Bower's Imports, Inc. (Fiat). “Un- 
til 18 months ago, people in the 
Midwest had only heard about for- 
eign cars. You seldom saw one on 
the street and certainly never on a 
used-car lot. 

“IT used to be stopped on the 
street by curious people asking me 
what kind of car my Fiat was. 

“This is an expanding market in 
the most basic sense,” Schneider 
added. “It is going to be one of the 
best profit areas in the country.” 
* . * 
WALKER, Lake States Im- 
J. ports, Inc. (Renault), said 
“This market is really untapped. A 
year ago, when we became the Re- 
nault distributor for the area, 150 
cars a month was the rate. 

“Now we are moving 1,500 a 
month, Sometime in the next 
month or two we'll hit 2,000. And 
we're far from the peak. We be- 
lieve we'll do much better next 
year than this year. 

“Sure, New York and California 
have been better, but they have had 
ports of entry at their doorstep,” 
he continued. “A year ago, there 
wasn’t a Renault dealer in this 
area. Now we have 150. 

“I think the Midwest eventually 
will be the No. 1 market in the 
country in terms of imported units 
sold.” 

The St. Lawrence Seaway, he 
said, which permits landing im- 
ported cars at Great Lakes ports, 
means “that much better price for 
the imports in Detroit’s back yard.” 

a * * 


ie SCHMIDT, owner of 
Import Motors of Chicago, Inc. 
(Volkswagen), credits the success 
of the East and West Coasts to 
the convenient ports of entry. “Be- 
fore long, the Midwest should con- 
sume more Volkswagens than the 
East Coast,” he says. 

“The Big Three compact cars, 
if anything, will be a complement 
to us, All that advertising is go- 
ing to make people small-car 
conscious and when they are, 
they'll like what they see in the 
foreign cars,” Schmidt continued. 

“Now that I think of it, the Mid- 
west is going to outdo the West 
Coast as well. The future here is 
very bright.” 

Jan Parelius, Midwest sales man- 
ager of Volvo Distributing, Inc., 
happily points to a projected 20 
percent increase in unit sales for 
1959 over 1958. 

“Our only problem is getting 
enough cars,” says Parelius. “With- 
in 10 years, I believe we'll be mov- 
ing 5,000 Volvos in the Midwest 
market, The potential here is ter- 
rific.” 

Adds Parelius, “We're all going 
to benefit from the Big Three’s ad- 
vertising of the compact cars. 
Since we trade on the quality as- 
pect of the Volvo, we feel people 
will examine the field and enough 
will decide on our car.” 

7” * 


“GTErraD -UP merchandising,” 
said a spokesman for Ameri- 
can & Foreign Motors, Crystal 
Lake, Ill., “is going to make the 
difference. We know that the best 
way to sell cars is to advertise 
them, The increase in foreign-car 
sales in this area is a tribute to 





Shatterproof Specializes 
In Import Windshields 


DETROIT.—Shatterproof Glass 
Corp. here has taken the lead 
in furnishing replacement wind- 
shields for the imports, accord- 
ing to William B. Chase, presi- 
dent. 

Chase said Shatterproof also is 
equipped to furnish tinted and 
shaded windshields for many for- 
eign models. 





this factor, among others. With 
new industrial location and popula- 
tion shifts benefitting the Midwest, 
we can’t help but find new profits 
and volume here. 

“We sell Mercedes-Benz, Borg- 
ward and Jaguar. We’re mer- 
chandising them and we're sell- 
ing ‘them. The people in the Mid- 
west haven’t been ‘merchandised’ 


Walker Reduces 
Space Needed for 


Silencer Parts 


RACINE, WIS.—A new silencer 
consolidation program to relieve the 
exhaust-system parts stocking 





until recently. The potential is 
good.” 
“The thing that’s really going to 
open up this Midwest market,” says 
| Neil Devitt, general manager of 
| Citroen Cars Midwest Distributing 
|Corp., “is the realization on the 
part of the population that the 
| parts and service situation relative 
|to foreign cars is now as good if 
not better than with American 
cars, 
| “We foreign-car dealers are the 
ones who will have to create this 
awareness! I feel the future of 
this market is inevitable. The 
money is here and people will 
buy if they like what they see. 
“We're taking Citroen to commu- 
nity leaders. When people see peo- 
ple they respect driving our car, 

















Walker Mig. a announced by | we feel this will create an interest 
Walker’s program consolidates 33 ctr latin ae oo aoe i to 
popular silencers into 13 numbers—/ i+ them over the bend But they'll 
a reduction of 15 percent in over-all buy and that’s wh : u ha 
stocking space requirements. lies ” id oe 

All numbers involved in the con- 7 
solidation were upgraded to the 
highest standards of corrosion pro- 
tection, back pressure require-} 
ments, fit and acoustical sound con- 
trol, Walker said. 

As a result of the program, only 
15 Walker silencers are needed to 
cover all 1949-1959 models of Chev- 
rolet, Ford and Plymouth, except 
convertibles and two six-cylinder 
Ford models, Walker said, A stock 
of 24 mufflers was formerly needed 
for the same coverage. 


Tuneup Charts for Imports 


CONVERTIBLE r P SYSTE ISSUED OCTOBER 1999 


KARMANN - GHIA 
FOAM NO. vw 








Spitzer Buys Building 

ELYRIA, O.—Spitzer Hardware 
& Supply Co., Grafton, O., has 
purchased the T. A. Moise Estate 
Building, 112 E. Bridge. John 
Spitzer, president, said one of the 
Spitzer auto dealerships would be 
moved into the building which 
formerly housed Prout Chevrolet 
Co. Prout has moved to new 
quarters. The Spitzer interests 
operate 14 dealerships, 11 in Ohio. 













Standards of Adjustment 
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Offered by AEA— 


A set of tune-up charts covering 26 foreign-built cars will be released in November 
by the Automotive Electric Assn. The charts were developed with the cooperation of 
the manufacturers of original equipment, carburetion and igintion units, and the 
automobile manufacturers. These individual charts, shown above and below, contain 
factory specifications, original equipment part numbers and wiring diagrams. Persons 
interested in the charts should write the association at 16223 Meyers, Detroit 35, 
Mich. Charts are available for the following models: Austin, Austin-Healey, Borgward, 
BMW, Citroen, DKW, English Ford, Fiat, Hillman, Jaguar, Lloyd, Mercedes-Benz, Metro- 
politan, MG, Morris, NSU, Opel, Peugeot, Porsche, Renault, Simca, Sunbeam, Taunus, 
Vauxhall, Volkswagen and Volvo. 


A.E.A. VOLKSWAGEN FOUR 1958-59 


TUNE-UP SYSTEM : ED OC IC 
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DEALERS... 


A MESSAGE TO MY 





"You and I are allied in a great and growing project. Some measure of its future 
is reflected in its past. The FIAT organization, with all its vigor, its fore- 
Sight, its solidity and engineering wizardry -- is 60 years young. Its automobiles 
are the most popular in Italy. Its esteem spans all of Europe. And with good 
reason, as the world's newest Fiat market -- your customers -- are finding out. 


. 7 a + % ® e * a * * e Z + © e . e % + & - e e * « * + * + © e a * e . a * e e 


"In fact, the only note of regret is that in some cases, deliveries have not quite 
kept pace with the orders. This in itself is a tribute to the quality of the cars 
and their international demand. Furthermore, it is a situation that will be 
promptly remedied. The FIAT Company has increased its production and shipping 
facilities in anticipation of the vastly expanding American market. 


"When you couple this good news with the fact that FIAT for 1960 will offer an 
even greater variety of models, we have every reason to be enthusiastic about the 
future. "The best years of all lie just ahead." 


Sincerely, 


M. E. HOFFMAN 
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WORLD’S 
FIRST- 
WORLD’S 


FINEST 
MOTOR OIL 


VALVOLINE OIL COMPANY 
Freedom, Pennsylvania 


Division of Ashland Oil & Refining Company 
































The New Classic Look 
in Foreign Motor Cars 


On September 8, 1958, Automotive News published the first Advertisement 
announcing a new Dealer Network for Japan's Datsun Motor Car. Response 
was exceptional. There was overwhelming interest in the New Classic 
Styling. The Datsun caught the imagination of profit-minded Dealers 
across the country. 


It is rare for a concept of design to be so fine that it immediately becomes—and 
remains—a Classic. The Datsun is a roomy, comfortable, low-priced motor car. 
Since 1935 Datsun has been respected as a quality automobile all over the World. 


The New Classic Look 
in U. S. Auto Showrooms 


Now—in America—the Datsun fills a specific opening in the market... an 
opening not being filled by any other motor car . . . imported or domestic. 
This great profit potential is why so many Dealers responded. The Datsun 
Marketing Program includes a Protected Profit for the Dealer. The Sales 
Promotion, Advertising and Public Relations Campaigns are as handsome, 
functional and classic as the Datsun itself. 


Dealer Franchise Applications are being processed immediately. For further 
information write on your letterhead or mail the coupon below. 


~ 


Luby Datsun, 107-36 Queens Bivd., Forest Hills 75, N.Y.C., N.Y. 
Yes, | am interested in the Datsun’s Profit Potential. 





My Name. 


Dealer Name. 








Address. 


City State. 





et 


DATSUN 


LUBY DATSUN 
DIST, LTO. 
107-36 Queens Boulevard, 


Forest Hills 75, 
New York City + BOulevard 3-7555 

















Handling the Tradein.. . 





Import Tip: Appraise With Care 


(Continued from Page 14) 


import business. For most, it is no 
longer possible to hang back. 
+ + + 

_ first thing the dealer learns 

about handling used imports is 
that he is going to be pretty much 
on his own. The foreign manufac- 
turers doing business in the U. S. 


| have no factory used-car program, 


such as do American makers. 

Factory-supplied merchandising 
aids, promotional advice and na- 
tional advertising is not avail- 
able to the imported-car dealer. 

Some distributors in foreign lines 
attempt to help dealers with used- 
car merchandising, but in general 
all retailing effort in the imported- 
car field so far has been directed at 
new-car sales. 

+ + * 

XPERIENCED dealers who 

have developed their own used- 
import programs list three major 
factors in any successful used-im- 
port operation. They are: 

1. Extra-careful appraisal, 

2. Thorough reconditioning. 

3. Sensible merchandising. 

The problem of appraisals is 
probably most important. In gen- 
eral, price-guide books are good on 
conventional passenger cars which 
have been in the U. S. market for 
some time. 

Values on “recent” imports are 
rather hazy, since it takes several 
years to get a good idea on the 
car’s salability as a used piece. 

* + + 

| D  ppesengecees long in the business 

say sports cars and race types 
are a particularly difficult class to 
judge on value. One waggish im- 
port dealer said he keeps a 10-foot 
pole in his used-car office which 
he uses to “not-touch-with” any 
import that has given evidence of 
being raced. 

The dealer who handles domes- 
tic cars only and has to appraise 
an import tradein will probably 
be money ahead if he calls in an 
imported-car dealer and asks 
him to appraise the unit, 

In general, the following points 
ought to be kept in mind when an 
appraisal is being made on a used 
import: 

1. How popular is the make in 
the dealer’s area? 

2. Are parts and service easily 
available? 

3. Can reconditioning be done in 
the dealer’s own shop? 

4. Is there a possibility of the 
make becoming an orphan? 

5. If car is not a make handled 
by dealer, does it have good deal- 
ers in the area? 

6. Are headlights, windshield, di- 
rectional signals, etc., built to U. S. 
standards? 

7. Has the car been raced? 

8. Would the car move at an auc- 
tion if it “dies” on the lot? 

9. Year model? (This is import- 
ant if the car is one year old. 


After that, condition and mileage | 


come first.) 

10. Is car needed to balance in- 
ventory? 

11. Any evidence of collision? 
(Sheet-metal parts are virtually 
impossible to obtain for some 
makes and are difficult even among 
popular models.) 

*” * oe 

ene appraiser should also keep 

in mind that right-hand drives 
are extremely difficult to sell in the 
U. S., although sports car with 
right-hand drives are not as diffi- 
cult to unload as conventional cars 
with this feature. 

Any car built for use in Europe, 
rather than for export to the 
U. S., is a problem. Amber tail- 
lights and kilometer speedomet- 
ers can be Americanized fairly- 
inexpensively. 

But some of the other European 
features are much more expensive 
to bring up to U. S. standards. 
Some states have rules on safety 
equipment on cars. If such modifi- 
cations must be made on a car be- 
ing taken in trade, the dealer 
should take possible expenses into 
consideration. 

The dealer also must consider 
how long the tradein will be tied 
up if he needs parts to put it in 
shape for resale. A dealer in a 
given line of imports, of course, 
should have his own supply of 
parts for the line he sells. A near- 


by franchised dealer in another 
| line should have parts for that car. 
| * * 
EN there is no dealer in the 
area for a particular make be- 
ing offered in trade, the dealer 
must remember that finding parts 
is likely to be a time-consuming 
job. 
In tthe case of cars which are 
just entering the U. S. market, 
the dealer network is likely to 
have a lot of holes in it, making 
parts availability a big question. 
In general, the dealer is playing 
it smart to pass up any car which 
has been driven in competition. 
Says one veteran: “Unless the deal- 
er has always liked to dabble in old 
taxicabs and police cars, he should 
lock himself in the washroom 
when a customer drives up in a car 
that has been raced.” 
* * ~ 
SUALLY, racers which are be- 
ing passed off as the family’s 
second car which Grandma used 
only to get to church on Sunday, 
can be spotted fairly quickly for 
what they are. 
The dealer should look for 
| marks on the front floor boards 


where the fire extinguisher was 
attached or for marks on the 
floor under the mat near the back 
of the front seat where a roll 
bar has been attached and re- 
moved. 

Dealers sometimes check only 
sports cars for evidence of racing 
use. They should not forget that 
family sedans and coupes have 
often turned many wild leaps 
around a road-race course. 

In appraising sports cars and 
other units with wire wheels, the 
spokes should be checked carefully. 
If any are loose they should be re- 
placed and this is a costly propo- 
sition. 

+ * +. 
[BALERS should be particularly 
cautious if any expensive- 
sounding noises are present in the 
engine and transmission. Major 
| work on either unit is usually far 
|} more expensive on the import than 
on a U. S. make, Some dealers say 
that when a transmission starts to 
go on an import, it goes quickly 
and completely. Clutches often tend 
| to slip on imports and main bear- 
| ings can give trouble, 
| a oe OK 
| @'OME cars, by their nature, are 
| difficult to start in cold weather. 
| Placing them on an open lot in the 
| winter can be embarrassing. Sole- 
| noids tend to ice up on some 
| makes. Others, engineered in the 
|; sunny Mediterranean climes, sim- 
| ply don’t adjust to the vigors of a 
winter, say, in Minneapolis. 

If a dealer contemplates tak- 
ing in a car that appears to need 
a minor bump job, he should 
make absolutely certain that the 
body panel or component in ques- 
tion is made of steel, not alu- 
minum, It is virtually impossible 
to find a bump man in the U. S. 
who can repair aluminum with- 
out stretching it. 

Electrical systems on some im- 
ports leave much to be desired and 
should be checked closely. 

Plastic components are fre- 
quently inferior to the quality of 
those used in U. S, cars. One sur- 








prised dealer who attempted a 
steam-cleaning of the upholstery 
in a used import found he had suc- 
ceeded in melting down the steer- 
ing wheel. 

On some makes it is next to im- 
possible to match color for retouch 
jobs. Dealers should exercise care 
here, although more U. S. manu- 
facturers of refinishes are blending 
colors to match those used by for- 
eign manufacturers, 

*” ” x 
a= the dealer has finally de- 
cided on the appraisal and 
owns the tradein, he must decide 
how to dispose of it. Consensus is 
that he will do best if he retails 
it himself, 

Nearly everybody with exper- 
ience in the used-import field 
agrees that reconditioning—as 
thorough as possible—is a money- 
making proposition and will re- 
turn a relatively greater amount 
of profit than a corresponding 
job on a domestic unit. 


In general, it costs more to re- 
condition the import than the 
American car and many dealers 
spend $100 to $150 on every im- 
port they take in—and they pass 
up the rough ones. 

One important advantage of com- 
plete reconditioning is that most 
imports do not restyle their cars 
from year to year. Thus, the one 
or two-year-old trade that has had 
a thorough appearance overhaul 
will closely resemble the brand- 
new unit in the showroom, 

Most used-car reconditioning ma- 
terials produced for use on U. S. 
makes will work satisfactorily on 
imports. 

oe * + 
ERCHANDISING the used im- 
port, once it is reconditioned, 
requires a slightly different ap- 
proach than that used on American 
used cars. 

Price should not be the major 
factor, although dealers have 
learned that mention of savings 
over new-car cost for any par- 
ticular model is often a good 
sales tool. 

Angle used most successfully is 
the second-car approach, based on 
the appeal of economy. Outlandish 
claims on gas mileage, of course, 
are out, 

When a used import does not sell 
immediately, the dealer should not 
panic, Even the oddest of oddballs 
will find a buyer eventually, import 
dealers say, and it frequently 
brings a larger gross than do the 
more popular models. 

If the dealer does decide to 
wholesale a used import, he can 
frequently do better by selling the 
car privately than by moving it 
through an auction. 

The dealer who decides to go all 
the way into the used-import field, 
and who exercises reasonable pre- 
cautions as he goes along, should 
find the adventure highly profit- 
able. 





Now Plymouth Plantation 

NEW ORLEANS —tThe firm 
name of Porche Plymouth, Inc., 
has been changed to Plymouth 
Plantation, Inc. The dealership has 
also moved to 222 S, Claiborne Ave. 
George Roberts is president. 
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Factory Training at Mercedes-Benz— 


Mercedes-Benz Sales, Inc., which handles Mercedes, Auto Union and DKW, conducts 
factory personnel training sessions at its training center in South Bend. Here, intri- 
cacies of Mercedes swing axle get a going-over. Factory training, both in U. S. and 
in Germany, plays a major role in the Mercedes-Benz service training program, 
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Young 
Chicago 
loves to buy.. 





4 age ee 


, — 


_* % . 
<«sY - 
ey 


a 
4 


» 


a sn 
~%y 58 
z te: 
wt... 
* 


Ls 
-, % 
rr 


4 
tm 
Hh» 
=<!) 
\ 


‘eye ~, 
. r t-.'e 
* sea 


$< 
oe 
tee 

















Your biggest automobile buyers are the young 
householders with growing and active families to 


i transport. 
In Chicago and suburbs the Sun-Times reaches more Par f | ' e 


young men and women up to 35* than any other 
Chicago newspaper. 


. 
You’re sure to reach this prime audience when you Chicago 


run your advertising in the Sun-Times— 
full color or black and white. 


Sun-Times 


*Source: Publication Research Service Study No. 5 
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SPRAY EQUIPMENT—Airless spray 
painting equipment has been announced 
by DeVilbiss Co., Toledo, O. The equip- 
ment is portable, and consists of pump, 
cart, tank, lid, air-motor-driven agitator, 
elevator to raise the pump when changing 
material containers, wire braid reinforced 
tefion lined hose and airless spray gun 
with Tungsten carbide spray cap. The 
principle of airless spray is the forcing 
of material through a small orifice (.011 
fo .018 inner dimension) at pressures of 
from 1,800 to 2,400 p.s.i., it is said. When 
the material is ddenly rel d from 
this high pressure, it expands and breaks 
into small particles. These atomized par- 
ticles have enough forward velocity to 
carry them to the surface, but not suffici- 
ent force to rebound, it is claimed. In 
airless spraying, the material is applied 
much wetter than in conventional spray- 
ing, since there is no air to vaporize por- 
tions of the solvent, according to 
DeVilbiss. 








CAR OPENING SET—Designed for use 
by authorized car dealers, garages, serv- 
ice stations and police departments only, 
a combination set of three car-opening 
fools has been introduced by Houser 
Engineering & Mfg., Inc., Bluffton, Ind. 
Three slim, tempered-steel rod tools un- 


lock all makes and models without dam-| ~ 


aging cor locks or windows, it is said. 
Working with car ventilator windows, 
Houser's tools are said to be simple to 
use. On latch-type ventilator window locks, 
one flat, rod tool slips between vent win- 
dow frame and rubber molding to depress 
latch-locking button. Double-ended tool 
can then be inserted to flip up the latch, 
opening the ventilator window. On crank- 
and-handle type vent windows, one tool 
slips under vent, between frame and mold- 
ing, to slide open the vent locking rod. 
Double-ended tool fits between vent glass 
and vent frame, reaching down to crank 
handle. Vent window can then be rolled 
open without diMevity. 
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VISES—Palmgren Steel Products, 
S. Chicago Ave., Chicago 17, Ill., has an- 
nounced two all-ground vises which have 
been added to its line of work holding 
fools. The No. 11 Pailmgren grinding vise 
has 1'%-inch jaw width, and opens 1% 
inches. The No. 22 vise has 24-inch jaw 
width, and opens 2% inches. Both are 
ground to .0005-inch on top, bottom, end, 
and sides. Made of high grade grey iron, 
they are actually tool makers  vises. 
Ground steel jow plates wre removeable. 


Motor Control Unit 


Announced by AC 


MILWAUKEE.—A compact en- 
gime control device weighing one 
pound and with an accuracy of 














NEW PRODUCTS 








within % percent has been an- 
nounced by AC Spark Plug divi- 
sion, General Motors Corp. 

Called the Speed Monitor, the de- 
vice is capable of operating in a 
speed range of 500 to 5,000 r.p.m. 
at temperatures of —65 to 250 de- 
grees with a life expectancy of over 
2,000 hours. 

Designed to meet requirements 
of MIL-E-5009A, it can be cali- 
brated to meet requirements for 
such applications as engine start- 
ing cycle, ignition cutoff, engine 
starter cutoff, clutch control, after- 
burner arming, overspeed and 
underspeed protection, and en-- 
trance guide vane positioning. 


* * * 








BRAKE SPRING—A line of heavy-duty 
brake shoe return springs for Chrysler 
Corp. center plane brakes has been in- 
troduced by Lee Mfg. Co., 1218 Santa 
Monica Bivd., Santa Monica, Calif. These 
springs, designed to replace the original 
standard spring, are lower stressed, made 
of heavier gauge spring and offer greater 
resistance to damage by heat, it is said. 

a ae 


Chrome, Metal Polish 


Burnishine Products Co., Skokie, 
Ill., has announced a chrome and 
metal polish which removes rust, 
dirt, and stains from chrome, brass, 
stainless steel, copper, and all other 
metals. 





SIDE PIPES—‘Ripple" side pipes that 
are decorative and, at the owner's option, 
functional, have been announced by 
Grand Automotive Products, Melrose, Ill. 
The pipes are precision-made in 13-inch 
diameter, exhaust tubing finished in glis- 
tening chrome. Overall lengths of 67 
and 93 inches are available for partial 
or full-rail applications. Both feature 41 
inches of deep-ridged ripple treatment. 
Kits contain all necessary brackets, clamps 
and hardware. 





RADIATOR CAP WRENCH — HAN-D- 
GARD, a radiator cap wrench has been 
introduced by Swingspouvt Measure Co., 
1538 Esperanza St., los Angeles, Calif. 
All the attendant has to do is to slip 
the unit over one radiator cap lug, push 
forward till it engages the other lug, 
twist, and hold until the steam and hot 
water stop spouting from the radiator, 
then lift cap off easily with no further 





danger of scalding burns, it is said. 





KEY CHAINS—A separating key chain, 
called Key-Mates, has been introduced by 
Carey-McFall Co., 2156 E. Dauphin St., 
Philadelphia 25, Pa. With the press of a 
finger, the auto ignition key is detached 
and can remain with the car when it's 
parked on a public lot. Trunk and other 
personal keys can be taken by the driver, 
it is said. The all-metal key chain is es- 
pecially engineered so that the keys 
cannot be released accidentally. 

ee % 





HAMMER HANDLE—Replace your 
broken hammer handle without whittling 
ding—wedging—or poundi Each 
Nuplaglas hammer handle is said to con- 
tain over 1% million full length parallel 
glass fibers to give it maximum strength. 
The grip is made of an oil resistant plas- 
tic and styled for good balance and com- 
fort. An apoxy system, called Nuplabond, 
permanently locks the handle to the ham- 
mer head, it is said. A self-aligning fer- 
rule adjusts itself to any eye opening 
and positions the handle during the cure 
cycle. New Plastic Corp., 1026 N. Syca- 
more Ave., Los Angeles, Calif, 
= - . 








SPARK PLUG—Packed in an eight-plug 
carton, Hastings “Fire-Power" spark plugs 
are engineered for replacement service. 
These plugs, with high-test aluminum oxide 
insulator, are designed for both new and 
used engines and operate over a wider 
heat range, according to the manufac- 
turer. They perform equally well at both 
high and low speeds and are less subject 
to fouling, leakage and breakage, it is 
said. Hastings Mfg. Co., 1935 Crawford 
St., Hastings, Mich. 

Ss 


Exhaust Silencers 
Longer muffler and exhaust pipe 





maintenance costs are said to be 
possible for model 470A and 490A 
White Mustang engines through 
duel exhaust silencing systems de- 
veloped by Alexander-Tagg Indus- 
tries, Inc., Hatboro, Pa, In addition, 
the system is said to provide out- 
standing silencing (well under the 
125 sone limit). 





TIRE CHANGER—Car and light truck 
tires can now be changed in seconds 
with the model 58 p tic tire changer, 
according to the manufacturer, May 
Brothers Mfg. Co. Inc., 21300 Eureka Rd., 
Taylor, Mich, Developed for effortless tire 
changes, special features are said to in- 
clude: Jet-Flo bead breaker that breaks 
beads from all wheel rims as well as 
14-inch safety wheels in one automatic 
operation, plus an air-powered wheel- 
hold-down with a self-adjusting mounting 
and demounting tool for all size tires. 
The changer requires only 1.4 square feet 
of floor space and operates from a stand- 
ard air chuck, it is said. 





* * * 





SILENCER—A improved internal design 
for Walker Silencers has been announced 
by Walker Mfg. Co., Racine, Wis. The 


construction utilizes the exhaust gases 
passing through the muffler to eliminate 
excessive isture cond ti which 





causes inside rust, it is said. With the hot 
gases sweeping back through the entire 
interior instead of following a course con- 
trolled by a tube, temperatures in all 
chambers are intained above the evap- 
oration point of exhaust condensate at all 
driving speeds, it is said. The excess 
moisture is either evaporated or carried 
out the exit tube by the exhaust gases. 





* * * 


_ 





WHEEL SHIELD — Protect-O-Tire, Inc., 
P. O. Box 670, Wayne, Mich., has in- 
troduced an aluminum shield for use in 
repainting wheels, on or off the car. Ad- 
justable to fit any tire variation or tread, 
the shield is said to permit repainting all 
five wheels in less than five minutes, it is 
said. A small, inner shield is used for 





BARREL PUMP — Charles Products Co., 
Hutchinson, Kan., has announced an im- 
proved barrel pump made to fit 2 or 112- 
inch barrel bungs. The adjustable suction 
tube permits the pump to be used in 55, 
30, or 15-gallon drums. The pump is made 
with steel piston and two stainless steel 
piston rings. It is suitable to pump non- 
corrosive liquids. The spout of the pump 
is threaded for a garden hose fitting, it 
is said, 

. & @ 


Impact Tool 

An air-operated Impactool, with 
a one inch drive, has been designed 
by Ingersoll-Rand, 11 Broadway, 
New York 4, N. Y. The size 434 
Impactool is 10% inches shorter 
and nine pounds lighter than the 
previous model. 





CABINETS—Two swinging-door cabinets 
have been introduced by Borroughs Mfg. 
Co., 3002 N. Burdick St., Kalamazoo, 
Mich. The cabinets are 36 inches wide, 
21 inches deep, 42 inches and 78 inches 
high. The two doors swing open for full 
accessibility, and have a single heavy- 
duty handie with lock, and three-point 
latching. Shelves are adjustable without 
tools, nuts or bolts, on 2-inch centers. The 
78-inch unit is available in three models, 
storage, combination, and wardrobe. The 
42-inch unit is designed for use with 
counter-high installations, with the top 
providing extra working space. 


* * * 


Metal Polish 


Met-L-Glo, a polish-in-a-pad for 
polishing chrome, copper, brass, 
other industrially used metals has 
been announced by Hahn Co., 2311 
Los Angeles 64, 


Fox Hills Dr., 


Calif. 


Bee" 


BALANCE WEIGHTS—A line of wheel 


balance weights designed to fit the wheels 
of Cadillac, Dodge, DeSoto, Lincoln and 
other cars with full 
been announced by Bear Mfg. Co., Rock 
Island, Ill. The weights, called Bear “C" 
Type, feature a longer clip designed to 
position the weight underneath the wheel 
cover. Bear states that the weights do 
not 
clips that hold the ring in position and 
that the weights are actually locked in 
position, 
thrown off of the wheel. 
furnished in 


wheel covers, has 


interfere with the “teeth” or ring 


them from being 
Weights are 


Yy-ounce graduations from 


preventing 








life and lower operational and 


two-toning. 


Ya-ounce through three ounces. 














ns 


+ 














—e— an: a 


OD ra ct Oh 


ao = s/s abet het 


a] 
4 

















1 ce RRR 


[ 


i 


AUTOMOTIVE NEWS, SEPTEMBER 


14, 1959 


69 








TURNINGS ... 








i v= new approach taken by the European auto industry 
toward service and spare parts is the best proof that it 
has become a serious and worthy competitor for Detroit. 
The Europeans’ progress in solving this world-wide prob- 
lem is all the more “— because they had so far to 


Parts of Prime Concern | 


To European Makers 


By Joseph M. Callahan 


Engineering Editor 








come. In years gone by, r 
pairs were considered to 


strictly the owner’s prob-| 
lems. Henry Ford and the U. S. 





more than 50 years ago, setting up| 
a vast service network. 


ed, “Until rather recently, our cars |———————— 


were the toys of 
enthusiasts or of | 
the rich. When a| 
part was needed, 
the enthusiast| 
made it himself. | 
The wealthy man 
ordered it from 
the town black- 
smith or handy-| 
man, Also, our} 
export customers | 

: were thousands 
J. M. Callahan of miles away) 
and we weren’t worried about ‘re- 
peat’ sales.” 

Conversations last spring with 
executives of the top European 
auto makers revealed that this 
thinking has been left far be- 
hind, and parts and service facil- 
ities are one of the first topics | 
mentioned, particularly to an 
American. 

Most of these officials indicated 
that they realize that insufficient 
service and parts is the thing that 
will kill them in the U. S. quicker'| 
than anything else. | 


Fiat Moved Slowly 


| ereeppery ped one of the most pro- 
gressive and enlightened ap- 
proaches to the problem was ex-| 
hibited at Fiat in Turin, Italy. 

Enrico Minola, Fiat’s general di- 
rector of sales, told AUTOMOTIVE | 
News, “We are very much con-| 
cerned about parts and service in| 
the U. S. We decided that it wasn’t 
proper to begin selling our cars in| 
the U. S. until the volume was suf- 
ficient to justify adequate parts 
and service, 

“We limited our sales efforts at 
first to the Pacific and Atlantic 
coasts; now we’re expanding in 
the Midwest; in three years we'll 
cover the whole U. S, We’re pro- 
ceeding in sales only as we pro- 
ceed in service and parts.” 

Fiat has established parts depots 
in New York and Los Angeles. A} 
third major depot for quick supply | 
of parts is being set up in Los An-| 
geles. 

These depots are augmented by} 
special spare parts kits of various 
sizes that every dealer and distri- 
butor must buy from Fiat. In addi- 
tion, Fiat has three large vans| 
touring the country for training | 
dealer mechanics, providing parts 
and special repair work. | 

* a oo | 
JBADQUARTERS for Fiat’s| 
spare parts program is the Ri- 
cambi or spare parts facility in 
Turin. The Ricambi consists of two 
large plants with over 800 employes | 
and four million square feet. Built | 
a couple of years ago, this facility | 
has become a model of automotive | 
warehousing and it has been stud- 
ied by European and American| 
auto officials, | 

One plant is used strictly for | 
manufacturing and contains over| 
1,000 modern machines for produc- | 
ing crankshafts, pistons, heads, 
blocks, body stampings and other 
components. 

Curiously, Fiat divides the 
world into about 20 major spare 
parts markets and a certain day 
each month is devoted to the 
production of parts for one of 
these markets, which may be a 
single Italian town or several 
African countries, The reason- 
ing: The widely varying parts 
specifications and limitations 
that must be observed for each 
area. 

Another thing about the Fiat 
parts operation is that the demand 








| 





i. |for parts rises considerably in the 
| winter. This is because the worsen- 
ed road conditions cause much 
more damage to the rather lightly- 
auto industry rejected this attitude | constructed Fiats. 
The other Ricambi building is a 
huge warehouse that contains 65,000 
A European auto official explain-| different spares and ships about 45 


| 
|tons of automotive parts a day 


| throughout the world. 
| * 


| Modern Diccindlile 


N ULTRA-MODERN mechani- 

cal data processing center han- 
dles all the administrative move- 
ment and inventory problems, but 
the viscera of this plant is its high 
shelving area. 

This consists of 34 rows of 
shelves, 30 feet high and 350 feet 
long. They are served by 17 trans- 
fer-lifts which shoot up and down 
and around the shelves at 210 feet 
a second. 

Fiat maintains a stock of parts 
for its cars for at least 10 years 
after they’re built, The older the 
car, the more costly are the parts, 
but the cost reportedly is not pro- 





hibitive. 

Volkswagen officials in Wolfs-| 
burg, Germany, also take a serious | 
view of the parts situation, They | 
pointed to their central parts depot | 
built in 1957 that is already too| 
small. VW also has 15 regional | 





parts depots and 15 service train- | 


ing schools. 

Supplying Volkswagen parts is a 
comparatively simple and inexpen- 
sive matter because the car has 
changed so slightly since it was 
first built in the 1930’s. Many parts 
and components can be used for 
every car made and this materially 
reduces the variety of parts that 
must be maintained. 

ae o* 


peewee op lage! people are inter- 
ested in providing more places 





Hamilton to Direct Sales 


Of Spitzer’s 14 Deals 

ELYRIA, O—Spitzer Manage- 
ment, Inc., operator of 14 dealer- 
ships in Ohio, has appointed Norm 
Hamilton director of sales. He also 
is a vice-president and director of 
the firm. 

Hamilton succeeds Harold Stann, 

who has been promoted to the 
newly created post of executive 
vice-president. Prior to joining 
Spitzer four years ago Hamilton 
had been with Chrysler Corp. in 
service and parts work. 





of service in this country than are 
available through the 410 VW deal- 
erships. A possible answer to this 
situation is the establishment of a 
network of strictly VW service ga- 
rages here. Some of these already 
have been set up, although it’s 
questionable if many of these could 
exist on service business alone. 

Jacques Giraud, export manager 
for Simca in France, said that the 
parts and service situation for 
Simca definitely is improving in 
this country. He pointed out that 
Chrysler Corp. recently has estab- 
lished five Simca parts depots and 
five service schools for Simca deal- 
ership personnel. 

Similar progress has been made 
by the Rootes Group, Renault and 
many other European auto mak- 
ers. 

The typical changed attitude was 
expressed by a Fiat executive who 
said, “Formerly, our cars were toys. 
Now they are tools. We need a re- 
serve of spares to keep them al- 
ways running.” 








PROFITABLE 
NOW OPEN 


in Ohio, Michigan, 
Indiana, Illinois, 
lowa, Wisconsin 
and Minnesota — 














don’t | — = 
wait! 





LAKE STATES IMPORTS, INC. 


INTEGRITY IMPORTS, INC. 























‘when you sell Renault. 


EALERSHIPS 


Cash in on the tremendous trend towards te 
the “Renault Dauphine’’— The Fashionable i. 
Car for Practical People. Act NOW—Join iy 
the present network of Renault Dealers al- 
ready profiting from Renault’s multi-million 
dollar advertising and merchandising cam- @ 
paigns. You can — from Renault's Outs. oS 
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write, wire 
or phone 












OFFER YOUR CUSTOMERS THE OUTSTANDING IMPORT “BUY” INTHE AUTOMOTIVE BUSINESS 


1000 S. WABASH AVE. 


WEbster 9-2345 


Chicago 5, Illinois 
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Port-of-Entry Prices 
On Imported Cars 











The following imported-car prices are 
East Coast Port of Entry figures. They 
include ocean freight, U. S. excise tax 
import duty. They do not include 
charges, U. S. trans- 

local taxes or 


op eq 

(Copyright, 1959, by Automotive News) 

ALFA ROM EO—Giulietta — Spider, $3,- 

469; Super Spider, $3,882; Sprint cpe., $3,- 
2000 Series—4- 


901; Veloce cpe., $4,292. 
dr. a $5,028; Spider roadster conv., 
$4,99: 


ARMSTRONG- SIDDELEY — Star — 
phire 4-dr. sed., $6,950. (Automatic tran 
mission and power steering are standard. 4 

ARNOLT-BRISTOL—(Prices are F.O.B. 
Chicago)—Competition. $3,995; Bolide, $4,- 
245; Deluxe, $4,995. 

ASTON-MARTIN — DB4 — cpe., $9,870. 
Mark IlI—cpe., $7,550; conv., $8,190. 

AUSTIN—A-40 2-dr. sed., $1,795; A-40 
deluxe 2-dr, sed., $1,856; A-55 Mark II 4- 
dr. sed., $2,198. (Heater standard on A-40 
deluxe.) 

AUSTIN-HEALEY—Sprite—conv., $1,795. 
3000—Standard roadster (4-seater), $3,051; 
Deluxe roadster (2 or 4-seater), $3,371. 
( , overdrive, wire wheels standard 
on Deluxe.) 

AUTO UNION—*1000"" —4-dr. sed., $2,- 
526.03; 2-dr. hardtop cpe., $2,300.99; 2-dr. 
sport cpe., $3,924.68. (Heater standard on 
all models.) 





An Engine Is an Engine— 

Chrysler Corp. service instructors conduct special schools to train Simca dealers’ 
mechanics across the nation. This group met at Detroit. Classes also are conducted 
at Simca's five major parts depots. 





BENTLEY—Sertes S — Standard Steel 
Saloon, $13,695. (Automatic transmission, 
power steering, power brakes standard.) 
Other models are custom-built and vary 
considerably in price. 

BERKELEY—328-c.c. roadster (2-cylin- 
1 na 492-c.c, roadster (3-cylinder), 
1,745. 

BMW—Model 501/2.6 4-dr. sed., $5,000; 
Model 502/Deluxe/2.6 4-dr. sed., $5,600; 
Model 502/3.2 4-dr. sed., $6,000; Model 
502/Super/3.2 4-dr. sed., $6,600; Model 
503/3.2 conv., $11,900; Model 507/3.2 
Touring Sport cpe., $10,500. (Heater and 
power brakes are standard on Models 503 
and 507.) 

BMW 600—5-pass sed., $1,398; sunroof 
sed., $1,487. (Heater standard on both 


models. ) 
BMW ISETTA 300 — sunroof, $1,048. 
$2,- 


(Heater standard.) 
BORGWARD—Isabella — 2-dr. sed., 

495; stat. wag., $2,685; Touring Sport, 

$2,845; Touring Sport Coupe, $3,750 


CITROEN — 2CV — 4-dr. ‘sunroof sed. 
(centrifugal clutch), $1,195. ID Luxe— 
4-dr. sed (heater standard), $2,545. ID-19 


—4-dr. sed. (air suspension), $2,695. DS-19 
—4-dr. sed, (air suspension, power brakes, 
power steering, automatic clutch), $3,245. 
DATSUN—4-dr. sed., $1,616. 
DKW—4-dr. sed., $2,283.43; 2-dr. sed., 
$1,995; deluxe 2-dr. sed., $2,157.63; 2-dr. 
stat. wag., $2,321.07. (Heater standard on 





A FABLE 
about a man who rode 
around in a Jaguar... 








ONCE there was a Successful Young Man who-was respected by everyone 
who knew him. He was intelligent, his dahlias were a credit to the 

street, and (among other things) he read Road & Track. 

Having read about imported cars for a long time, he bought a Jaguar. His 

neighbors looked it over and took rides in it, which they enjoyed enor- 

mously. But, they said, it was too small, there was no place for the kids, 

there was no luggage space, and why did anyone want to go so fast in the 

first place? Perhaps the Successful Young Man is not so smart as we 

thought. 

He doesn’t live there any more; his company made him manager of their 

plant in anpther city and moved him away (he left the dahlias). The old 

neighborhood has changed in some other ways. Now there are six imported 

cars and a Corvette in a block. where once there were none. 

Every now and again, one of the new owners looks up from his Road & 

Track and says “I’ll never forget my first ride in an imported car. 

It was a Jag, owned by a very Successful Young Man...” 


MORAL: It’s more important to influence the right people than to reach 
everyone in the block. 





“Owner surveys we have made, including a recent one just completed, 
indicate that Road & Track enjoys very high readership among 
Jaguar owners. It is, in fact, a leader in the entire 
magazine field. 

“Budget considerations compel us to use only media 
we know to be ‘on target.’ Road & Track, by any meas- 
urement, is such a publication.” 


Everett Taylor Martin, Vice President 


Advertising and Public Relations 
Jaguar Cars, North America, Inc. 








For rates and information 
ROAD &«& TRACK THE MOTOR ENTHUSIASTS’ MAGAZINE 
8244 VISTA DEL MAR PLAYA DEL REY CALIFORNIA 





all ~») 

FACEL VEGA—H. K.-500 cpe., $8,550; 

Excellence 4-dr, hardtop, $12,800. 

RARI—250 Grantu pe. (Far- 
ina body), $12,600; California conv. (Scag- 
lietti body), $12,600. (Heater standard on 
both models.) 

FIAT—500 Series—2-dr. sunroof, $1,098; 
2-dr. sunroof sport, $1,228; 2-dr. Bian- 
china, $1,298; 2-dr. Bianchina sport, $1,- 
428; Jolly, $1,760. 600 Serles—2-dr. sed., 
$1,398; 2-dr. sunroof, $1,460; 4-dr, stat- 
wag., $1,658; Jolly, $1,906. 1100 Series 
—4-dr. sed., $1,743; 4-dr,. deluxe sed., 
$1,880; 4-dr. stat. wag., $1,998. 1200 
Sertes 4 


-dr. sed., $1,998; roadster (Far- 
ina), $2,812. 2100 Series—4-dr. sed., $3,- 
192; 4-dr. stat. wag., $3,498. 750 Abarth 
—2-dr. sed., $2,206. (Heater standard on 
all models.) 

FORD (England)—Anglia—Deluxe 2-dr. 
sed., $1,561. Prefect—Deluxe 4-dr. sed. 
$1,661. Escort—2-dr. stat. wag., $1,651. 

$1,761. Consul— 


Squire—2-dr. stat. wag., 
4-dr. sed., $2,034; conv., $2,373. Zephyr— 
4-dr. sed., $2,215; conv., $2,574; Zodiac— 
4-dr. sed., $2,387; conv., $2,865. 
GOMOBIL—T-400—2-dr. sed., $995; 
Florida Sunroof Deluxe 2-dr. sed., $1,035; 
2-dr. Step-In van, $1,350; Coupe deVille, 
$1,395; Coupe deVille conv., $1,445. T-700 
— Cpe., $1,395; sport roadster, $1,445; 
Roust-About, $1,595; Sprint cpe., $1,695. 

GOLIATH—1100 Serles—Hansa 2 -dr. 
sed., $1,949; Hansa conv., $2,126; Hansa 
2-dr. stat. wag., $2,095; Empress 2-dr. 
Sport Sedan, $2,275; Tiger Sport Coupe, 
$2,568. (Heater standard on all models.) 

HILLMAN — 4-dr. sed., $1,699; 
4-dr. Deluxe sed., $1,849; conv., $2,099; 
2-dr. stat. wag. (Husky), $1,639; 4-dr. 
stat. wag. (Minx), $2,299. 

HUMBER—Super Snipe—4-dr. sed., - 
995; 4-dr. stat. wag., $4,575. (Automatic 
transmission, power brakes and heater are 
standard.) 

JAGUAR—Mark IX—4-dr. sed. (auto- 
matic transmission and power steering), 
$6,020. 3.4 Litre Sedan—(overdrive), $4,- 
567; (automatic transmission), $4,667. 
XK-150—Roadster, $4,520; roadster (over- 
drive), $4,685; roadster (automatic trans- 
Mission, $4,770; cpe., $4,500; cpe. 
(overdrive), $4,665; cpe. (automatic trans- 
mission), $4,750; conv., $4,620; conv. 
(overdrive), $4,785; conv. (automatic 
transmission), $4,870. XK-150-S—roadster 
(overdrive), $5,120; cpe. (overdrive), $5,- 
075; conv. (overdrive), $5,195. 

LANCIA— A p pia —4-dr. sed., $2,892; 
conv., (Vignale), $4,490; cpe. (Farina), 
$4,438; cpe. (Zagato ‘‘S’’ modified), $4,- 
708. Aurelia—conv. (Farina), $5,830; cpe., 
$5,830. Flaminia—4-dr. sed., $5,998; cpe. 
(Farina), $6,355; sport (Zagato), $6,485; 
G, T. Touring, $6,485. 

LLOYD—600 Series—2-dr. sed., $1,395; 
2-dr. sunroof sed., $1,445; conv., $1,510; 
2-dr. 4-passenger stat. wag., $1,445; 2-dr. 
4-passenger sunroof stat. wag., $1,500; 
2-dr. 6-passenger stat. wag., $1,675; 2-dr. 
6-passenger sunroof stat. wag., $1,740; 
2-dr. 6-passenger stat. wag. (long wheel- 
base), $1,795; 2-dr. 6-passenger sunroof 
stat. wag. (long wheelbase), $1,895. 

MAICO — 500 — 2-dr. sed., $1,325. 700 
Sport—2-dr. sed., $1,845. (Heater standard 
on both models.) 

MERCEDES-BENZ—180—4-dr. sed., $3,- 
240; 4-dr. stat. wag., $4,988; Kombi wag., 
$4,891. 180-D (diesel engine)—4-dr, sed., 
$3,517; 4-dr. stat. wag., $5,216; Kombi 
wag., $5,119. 190—4-dr. sed., $3,431; 4-dr. 
stat. wag., $5,184; Kombi wag., $5,088. 
190-D (diesel engine)—$3,708; 4-dr. stat. 
wag., $5,411; Kombi wag., $5,316. 190-SL 
—roadster, $5,020; cpe., $5,232; cpe.-road- 
ster (with interchangeable hard and soft 
, $5,416. 219—4-dr. sed., $3,823. 220-S 
. Sed., $4,283; cpe., $7,641; conv., 
$7,641. 300—4-dr. conv., $12,621. 300-d— 
(diesel engine) —-4-dr,. hardtop, $10,418. 
300-SL.--roadster, $10,928; conv., $11,106; 
cpe.-roadster (with interchangeable hard 
and soft tops), $11,375. (Heater standard 
on all models. Power brakes standard on 


all models except 180, 180-D, 190 and 
190-D. Automatic transmission standard 
on 300-d 4-dr, hardtop.) 

METROPOLITAN — 2-dr. hardtop, §$1,- 
672.60; conv., $1,696.60. 

MG-MGA 1600—roadster (disk wheels), 
$2,444; roadster (wire wheels), $2,544; cpe. 
(disk wheels), $2,667; cpe. (wire wheels), 
$2,767. MGA-DOHC—conv., $3,069; coupe, 


(disk brakes and knock-on disk 
Magnette Mark III—4- 
(Heater standard on 


$3,263 
wheels standard). 
dr. sed., $2,695. 
Magnette.) 
MORETTI—750 Series (35 horsepower)— 
Super Panoramica 4-dr. sed., $2,495; Coupe 
Turismo, $2,495. 750 Series (43 horsepower, 
dual carburetors)—-Super Coupe Turismo, 
$2,995; Spyder conv., $2,995. 
MORGAN—“‘‘Plus Four’’ cpe., $2,855. 
MORRIS — ‘1000’ Standard 4-dr. sed., 
$1,678; 2-dr, sed., $1,495; conv., 
2-dr. stat. wag., $1,798. ‘*1000’" 
4-dr. sed., $1,718; 2-dr. sed., $1,599; conv., 
$1,636; 2-dr. a. wag., $1,825. Oxford 
—4-dr. sed., $2,2: 
NSU PRINE2. 3 sed., $1,398; sunroof 


are 5-passenger mod- 


sed., $1,487. (Both 
$2,245. 


els.) NSU Sport Prinz— cpe., 
(Heater standard on all models.) 
OPEL—Rekord — 2-dr. sed., $1,957.50. 
| Caravan — 2-dr. stat. wag., $2,262.60. 
| (Heater standard on both models.) 
PANHARD—Dyna Deluxe 4-dr. sed., $1,- 
697; Grand Standing 4-dr, sed., $1,725. 
PEERLESS—G. T. 2-litre cpe., $3,995. 


PEUGEOT—403 — 4-dr. sunroof sed., 
$2,250; 4-dr. stat. wag., $2,490 

PORSCHE—1600 Series —conv., $3,581; 
Super conv., $3,981; cpe., $3,700; Super 
epe., $4,150; Carrera cpe., $5,700; hardtop, 
$3,865; Super hardtop, $4,315; Carrera, 
hardtop, $5,865; cabriolet, $3,950; Super 
cabriolet, $4,400; Carrera cabriolet, $5,950. 

RENAULT—4CV 4-dr. sed., $1,345; 4- 
dr. Sunroof sed., $1,400. Dauphine 4-dr. 
sed., $1,645; 4-dr. Sunroof sed., $1,700. 
(Heater standard on all models.) 

RILEY—1.5 4-dr. sed., $2,319. 
standard.) 

ROVER—90—4-dr. Deluxe sedan, $3,395. 
105—4-dr. Deluxe sedan, $3,625 (automatic 
overdrive. (Heater standard on all models). 

ROLLS-ROYCE—Slilver Cloud—Standard 
Steel Saloon, $13,995. (Automatic trans- 
mission, power steering, power brakes 
standard.) Other models are custom-built 
and vary considerably in price. 

SAAB—‘‘93B’’—2-dr. sed., $1,895; 2-dr. 
sed. (automatic clutch), $1,995; 2-dr. sun- 
roof sed., $2,019; 2-dr. sunroof sed. (auto- 
matic clutch), $2,119. Granturismo 750— 
2-dr. sed., $2,568. (Heater standard on all 
models. ) 

SIMCA—Aronde—Deluxe 4-dr. sed., $1,- 
698; Super Deluxe 4-dr. sed., $1,798; 
Elysee 4-dr. sed., $1,898; Montlhery 4-dr. 
sed., $1,971; Chatelaine 2-dr. stat, wag., 
$1,963; Grand Large 2-dr. hardtop, $2,- 
071; Monaco 2-dr, hardtop, $2,146; Plein 
Ceil hardtop sport cpe., $2,947; Oceane 
conv., . Ariane (4-cylinder)—4-dr. 
sed., . Ariane (V-8) —4-dr. sed., 
$2,098. Vedette (V-8)—Beaulieu 4-dr. sed., 
$2,298. (Heater standard on Aronde mod- 
els.) 

SINGER — Gazelle — 4-dr. sed., $2,095; 
conv., $2,349; 4-dr. stat. wag., $2,425. 

SKODA—S-440 2-dr. sed., $1,687; S-445 
sed., $1,787; a stat. wag., $1,995; S- 
450 conv., $2,3 


(Heater 


SUNBE. ‘aM -Rapter—2- -dr. hardtop, $2,- 
499; conv., $2,649. 
TAUNUS — Standard — 4-dr. sed., $2,- 


120.50; 2-dr. sed., $2,028.50; Combi-wagon, 
$2,237. Deluxe—4-dr. sed., $2,266.50; 2- 
dr, sed., $2,174.50; Combi-wagon, $2,383. 

Tempo—Viking \—-6-passenger stat. 
wag., $2,170.60; 9-passenger stat. wag., 
$2,203.60. Matador—3-passenger stat. 
wag., $2,482.75; 6-passenger stat. wag., 
$2,514.65; 9-passenger stat. wag., $2, 
546.55; 12-passenger stat. wag., $2,712.50. 

TOYOPET—Crown Custom — 4-dr. sed., 
$1,999; 2-dr., stat. wag., $2,111. Toyota 
Land Cruiser (4-wheel drive)—canvas top, 
$2,930; steel top, $3,365. 

TRIUMPH—4-dr. sed., $1,699; 4-dr. stat. 
wag., $1,899; TR-3 (sports cars)—soft top 
$2,675; hardtop, $2,835. 

TURNER—Standard 950 Sports roadster, 
$2,245; Stage II roadster, $2,635; Coventry 
Climax I roadster, $3,170; Coventry Climax 
III roadster, $3,370. 

VAUXHALL — Victor — 4-dr. sed., $1,- 
957.50; 4-dr. 2-seat stat. wag., $2,262.60. 
(Heater standard on both models.) 

VESPA — V-400 — 2-dr. sunroof sed., 
$1,080. 

VOLKSWAGEN—2-dr. sed., $1,565; 2-dr. 


sunroof sed., $1,655; conv., $2,055; stat. 
wag., $2,245; deluxe stat. wag., $2,620. 
m Ghia—cpe., $2,430; conv., $2,- 
695. (Heater standard on all models.) 
VOLVO—4-dr. sed., $2,795; 2-dr. sed., 
$2,330; 2-dr. stat. wag., $2,490. (Heater 
standard on all models.) 
WARTBURG—Standard 4-dr. sed., $1,- 
688; standard 4-dr. sunroof sed., $1,778; 


deluxe 4-dr. sed., $1,799; deluxe 4-dr. sun- 
roof sed., $1,889; 2-dr, stat. wag., $1,898; 
4-dr. deluxe stat. wag., $2,085; conv., $2,- 
099; coupe, $2,199; sports roadster, $2,799. 
(Heater standard on all models.) 





Sales in County 
Vary Only 2 Pct. 
In 5-Year Period 


HUTCHINSON, Kans.—The mar- 
ket in new and used autos here 
has been almost constant for the 
last five years. Consequently, the 
rise in volume for the first months 
of 1959 has not been as great as 
in other areas. 

In spite of the loss of a Navy 
air station two years ago, dealers 
have kept their sales up to the 
five-year level, which makes this 
one of the most remarkable sales 
areas in the country. 

During the past five years, there 
have been no changes in dealer- 
ships, so the dependable business 
can be credited to the stature of 
local dealers, who are rated as 
maintaining the highest types of 
auto retailing operation. 

At the end of May in Reno Coun- 
ty, Ford and Chevrolet were tied 
for first place. Plymouth was 
third, Pontiac fourth, Rambler fifth, 
Buick sixth, Oldsmobile seventh 
and Mercury eighth. 

Nationally Oldsmobile was third. 
Pontiac was fourth in Reno county 
as well as nationally. Rambler was 
up one from the national position, 
as were Buick and Mercury. 

Figures show total sales in the 
county are up only 2 percent from 
the five-year average, but up 12 
percent over last year. These fig- 
ures are for new cars, but used 
cars are running about the same. 

Loss of the Navy base took away 
15 percent of the total business, 
according to the Chamber of Com- 





merce. 
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Anthony One of the Oldest... 





Ways a Distributor 
Serves His Dealers 


OS ANGELES.—One of the chief 

4 differences between marketing 

imports and domestic cars is that 
most imports are handled in the 
U. S. through distributors—a sys- 
tem long ago abandoned by domes- 
tic lines. 

In the imports’ scheme of 
things, the distributor is usually 
directly responsible to dealers for 
new-car distribution, handling of 
warranties, service instruction, 
supplying parts and providing as- 
sistance on advertising and pro- 
motion, 

In many cases, the distributor as- 
sists the dealer directly in new-car 
selling and in developing used-car 
programs, Foreign firms prefer the 
distributor setup because it puts 
them into the market without vast 
expense or use of their own man- 
power. 

* * * 
E of the largest and oldest 
distributor operations in the 
U. S. is that of Earle C. Anthony, 
Inc., here, distributor of Borgward 
in the Western U. S. 

Although Anthony has handled 
imports for less than three years, 
the firm was first set up as an 
automotive distributor in 1904. 

In any study of how a distributor 
operates, one could do worse than 
analyze the 55-year-old Anthony 
empire. 

* nd ok 

OUNDER of the firm was Earle 

C. Anthony, who has a legiti- 
mate claim to the descriptive term 
of pioneer. As a 17-year-old high 
school student in Los Angeles in 
1897, Anthony de- 
signed and built 
his own horseless 
carriage. The 
“Anthony Elec- 
tric Runabout” 
has been credited 
with being the 
first automobile 





to travel the 
streets of Los 
Angeles. 





q After graduat- 
E. C. Anthony ing from the Uni- 
versity of California in 1903 with a 
degree in mechanical engineering, 
Anthony turned to automobiles and 
formed his first distributorship 
Feb. 22, 1904, 

Lines he handled included 
Pope-Toledo, Knox, Stevens, Dur- 
yea, Thomas, Great Northern, 
Chalmers, Buick and Cadillac. 
Later he acquired Hudson, Reo 
and Baker Electric. 

In 1905 he became a Packard dis- 
tributor and continued with that 
line for more than 50 years. The 
same year he relinquished Buick, 
Cadillac and Hudson. 

Anthony was a founding member 
of the Los Angeles Motor Car Deal- 
ers Assn, and is the only charter 
member of the group still active. 


* * * 

EORGE A. WAGNER, execu- 

tive vice-president of the An- 
thony organization, said the sales 
and service staff of the firm was so 
well organized that when Anthony 
expanded from a statewide distri- 
butorship to become an importing 
operation serving the Western half 
of the U. S. and Alaska, all that 
Was necessary was to reassign 
some key personnel to cover the 
expanded territory of operation. 

Wagner said Anthony provided 
Borgward with a ready-made 
field force—trained men in execu- 
tive positions and a marketing 
setup with knowhow backed by 
physical assets and a solid finan- 
cia] structure, 

The only addition to the staff 
made necessary by acquisition of 
the Borgward import franchise, he 
said, was an “import expediter,” an 
experienced specialist to handle de- 
tails of bringing in large shipments 
of cars and parts from the Borg- 
ward factory at Bremen, Germany. 

Veteran members of the Anthony 
organization who were assigned to 
the Borgward division took over 
duties comparable to those previ- 
ously performed. 

+ * * 
NTHONY himself continues as 
head of the operation. Wagner, 
as executive vice-president, is chief 





of administration and supervises 


importing, distributing, marketing 
and advertising. 

A. William Oster, general sales 
manager, functions as director of 
distributing and marketing, 

There are two resident managers 
—Willard Scott at San Francisco 
headquarters and R. J. Thor at Los 
Angeles, Their duties are similar to 
those of regional managers of do- 
mestic manufacturers, 

Territory administered from San 
Francisco includes Northern Cali- 
fornia, part of Nevada, Oregon, 
Washington, Idaho, Utah, Montana 
and Alaska. 

Under Los Angeles administra- 
tion are Southern California, the 
Las Vegas area of Nevada, Arizona, 
New Mexico, Colorado, Wyoming, 
Nebraska, Iowa, Texas, Oklahoma, 
Minnesota, North Dakota, Kansas, 
Missouri and Louisiana, 

Kk * a 
1 is a regional manager in 
Houston and a district manager 





in St. Louis. Wholesale managers 
operate out of both San Francisco 
and Los Angeles and each office 
has a car distributor. Each resi- 
dent manager in San Francisco and 
Los Angeles has three additional 
district managers in the field. 

A mobile service training unit 
is maintained in the field and a 
service training instructor, using 
factory parts and tools, travels 
the entire territory and conducts 
service training schools for dealer 
employes. 

A consistent advertising cam- 
paign to bolster retail sales is con- 
ducted by the firm, using radio and 
newspapers, (Anthony has his own 
50,000-watt Station KF.) 


Advertising stresses product 4 


quality, performance, style, room- 
iness, safety and economy. The 
Anthony account has for 10 years 
been administered by Al G, Wad- 
dell Advertising, Los Angeles. 

ok x * 


Lge: who stresses availa- 
bility of parts and service, says 
that no owner in the territory serv- 
ed by Anthony has ever had his 
car tied up for repairs for more 
than 24 hours because of lack of 
parts. 
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istributor’s Cars in Regal Setting— 


Main showroom of Earle C, Anthony, Inc., Borgward distributor in Western U. S., 
is on the main floor of Anthony’s 300,000 square-foot, six-story building in Los 
Angeles. The complete line of Borgward models is on permanent display for the con- 
venience of all dealers in Anthony's area. They are invited to bring their retail cus- 
tomers to “headquarters” for making selections from Anthony's stock. The building 
also houses the parts depot, service department and general offices. Anthony main- 
tains a similar setup in San Francisco, where Northern division Borgward operatiqns 
are administered. 
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AC INC OEY MY Be 
Attract More Customers 





Give your used car customers a real value by 
giving all your used cars a Liquid Glaze treat- 
ment. No other product on the market will give 
them more “eye and buy” appeal. 


Liquid Glaze has an exclusive Glasite gloss that 
stands up for months and months—under tough- 
est weather conditions and repeated detergent 
washings. Cars never need to be redone while 


they are on the lot. 


Liquid Glaze material costs average less than 
$1.00 per unit — but add many, many times that 
amount to resale values. Just try it and see! 


Liguid Glaze Inc. 





704 SHERIDAN STREET, 


LANSING, MICHIGAN 































} LIQUID GLAZE, INC. 

| 704 Sheridan St., Lansing, Mich. 

! (CJ Please send me a copy of your “Dollars and Sense” booklet on the 
| operation of a car appearance department. 

} (C) Please send me 8 oz. samples of new Liquid Glaze and Cleaners. 
oO Ses ice nn Rn ae ee 


Make of Car Sold 
1 Dealer Name 
Street Address 
City or Town 
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Here’s How to Do It Right... 





The Demonstration Ride 


ETROIT.—When you look into 

the operations of successful im- 
ported-car dealerships, there is a 
single feature that is almost always 
found. 

That feature: Use of the thor- 
ough demonstration ride. 

The top-rated import dealership 
almost always considers a complete, 
old-fashioned demonstration one of 
the most potent sales tools. 

* * * 

eee, many do- 

mestic dealerships have allowed 
the sales demonstration to deterior- 
ate to the point where it is nothing 
more than a ride around the block 
—or where it is not even conducted 
unless the prospect insists. 

What is worse, some import 
dealerships, still operating under 
a Tiffany’s complex, won’t let a 
prospect drive a car until he gets 
his hands on the one he’s paid 
for. 

Smart imported-car dealers were 
quick to learn the value of the 
demonstration and long ago set up 
special “obstacle” courses or tough 
routes which would show off the 
capabilities of their car to best ad- 
vantage. 

Proper conduct of the demonstra- 
tion ride, of course, is important. 

* * * 
0 pes of the best guides to plan- 
ning this key portion of a suc- 
cessful sales presentation is pro- 
vided by Jaguar in its “Sales Data 
Book.” Jaguar says: 

“The most important and vital 
phase of salesmanship is the dem- 
onstration. 

“This is particularly important 
as far as Jaguar is concerned be- 
cause the true value of a Jaguar 
can only be appreciated after the 
prospect has been shown how the 

Jaguar performs on the road.” 
(Dealers in other lines can insert 
the name of the appropriate 
make in place of Jaguar if they 
wish. The lesson remains of 
value.) 

“Obviously, to give demonstra- 
tions you must have demonstrators 
available,” Jaguar says. 

“Your demonstration cars are 


- your most effective selling tools. 


iy 


See to it therefore, that your dem- 
onstrators are highly polished, that 
the interiors are spotlessly clean 
and that the engine is tuned to 
give the best possible performance. 

“Do not let an engine that keeps 
stalling in traffic or a rattle or 
squeak lose a sale for you.” 

* * ca 

AGUAR continues: “Plan your 

route. Work out in advance a 
good demonstration route, includ- 
ing, if possible, every kind of con- 
dition — traffic, bumpy roads, fast 
highways, hills, curves, etc. Choose 
@ spot on your route where you 
can change places with your pros- 
pect conveniently and safely. 


“It is important that you take 


Buffalo Deal 
Buys 3rd Outlet 


BUFFALO.—<Auto-Land Inc., im- 
ported car dealership at 1081 Main 
St., has purchased a one-story 
building at 1141 Main St. for use 
as its Renault-Peugeot division. 

The 7,500-square-foot building 
will be completely remodeled at a 
cost of $35,000, Irwin M. Buxbaum, 
president, said, and will be opened 
about Jan. 1. The building’s ex- 
terior will be rebuilt in French 





style. 

Sales of BMC and Rootes prod- 
ucts will continue from the show- 
room at 1081 Main. 

The firm’s Fiat division, 1065 
Main St., also is being expanded. 


Atlanta Deal Sells Cars 


In Department Store 

ATLANTA.—Southeastern Sports 
Car Center has opened a fully staff- 
ed sales branch in the W. H. Belk 
department store in the Broadview 
Shopping Center. 

A. W. Wellborn, manager, says 
he is carrying 14 cars in six lines. 
The store location handles sales 
only. For service, the customer goes 
to the dealership. 





the wheel first and also that you 
are fully acquainted with all the 
controls and instruments on the 
test car.” 

The booklet emphasizes: “The 
manner in which you drive and 
your familiarity with the various 
controls, etc., can make the dif- 
ference between closing the deal 
or not.” 

“As you drive along your chosen 
route, point out to your prospect 
the following features of the Jag- 
uar: . 

“A. Point out how easy and ma- 
neuverable the car is in heavy traf- 
fic and how easy it is to park. 

“B. Point out how smoothly the 
car glides along, even over the 
rough sections of your route. 

“C. When you stop for a traffic 
light, point out how quietly the en- 
gine ticks over and how the car 
accelerates away when the light 
changes to green. 

* + * 
me WHEN you are on a good 
* stretch of highway, point out 











Big Business with Small Car— 


fs per month enter the ports of Los 





Approximately 2,000 R Its and P 
Angeles and San Francisco to supply the 


97 dealers served by John Green Corp. in 


California, Arizona, Nevada and Utah. Green, above, looks over a single shipment. 
Green, who sold his first 32 cars in 1954, says his dealers may retail more than 
25,000 units this year. Sales in the first half were up 271 percent over the corres- 
ponding 1958 period, he said. Green claims his network accounts for 25 percent of 


all Renault sales in the U. S. 





how effortlessly the car cruises at 
60-70 miles per hour. 

“Do not play at being a racing 
driver during your demonstra- 
tion. This will only frighten the 
prospect and prove nothing. 

“E. When you are sure that the 
road is clear behind you, inform 
your prospect that you are going 
to make an emergency stop to 


prove the effectiveness of the disc 
brakes, It is suggested that your 
stop be made from approximately 
60 miles per hour. Do not slam the 
brakes on, but push the pedal 
gently but firmly to get the best 
results...” 
* + + 
AGUAR concludes: “After you 
have demonstrated all the above 





points (and some others of your 





own), let him take the wheel for 
a few miles. 

“Before he starts off, however, 
make sure that the seat is ad- 
justed correctly for him .. . so 
that he is in the best possible 
seating position relative to the 
wheel. 

“If your demonstration Jaguar 
has functioned as it should, and 
you have done your job well, you 
should have no difficulty when you 
return to the showroom in closing 
the deal.” 


Sports Car Topic 
Of 5 New Books 


NEW YORK.—Five new books 
of interest to sports-car owners 
have been published by Arco Pub- 
lishing Co. Inc. 480 Lexington 
Ave., New York 17, N. Y. Price of 
each is $2.75. 

The books are: Sports Car 
Events, by Robert F. Clarke; Grand 
Prix Cars, by Denis Jenkinson; 
Triumph Guide, by Dave Allen and 





Dick Strome; Sports Cars of the ao i 


Future, by Strother MacMinn, and 
Larry Reid’s Rally Tables, by Larry 
Reid. 

All are a part of Arco’s Modern 
Sports Car Series. 





The American Automotive Industry — the world's 


Outstanding tire valve 








Schrader’s famous tire valve operating principle 
is the ace of standardization 


for pneumatic tire-equipped vehicles everywhere 
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, Proved Methods Stressed . 





By L. H. Houck 
Travelling Correspondent 
3 ANSAS CITY.—Imported-car 

retailing was given stature and 
financial backing along with more 
than 30 years of retail auto selling 
experience when Midwest Motors, 
Ine. (Dodge-Plymouth), 601 Tru- 
man Rd., entered the field in 1957. 

Now, only two years later, Mid- 
west sells Renault and Peugeot 
from four completely stocked, 
service-equipped branches, for a 
total that probably makes it the 
biggest import selling operation 
in this area under one central 
i management. 

Midwest is owned by Harry and 
Sherman Schwartz, brothers, Harry 
Schwartz has been in the automo- 
bile business since he was 15 years 
old. He bought and sold cars when 
most boys were still riding bikes. 

Sherman is the comptroller and 


~~ = a 


rE | We 


4 
oa 





+ Chain Dealer Runs 
Volume Operation 


keeps tabs on all business details. 

They have been in business since 

1929 and have retailed Dodge and 

Plymouth in volume since 1949. 
* * x 

ARRY SCHWARTZ saw the 

merchandising possibilities of 
selling a good import with a‘hard- 
hitting area-wide sales organiza- 
tion early in the import history. 
He carried out his first experiments 
with Volkswagen, which was taken 
on for a brief period in 1957. 

Early in 1958 Midwest was given 
an exclusive franchise for the area 
for Renault and Peugeot. 

First branch was established 
on Westport Rd., followed by 
branches at Tenth and Minne- 
sota, Kansas City, Kan.; one on 
Troost Ave., and now a new 
building to be devoted exclusively 
to the sale of the import line at 
64th and Troost. 





Establishment of branches is lim- 
ited by the availability of compe- 
tent managers, the brothers said, 
adding that they have been for- 
tunate with experienced sales man- 
agers in charge of branches such 
as Carl Cono, downtown; Joe Kort, 
Kansas; Dick Helvey, Westport, 
and Heinz Robert, Troost Ave. 

Success of the enterprise is due 
largely to the ability of Harry 
Schwartz to delegate responsibility 
effectively. Yet, he has the reputa- 
tion of knowing everything that 
goes on at the main store and all 
the branches and he can call many 
of the customers by their first 
names. 

oa * a 
— import department was set 
up with Harold Kaufman, long 
a Midwest key man, installed as 


vice-president in charge of import| Milking Unit Is Built on a Volvo Chassis— 


sales. Since the purpose, of course, 


is of interest. 


This mobile milking unit, said to be Sweden's first, is built on a Volvo L420 for- 
is to sell, the exact method of set- ward-control chassis with dual wheels and a 120-horsepower V-8 engine. The unit is 
ting up this selling organization— equipped with six milking machines, a washing machine, a water tank and heater 
which has already proved itself— and three 160-gallon milk tanks. There also are two vacuum pumps, an electric motor 
and a generator. 






















Each branch is a self-contained 
unit with its own inventory of 
new and used cars, stock of re- 
pair parts and a complete service 
department. Each branch man- 
ager is responsible for the sales 





volume, for the profit and for 
the appraisal and disposal of 
tradeins. 

The downtown branch, which is 
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greatest enterprise— depends on tire accomplishments 


performance matches tires 
everywhere in the world 





recommen ct 


Pd 





AVAILABILITY. Schrader Tire Valves and service tools 
follow American vehicles to every corner of the earth, 
making service fast, easy, universal. 





INTERCHANGEABLE. Wherever tires are serviced, stocks 
of Schrader replacement valves are on hand to help 
every tire deliver full mileage. 








There’s excellent reason why the American automotive and tire markets 
circle the globe. No other industry in history has approached the quality 
and dependability of its mass-produced products. For example, only a 
complex of highly specialized companies, working together, drawing upon 
their combined skills, information and facilities, could have developed the 
modern tire and tire valve that has performed on every vehicle that has 
ever travelled. You can count on Schrader to produce the quality tire valves 
to match the performance of your present and future vehicles, wherever 
they travel. 








oe divisionof SCOVELL 





A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Company, Incorporated 


FIRST NAME IN TIRE VALVES 











SIMPLICITY UNDERSTOOD. Schrader’s system of valve in- 
terchangeability works, because American engineering 
is based on simplicity that speaks a universal language. 





QUALITY FIRST. One indication of the success of 
Schrader’s Ace of Standardization is that tire valve 
performance is taken for granted the world over. 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 























































integral with the Dodge-Plymouth 
sales facilities, operates in a similar 
manner except that all salesmen in 
both new and used-car departments 
have been trained and schooled-to 
sell Renault and Peugeot. 

Any customer who contacts a 
Midwest salesman finds him fully 
prepared and equipped to answer 
all questions, able to provide a 
demonstration and able to complete 
the deal without having to “hunt 
up George.” 

A master stock of new units and 
parts is maintained at the down- 


town location. 
* + * 


guns service is such a vital part 
of import selling, Schwartz 
selected mechanics from the regu- 
lar crews for special import in- 
struction and also provided a 
school for import salesmen, 
“Each branch is responsible for 
selling its quota,” Kaufman said, 

“and the cars representing the 

quota are placed in its stock. 

Sales meetings are held daily and 

the objective is kept before the 

sales force in the same manner 
that any other well-operated re- 
tail dealership is operated.” 

One of the most important sales 
features advocated by the sales 
force is the high type of service, 
the ability and desire to take care 
of factory warranties immediately 
and the large stock of parts carried 
by branches and in the master 
warehouse. 

Trained mechanics are assigned 
to each branch and service and re- 
pairs are taken care of almost im- 
mediately in most cases. Special 
pains are taken to avoid putting a 
customer in the position of waiting 
for parts. 

Currently more domestic cars 
than imports are taken in trade on 
imported cars, but Midwest now 
has customers who have traded in 
imports as old as ’56 and Renault 
customers who have traded their 
’57s on ’58s and ’59s, which indi- 
cates that management’s desire for 
repeat business is being fulfilled. 

* ca * 


ANOTHE R important stepping 
stone to import volume is that 
Midwest makes available its regu- 
lar line of financing. 

By developing a high customer 
satisfaction with Renault and 
Peugeot, plus its 30 years’ experi- 
ence. in financing and company 
and finance company resources, 
Midwest was able to offer im- 
ports at lower downpayments on 
paper which is readily accepted 
by the finance companies. 

The record of import car owners 

in making payments has made the 
finance companies confident on im- 
port paper, Kaufman said, so that 
financing is readily available to 
buyers with short downpayments. 
In the final analysis, Schwartz 
said, the key to customer satisfac- 
tion is adequate service. 















Owner Finds His Import 
Is Too Attractive 

TEXARKANA, Tex.—Police re- 
covered a small imported car two 
miles from where the owner had 
reported it stolen. 

Inside the car was this note: 
“Just couldn’t resist driving it. 
Thank you.” A dollar bill was at- 
tached to the note. 
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Only Citroén 


gives you the profit features 
of every class of car! 








BIG CAR Room LUXURY CAR Comfort FUNCTIONAL CAR Design 





Air-Oil Suspension, 
standard equipment 
exclusively Citroen. 
No other car, re- 
gardless of price, 
cansurpass Citroen’s 
supremely comfort- 
able ride. 

















Of any car, Citroen has the longest wheelbase for its As an example, the undercarriage of the ‘Citroen is com- 
quecell dlensnsion. This is genuine compactness, 14” eee pletely enclosed by an aerodynamically designed shield that 
wheelbase than the average “compact.” increases road-holding stability at high speeds. 


DOMESTIC CAR IMPORTED CAR ¢ SPORTS CAR 
Power Assists Distinction Roadability 


24799 _——— 
CR eee 
P 


Bie 
es} 
=F 


Availability of 
Power Steering, 
Power Brakes, 
Citromatic 
Drive, Auto- 
matic Jacking. Front-Wheel Drive. Disc Brakes’ racing : 
car control. Winner over all makes of ; . 

French born, with an individuality all cars in the 1959 Monte Carlo Rallye, the Up to 34 MPG, using regular gas...even while 

its own. The prestige “compact”, un- world’s most demanding 2,000 mile en- cruising at 65 MPH! Winner of, several 

mistakably Citroen. durance test. International Economy Runs. 


PRESTIGE CAR CITROEN CAR AIR-OIL SUSPENSION Profit-Making Car Rewards: 
Beauty With Citroen Air-Oil Suspension, each NEUTRAL Gas Retail prices range from $2545 to $3245. 


wheel is connected to the body by a piston. UNDER - 
By means of a liaison liquid, this piston er With a higher than average dealer margin of 


compresses a neutral gas (air) pressurized DIAPHRAGM 


in a sphere, assuring automatic dampening profit your break-even point will be lower. 


action and level correction. DAMPER 


Ordinary S ion = Air-Oil S ion PUMP. m " 
ee el ee and Citroen-Size Dealer Support: 


ee 


—_—_ 


, aa FUOEN seve er eens National, Regional and Local Advertising, 
ee Complete Sales Promotional Material, Free 
Listed in Fortune Magazine as 


one of th ld’s 1 _ Citroen’s exclusive suspension on Air-Oil is ; ; 
ee ce sees S00 bank de. a ee Oe ae Service School for your mechanics, and huge 


Prize for Beauty at i giving fatigue-free riding comfort, and un- . . . 
di Milano, Ttaly. ar Seen equalled road-holding security. Spare Parts Depots maintained at all times. 
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A CITROEN Authorized Dealer Franchise may still be open in your area. 
To get complete details, we urge you to mail this coupon today! 


THIS COUPON TO BE RETURNED BEFORE OCTOBER 15th.f§ 
CITROEN CARS CORPORATION 


A DIRECT FACTORY BRANCH OF S.A. ANDRE CITROEN, PARIS, FRANCE 


300 PARK AVENUE, NEW YORK 22, N. Y. 
8423 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 


GENTLEMEN: | AM INTERESTED IN BECOMING A CITROEN AUTHORIZED DEALER. 
PLEASE SEND ME COMPLETE INFORMATION. (ALL INQUIRIES HELD IN 
STRICTEST CONFIDENCE BY THE CITROEN FACTORY REPRESENTATIVE.) 


MY NAME IS 





MY DEALER NAME IS 





ADDRESS 





CITY ZONE STATE 
2 ee ee ee en ee ee ee ee ee ee ee ee a ee ee ee ee ee ee ee ee ae ae oe 








CHEVRONS OF PRESTIGE 
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The following prices include the sug- 

gested base factory list prices, 
excise tax amounts and suggested dealer 
delivery-and-handling charges. yA in- 
cluded are variable items passed on to 
the retail a buyer, such as State and local 
portation charges and op- 


(Copyright, 1959, by Automotive News) 
BUICK—LeSabre—4-dr. sed., $2,804; 2- 
dr. sed., $2,740; 4-dr. hardtop, $2,925; 
2-dr. hardtop, $2,849; conv., $3,129; 4-dr. 
2-seat stat. wag., $3,320. Invicta—4-dr. 
sed., $3,357; 4-dr. hardtop, $3,515; 2-dr. 
hardtop, $3,447; conv., $3,620; 4-dr. 2-seat 
stat. wag., $3,841. Electra — 4-dr. sed., 
$3,856; 4-dr. hardtop, $3,963; 2-dr. hard- 
top, $3,818. Electra 25—4-dr. Riviera sed. 
(6-window hardtop), $4,300; 4-dr. hardtop, 
$4,300; conv., $4,192. (Twin-turbine Dyna- 
flow standard on Invicta, Electra and 
Electra 225. Power steering and power 
brakes standard on Electra and Electra 
225.) 

CADILLAC — Sixty Two—4-dr. hardtop 
(6-window), $5,080; 4-dr. hardtop (4-win- 
dow), $5,080; 2-dr. hardtop, $4,892; conv., 
pp pl Sedan de Ville 4-dr. hardtop (6- 

window), $5,498; Sedan de Ville 4-dr, hard- 
top (4-window) $5,498; Coupe de Ville 2- 
dr, hardtop, 252. Eldorado—Brougham 
4-dr. hardtop, $13,075; Seville 2-dr. hard- 
top, $7,401; Biarritz conv., $7,401. Sixty 
Special—4-dr. hardtop, $6,233. Seventy-Five 
—8-pass. sed., $9,533; limousine, $9,748. 
(Hydra-Matic, power steering, power brakes 
standard on all models). 

CHEVROLET — (Prices are for six- 


cylinder models, For V-8s, add $118.) 
-dr. sed., $2,301; 2-dr. sed., 
$2,247; util. sed., $2,160. Bel Air—4-dr. 





Army Gives Ford 
New Order for 6 
Prototype Trucks 


DEARBORN.— Ford Motor Co. 
has been awarded a $1,650,000 con- 
tract for the engineering and de- 
velopment of six prototype medium- 
size tactical trucks for the Army. 

Ford Motor earlier received a 
$15,070,000 production contract for 
4,050 newly designed quarter-ton 
passenger and cargo vehicles nick- 
named “MUTT” (military utility 
tactical truck). This vehicle, first 
in a light-truck series, was engi- 
neered and developed by Ford’s 
special military vehicles office as a 
replacement for the Jeep, the com- 
pany said. 

Army Ordnance Corps is con- 
tracting for the development of a 
new “family” of military trucks in 
which many parts will be inter- 
changeable, Ford said. Units with 
cargo capacities of two, 3%, and 
five tons will comprise the medium- 
truck fleet. Engineering develop- 
ment of all three units will be 
undertaken by Ford and prototype 
vehicles will be built of the two 
larger units. 

“The contract specifies that we 
must have one prototype vehicle in 
each of the two sizes ready for de- 
livery within one year,” said A. A. 
Parquette, executive engineer in 
charge of Ford’s special military 
vehicles office, “Four more proto- 
types, two in each series, must be 
delivered two months later.” 

Parquette also announced that 
the contract calls for development 
of a new diesel engine for the 
medium-truck series. 

In both series, light and medium, 
the vehicles will have interchange- 
able engines, transmissions and 
axles, he said. 


Teenagers Expect 
To Sway Family 


In Car Purchases 


NEW YORK.—Most teenagers 
contacted in Scholastic Magazines’ 
1959 Youth Market Consumer Sur- 
vey said they expect to influence 
their families in their next pur- 
chase of a new car. 

Among junior high school pupils 
more girls than boys felt their 
views would count when the family 
decides to buy a new car. The 
study showed 61.4 percent of the 
girls said they would have influ- 
ence, compared with 57.6 percent 
of the boys. 

But among the senior high crowd 
more boys reported they would 
have a voice in a car purchase, out- 
Te the girls by 60.2 percent 
to 54.9 

The most popular lower-priced 
cars were Chevrolet, Ford and 
Plymouth, the survey showed. For- 
eign small cars and American small 
autos ranked next in that order. 

Ford was the most popular car 
with the junior high set, and the 
senior high girls, but Chevrolet was 
tops with the senior boys. 

Most of the students who report- 
ed they drove their own or family 
cars said they bought gas once or 








Current 





Prices on U. 


S. Cars 








sedan, $2,440; 2-dr. $2,386; 
hardtop, $2,556. Impala—4-dr. sed., 

592; 4-dr. hardtop, $2,664; 2-dr. hardtop, 
$2,599; conv., $2,849. 


sed., 


Brookwood, $2,638; 4-dr, 2-seat Parkwood, 
$2,749; 4-dr, 3-seat Kingswood, $2,852; 
4-dr. 2-seat Nomad, $2,897. 
hardtop cpe. or conv., (V-8 std.), $3,875. 

CHRYSLER—Windsor—4-dr. sed., $3,- 
204; 4-dr. hardtop, $3,353; 2-dr. hardtop, 
$3,289; conv., $3,620; 4-dr. 2-seat stat. 
; 4-dr. 3-seat stat. wag., $3,- 
toga—4-dr. sed., $3,966; 4- =. 
hardtop, $4,104; 2-dr, hardtop, $4,0 
New Yorker—4-dr. sed., $4,424; 4-dr. voor 
top, $4,533; 2-dr. hardtop, $4,476; conv., 
$4,889.50; 4-dr. 2-seat stat. wag., $4,997: 
4-dr. 3-seat stat. wag., $5,212. 300-E—2-dr. 
hardtop, $5,318.50; conv., $5,748.50. 
(TorqueF Ute, power steering, power brakes 
standard on Saratoga, New Yorker and 
300-E.) 

CONTINENTAL — 4-dr, sed., $6,845.30; 
4-dr. hardtop, $6,845.30; 2-dr. hardtop, 
$6,598.30; conv., $7,056.20; town car, $9,- 
208; limousine, $10,230. (Tur hb o-Drive, 
power steering, power brakes standard on 
all models.) 


DeSOTO—Firesweep—4-dr, sed., $2,904; 
4-dr, hardtop, $3,038; 2-dr. hardtop, $2,- 
967; conv., $3,315; 4-dr, 2-seat stat. wag., 
$3,366; 4- ‘dr, 3-seat stat. wag., 

Firedome—4-dr, sed., $3,234; 4-dr. 
top, $3,398; 2-dr. hardtop, $3,341; conv., 
$3,653. ‘Firefilte—4-dr, sed., $3,763; 4-dr. 
coaite, $3,888; 2-dr. hardtop, $3,831; 
conv., $4,152; 4-dr. 2-seat stat. wag., $4,- 
216; 4-dr. 3-seat stat. wag., $4,358. Ad- 
venturer—2-dr, hardtop, $4,427; conv., $4,- 
749. (Torquefilte standard on Fireflite and 
Adventurer. Power steering and power 
brakes standard on Adventurer.) 

DODGE—Coronet Six—4-dr. sed., $2,- 
586.50; 2-dr. sed., $2,515.50; 2-dr, hard- 
$2,643.50. Coronet V-8—4-dr.  sed., 
$2,707; 2-dr. sed., $2,639; 4-dr. hardtop, 
$2,841.50; 2-dr. hardtop, $2,764; conv., 
$3,089. Royal—4-dr. sed., $2,934; 4-dr. 
hardtop, $3,068.50; 2-dr, hardtop, $2,990. 
Custom Royal—4-dr. sed., $3,144.75; 4-dr. 
hardtop, $3,279.25; 2-dr. hardtop, $3,200.75; 
conv., $3,421.50. Station Wagons—4-dr. 2- 
seat Sierra, $3,103; 4-dr, 3-seat Sierra, 
$3,223.50; 4- dr, 2-seat Custom Sierra, $3,- 
318; 4- dr. 3-seat Custom Sierra. $3, 438.50. 

EDSEL— (Prices are for V-S models. 
Deduct $83.70 for six-cylincer 
deduct $96.50 for six-cylinder stat. wags.) 
ger—4-dr. sed., $2,683.50; 2-dr, sed., 
$2,629; 4-dr. hardtop, $2,755.50; 2-dr. 
hardtop, $2,690.50. Corsatr—4-dr. sed., $2,- 
812; 4-dr, hardtop, $2,884.50; 2-dr. hard- 
top, $2,819; conv., $3,072. Station Wagons 
—4-dr., 2-seat Villager, $2,971; 4-dr., 
seat Villager, $3,054.7 
FORD— (Prices are = six-cylinder mod- 
els, For V-8s, add $118.) Custom 300— 
4-dr, sed., $2,273; 2-dr. sed., $2,219; busi- 
ness sed., ~ 132. Fairlane—4- dr, sed., $2,- 
411; 2-dr. , $2,357, Fairlane 500—4-dr. 





Parris Named President 
Of North Carolina Unit 


BURLINGTON, N. C.—Bud Par- 
ris, of Bill Price Buick, Burlington, 
has been elected president of the 
Alamance County New Car Dealers 
Assn. 

Clay Christopher, Mebane Motor 
Sales (Ford), Mebane, is vice-presi- 
dent, and Bill Swann, Wachovia 
Bank & Trust Co., Burlington, is 
secretary-treasurer. 





Centerless Grinder 
WORCESTER, Mass.—Norton Co. 


4-dr. 
$2,- 
. Station Wagons— 
2-dr. 2-seat Brookwood, $2,571; 4-dr. 2-seat 


Corvette — 


Rangers; | 


sed., $2,530; 2-dr. sed., $2,476; 4-dr. hard- 
top, $2,602; 2-dr. hardtop, $2,537. Galaxie— 
4-dr, sed., $2,582; 2-dr. sed., $2,528; 4-dr. 
hardtop, $2,654; 2-dr, hardtop, $2,589; 
conv., $2,839; retractable hardtop (V-8 
standard), $3,346. Station Wagons—2-dr., 2- 
seat Ranch Wagon, $2,567; 4-dr. 2-seat 
Ranch Wagon, $2,634; 2-dr, 2-seat Country 
Sedan, $2,678; 4-dr. 2-seat Country Sedan, 
$2,745; 4-dr. 3-seat Country Sedan, $2,829; | 
4-dr. 3-seat Country Squire, $2,958. Thun- | 
derbird—(V-8 standard) — 2-dr, hardtop, 
$3,696; conv., $3.979. 
IMPERIAL—Custom—4-dr, sed., 
4-dr, hardtop, $5,016; 2-dr, hardtop, $4,- 
909.50. Crown—4-dr. sed., $5,647; 4-dr. 
| hardtop, a rity 2-dr. hardtop, $5,403; 
| conv., $5,773 Le -dr. sed., $6,- 
103; 4-dr. oan $6,103. (Torquefiite, 
power steering, power brakes standard on 
| all models.) 
LINCOLN—Lincoln—4-dr. sed., $5,089.60; 
4-dr. hardtop, $5,089.60; 2-dr. hardtop, $4,- 
902.10. Premiere—4-dr. sed., $5,594.20; 4- 
dr, hardtop, $5,594.20; 2-dr. hardtop, 'S,- 
347.10. (Turbo-Drive, power steering, power 
brakes standard on all models.) 
MERCURY— Monterey —4-dr. sed., $2,-| 
831.50; 2-dr. sed., $2,767.50; 4-dr. hardtop, 
$2,917.50; 2-dr. hardtop, $2,853.50; conv., 
$3,149.50. Monteclair—4-dr. sed., $3,308; 4- 
dr, hardtop, $3,437; 2-dr. hardtop, §$3,- 
356.50. Lane—4-dr, hardtop, $4,031; 


$5,016; 











2-dr. 


hardtop, $3,954.50; 
2-seat Commuter, 


Station Wagons—2-dr. 


$3,144.50; 4-dr. 2-seat Commuter, $3,215; 
$3,793; 4-dr. 2-seat 


4-dr, 2-seat Voyager, 


Colony Park, $3,932. 
Montclair, Voyager, 
Merc-0-Matic, 
ing, power brakes standard on Park Lane.) | 

OLDSMOBILE—Series 
902; 2-dr. sed., $2,837; 4-dr. hardtop, $3,- 
036; 2-dr. hardtop, 
4-dr, 2-seat stat. wag., $3,365. 
$3,178; 


ard on 


Multi-Drive 


4-dr, 


sed., 


4-d 


co 


$2,958; conv., 


r, 


2-dr. hardtop, $3,328; conv., 


2-seat stat. wag., $3,669. Series 
hardtop, $4,162; 
$4,366. 
Matic, power steering, power brakes stand- 


sed., 
hardtop, 


$3,890; 4-dr. 


$4,086; 


conv., 


ard on Series 98.) 


PLYMOUTH — (On six-cylinder models, 
add $119.50 for a V-8 engine). 
$2,282.75; 2-dr. 
(V-8 not offered), 
sed., $2,439.75; 2-dr 
hardtop, $2,524.75, 
hardtop, $2,461.25. Station Wagon 


—4-dr, 


sed., 
2-dr. 


Six—2-dr. 
2-seat Deluxe, $2,641; 4-dr. 2-seat Custom, 
V-8—(On the follow- 
ing models, a V-8 engine is standard and 
six-cylinder engine 


$2,761.50. Plymouth 


sed., 
business cpe,. 
Belvedere Six—4-dr. 
$2,389.25; 


4-dr. 


hardtop, 


nv., $ 


(Mere-O0-Matic stand- 
Colony Park. 
power steer- 


88—4-dr. sed., $2,- 


$3,595; 


(Ht 


sed., 


2-seat Deluxe, $2,574.25; 


H 
Belvedere — conv. 
sed., $2,690.50; 


is not available.) | 


$3,286; 
Super 88— 
$3,405; 


Savoy Six 
$2,232; 
$2,142.75. 


4,206. | 





4-dr. 


ydra-— 


4-dr. 





$2,814.25. Fury — 4-dr. 


4-dr, 


hardtop, 


$2,771.25; 


stat, wag., $2,295. 


4-dr, sed., 
2-dr., 


2-dr, hardtop, $2,714.25. Sport Fury—2-dr. 
hardtop, $2,927.25; conv., $3,125.25. Sta- 
tion Wagons—2-dr. 2-seat Custom, §$2,- 
$14.25; 4-dr, 3-seat Custom, $2,990.75; 4- 
dr, 2-seat Sport, $3,020.75; 4-dr, 3-seat 
Sport, $3,130.50. 
PONTIAC—Catalina—4-dr. sed., $2,704 

2-dr. sed., $2,633; 4-dr. hardtop, $2, 844: 
2-dr, hardtop, $2, 768; conv., $3,080; 4-ar. 
2- seat stat, wag., $3,101; 4-dr. 3-seat stat. 
wag., $3,209. Star Chief—4-dr, sed., $3,- 
005; 2-dr. sed., $2,934; 4-dr. hardtop, $3,- 
138. Bonneville—4-dr. hardtop, $3,333; 2-dr. 
hardtop, $3,257; conv., $3,478; 4-dr, '2-seat 
stat. wag., $3,532. . 


RAMBLER—American—2-dr. Deluxe sed., 
$1,835; 2-dr. Super sed., $1,920; 2-dr. 2- 
seat Deluxe stat. wag., $2,060; 2-dr. 2-seat 
Super stat. wag., $2, 145. Deluxe Six—4-dr. 
sed., $2,098. Super Six—4-dr. sed., $2,268; 
4-dr. hardtop, $2,343; 4-dr, 2-seat stat. 
wag., $2,562. Custom Six—4-dr. sed., $2,- 
383; 4-dr, 2-seat stat. wag., $2,677, Rebel 
Vv -8—Super—4- -dr. sed., $2, 398; 4-dr, 2-seat 
stat. wag., $2,692; Custom—4-dr, sed » $2,- 
513; 4-dr. hardtop, $2,588; 4-dr, 2-seat 
stat. wag., $2,807. Ambassador—Super— 
4-dr, sed., $2,587; 4-dr, 2-seat stat, wag., 
$2,881. Custom—4-dr. sed,, $2,732; 4-dr. 
hardtop, $2,822; 4-dr. 2-seat stat, wag., 
$3,026; 4-dr. 2-seat hardtop stat. wag., 
$3,116. 

STUDEBAKER—Lark Deluxe Six—4-dr. 
sed,, $1,995; 2-dr. sed., $1,925; 2-dr, 2-seat 
Lark Regal Six—4-dr. 
sed., $2,175; 2-dr. hardtop, $2,275; 2-dr. 
2-seat stat. wag., $2,455. Lark Regal V 
$2,310; 2-dr, hardtop, 
2-seat stat. wag., $2,590. Silver 
Hawk—six-cylinder cpe., $2,360; V-8 cpe., 


$2,495 





New Commercial-Car Registrations, 


All States for July, 1959-1958 



































































































































Truck rr trations by states are 
singed mperemisccmeeing | wode| care | aa | sal aca | Se [oti | ra 
- L. representatives ‘ White | Willys | Misc. | TAL 
state capitals. — T ° al Mack is 
i rt 59 40| 14323 181! 2075] 12424! 3296| 5684, 642; 280 554 1410| 1672| 42581 
Fos duly saspbeensctecnaiani 58) 38| 11705 183) 1750} 9200! 0) _ 2442) 4185| 690) 212) —«436| ct 1244| 32948 
59) 774| 4 82; 531, «136 ~—=—«*:27| 80 3| 16 | 56| 187 
es 58) 544) 2| 31} 245) so 115} 50| 2| 8| 10| 35| «1153 
i "59 447 l 69, 308 86 | 64 5| 7| 10) et 43; 1073 
Arizona 58 | 76 2| 42 109 57| 63) 3 4 2\ 43| 701 
California 59) | 3867 15; 594, 3367; 732| = 742| 36| 71; 106} —s 550) m,- 
58) | 2534 13} 324) 2161) 470} 425| 20) Ss 52} 76} | 803), 

i 59) | 75i| é| 79| 660, ~—«196|—Ss«d64)~—Ss«]SSC«*d 22| i8| 65) =a 
—— ‘58| | 533} __—10_~—=—73|__—«420|_ 100) = 40; 7|__—iS —s 47) 1435 
Indiana "59| | 1042) 39/166) ~~ 884 48; 34) #| ~~ 156) 3097 

58) | $00} i] 82} 342] i09| esl ||] 48| 1368 

Kentucky *59| | 526| 2) 7; 411; ~—«108) ~—Ss«130) 3| 9 7) 28 | 24) 1324 
58) | 369) 2| 34| 254! %| 3] 9} st] tl 22} 3-913 

M husett 59 | 1} 247| & 118; 330). ~=77|~Ss«WS4| 16| 6 24| 7% 87| 1144 
sei 58) 5| 193} 58| 201 69| ‘120! 20) 2| 28 25 68} 803 
Michigan "59 | | 1038 20; 288; +«=«948| +~=«300|+~S—«287| 39) i; | 67) 133} 3159 
58) 694 15} _-145|_——‘533 151 149| 397 | __-38}_—«*105|—«1905 

Minnesota 59| 466) 9; 148; 500| 125 275,13) —SS—«*2S2| = - wo 36| 1635 
58 | 372} ul 66) 323 89 228| 33} 4] 5] 28} 

Mississippi 59) | 473| si): Hal ~~ 142) «136 7 s| 7; nu = a 1265 
58) 452| 2| 29; «573 92' 102 . 3 5} 2| | _—b|_—*12% 

Missouri "59 | | 88! 9| 104) ~—S 655 =| 254| 35| 13] 17 "7 29 47| 2266 
58) 733 4) 70| 436 136 196| 45 3} 23 3| 1709 

New York "59| 35/1157 12; 317, = «978| S258) + = 696, ~—s«106| 18) nt ~ 162{ 293) «4233 
58) 30 876 | 7|___249| 805} ~—256| ~—533| __Idl| 17; 165 148} 243) 3430 

Ohio "59| 4) 1026) 9 220; «935 = 445, 20) soa! 70) 67; —*156| «3271 
58) 1] 622! 14} 122) ~— «562 224 239| 4\ 19| 44| 45| 88} 202! 

Oregon 59) | 451) 17) 49|  446|—s«s104|—tis«é2100 23 24| 45 | 83 54) 1506 
58) 355) ! 38| 263} 85| 18 13 12! 18) 49 71} 1023 

Texas 59) | 3810) 5| 489 2390) 464 751 72| 56 77 88 ye 8316 
58| 2653) 3 200) 1656) —-383|_—sS4l 87| 24 83 94) 77| 5810 

All States Reported 59) 80; 31279 JIE 4925| 26166) 6726; 10499| 1204) 618) 1251| 2336, 3529) 88949 
To Date for July '58| 74| 23431 me 3313} 18143} 4870) 7461| 1222} 405! 996] 1573) 2761) 64525 
Year 59) 633| 198831; 1610) 32515| 163097, 41861; 59746) 8324, 3793] 8982) 15113| 23785) 558290 
To Date 58) 470| 146054} 1676| 22227] 116775} 30469| 50653) 6815}  2667| 6941| 10601| 17098) 412446 








has added centerless grinding ma- 
chines to its line of products. 


reason of inaccuracies or omissions.""—R. L. 


“The information in this report has been compiled from official state documents. Eve 
accuracy to the extent of the registrations received at the time the report is publishe 
Poitk & Co. The Oregon registration count BAD ~ ae Oregon State Motor Vehicle De: - 
1s nest Pi in this preliminary U. S. summary. These figures have not been subjected to auditing procedures usually applied by 


fhe eqgennainte Preegetien has been exercised to insure 


Co. cannot assume any liability by 





New Passenger-Car Registrations, All States for July, 1959-1958 













































































































































































































































































received at ? ime the report is published. 





twice a week. 





“The iatecnaniion in this report has been compiled from 
1958 figures for Metropolitan and Packard are included in miscellaneous. 


R. L. Polk & 


this preliminary U. S. summary. These figures have not been subjected to auditing procedures usually applied by 


gore? § 


— reasonable precaution has been exercised to insure accuracy to the extent of the 
Co. cannot assume any liability by reason of inaccuracies or ommissions."—R. Polk & 
The Oregon registration count pre 


Car registrations by| AMC | cp, | D PI CHRYS, M FORD dil-| Ch d P. S-P |Miscel- 
states as compiled Ram- rys- | impe-| ~e- | Dodge! i, | LER | Ford | Edsel |Lincoin| cu, Buick | C22! ave | Olde. | one | OM. Stude-| lan- |TOTAL 
y R. L, Polk & Co. wed ler rial Soto outh TOTAL cury |TOTAL lac rolet |mobile} tiac | TOTAL eaten | Ghee 
33 States Previously  '59| 16479! 2992; + 633/-«1993| 6388) 16735! 28741; 60371/ 1560) 935  6150| 69016; 9017; 5189! 62918! 13674! 15950) 106748| 5346| 24303) 250633 
Reported for July "58 8443| 2570} 484) (1780) 5179| 16900} 26913) 38918] 1240) 752)  5633| 46543| 8299] 4574) 53527) 11237| 8303] cates 1678 13732 183249 
Alabama "59| 322) 69 17 39 177 357, 659) ~—«1891| 4% 1] 146; 2094) 243] 103) ‘1815 336| | 112) 573| 6662 
58 | 162| 48 7 3 109 376| 573] 1054; 2% 15) 111] 1206) 254 84; 1435 320} 192 ee 36 396| 4658 
California 59 3784 440 170 305) 1262) 3270) 5447) 11819 262; 222) —=S=CO«N74|=«13477|—=«491;~—=«1534) 11443 2393] 19666) 1243| 10213) 53830 
58 1530 407 159 288} 1220) 3253] 5327) 7519 306} 235|—«1198| —-9258| —_1003| a a a 1534| rE 15890| _ 252| —7250| 39507 
Georgia 59| 406 | 8! 14 67 194) 538] a) 2474 69) 30 157| 2730| +309 3 416, 678} +4084; ~—S—«156| —«1092| +~—«9342 
58) 183} 60) 13] 5! 143 527| 794) 1484 18) 16 130| 1648] 311 150 1903 376| 292) 3032! 24 710} 6391 
indiana 59] 1405 195} 57; 193 610) 1529] 2504 5508, 198) 74) | 6320| 1034) 397, 6156) 1770) 1826) ‘11183 920; 1046) 23458 
58 484 129) 35) 93 279 788} 1324) 2215| 114] 56) 308} 2693} 537/  227| 2758] 788; 464) 4774 217| 434) —«9926 
Kentucky "59 294) re] 12 30 138 Hr] 623 vast % 8] 154) ‘1792 260 78; 1569 422; 468) 2797) ~—«*108| ad 6023 
58 114} 42 3 27 105 366| 543 821 34 12| 130} 997 215 86| 1223} —300|_—=d84 2008 | 33) 147] 3842 
Massachusetts 59) 1647 201 31 156 451; 1394) +2233) ~~ 4153 aa 62 386 i 508 | 309/34 3455| 926| = 848 340; 1750| 16705 
58 875} 134 26 118 361} 1154] 1793] 2366 47 50 294|  2757|_—448| 263; —-2965| ~—750) a te 4924 67| 1141) 11557 
Michigan 59) 1750] 274| 75| 392 a 2305 3874, ~«9107|+~=SCts«318 112) 1123) (10660| «1470; ~=«+591| +8502) 2109| 2758) 15430 508|  1627| 33849 
58 | 963 222| 54] 235 604] 1900} 3015} 5i41| 199 158| 1091] 6589] 934) 550] 6488] 1377] ~—958|—*10307|_~—=stIS| ~—«*1001|_—- 21990 
Minnesota "59° 914) «156 30 129 398| 1000) 1713) 3261 156 42| 375| 3834, + 528| 195) 3187| 769) 744) 5423 333; -669| 12886 
‘58 526 151 31 116 277| 9251 + 1500) 2407 82 36) 379| 2904) 548} 217} 2890) 652) 502] 4809 117 336} 10192 
Mississippi 59) 150 34 6| 16| 62 238; «356; 968) 19) 10) | lori; 144 45\ 1054) ra] 237| +1709 69) 326, +368! 
58) 79! 30 4| 14] 49 229} 326) + ~=—-759! 13] 10| 75| _-857|_—s213 Si] 965) 222 134] 1585 23 165| 3035 
Missouri "59| 752| ‘101 23| 62| 370| +756) +1312) +3015) 69| 27| 193| 3304 424)  216| 3387) 620) 641| 5288 204,883) «11743 
58) 328 | 82| 20| 81| 267] _~—«834|_—«*1284|~—«2277| 45| 33] 252| 2607} 463]_—216]—3219| ~—517| 448) +4863 87; 515) 9684 
New York "59| 3565 658; 140; 4it| 1116) 3809) 6134) 9656 201; (193) + +—«1067| ~<I11I7| 1506) 1316) 10129) 3384) 3314) 19649 | 1185| 5027| 46677 
'58| 1841} = 719] ~—s 141] = 452] ~=—«1277| += 3866) 6455] 7352 187|__-194|_—«t245|_—— 8978) ~—1849|_—*1309} 10620] —3187| _—*1735| 18700 317| 3933} 40224 
Ohio 59! 2200 322 73; 297) 1078| 2435 4205) 8851; 238] 74, 1007) -*10170|—«1508| —=«s556| 8280) 2070) 2513) 14927|905| 2828) 35235 
'58| 1036 279 43| 275 792| 2186] 3575] 5186] —_—=itt4| 77| 923} 6300! 1184) 478! 6315) 1553] 1122] 10652 193| 1151] 22907 
Oklahoma 59) 434 51 13] 44; +153 +~—«429|~=S««690| ~—=«1:978| 33) 23] 195| 2229 303/ «134 ~=«2236| +~=—«488| +~=—«505| «3666 137| 454) +7610 
‘58 | 189 54 17| 32} 127) ~—34l 571| 1253] 36| 24| 155| 1468 302} 133) 1762 422| 281] 2900 58 280| 5466 
Oregon 591 627 37 7 5 96| 302) 487! 1366 39) 18] 148) ‘1571 202/ 72| 1422) +240) + +396| 2332) +223. ~+-921|~616I 
"58 460 44 27 52 147} 454] 724) ~=—:1044 75 | 18| 156] 1293 192} 87! 1358 209; 265} Ss 214 76| 960) 5624 
Texas 59| 1424 308 80 178 598| 1648) 2812) 8669 159 91) 538} 9457; 1412) +712 2124 16390| 483) +~=«2682| «33248 
58) 50! 262 75| 166] _—s519| 1583) 2605) ~—5372 123 78| 546] 6119} 1185 620 te 938| 122782 123} 1249} 22879 
Washington "591 564 54 8 47 161; 399 +669) ~—«1595 38| 20/ 172} 1825) ~—«-202 91| 1464) 261;  402| +2420 182; 1562| 7 
58 | 35! 51 9 46 146 388} 640] 105! 48| 24| 143} 1266 192 77| ‘1252 213} 220) 1954 60} 863 Ler 
All States Reported _'59/ 36717; 6023) 1389/4404) 14080|  37537| 63433| 136266]  3539/ 1952) 13599| 155356| 20581 11719) 139412| 32354| 36594] 240660| 12454] 56365| 564985 
To Date for July 58 18065} 5284} 1148} 3859] 11601} 36070] 57962} 86219 2707| 1788] oe 103483} 18129 = 117243| 25366] 17883] 189016] 3476] 34263] 406265 
Year "59| 213321| 37941| 10456| 27404) 86667) 232746| 395214 great 27759|  16982/ 1005443 155333! 895040| 227025| 237532|1602436| 80875| 348577| 3645866 
To Date 58] 96651| 37742| 9597| 30385| 80350| 236015] 396089 24764| 17277! a7 712846| 159706| 70483 777256| 193507| 140291| 1349243] 24450] 197175|2776454 
wo state — registrations 


by the ? gen State Motor Vehicie Department is included in 
































TWO PERFECT PRODUCTS from the 
MOST MODERN FACTORIES IN EUROPE 


Vespa ‘“‘400’+The car all America has been waiting for. This 
sleek rear engine beauty gives you big car performance with 
small car economy. From its independent four wheel spring 
and shock suspension, to its reliable engine which delivers 60 
miles to the gallon, to its beautiful and spacious interior and 
roll down roof, you know that the Vespa “400” is a modern 
car styled for today’s living. You can profit from the tremendous 
success that the “400” is now enjoying throughout the world, 
for when you say Vespa, you say the finest. 

P.O.E. New York $1080. 


Vespa — the largest selling motor scooter in the world. Vespa’s 
advanced engineering design has won for it acclaim as one of 
the “Best 100 Designed Products” of the last half-century. This 
Italian beauty is economical and dependable—delivers you over 
100 miles to the gallon. Maneuverable?—why it parks on a 
dime, scoots in and out of traffic, gets you there without the 
fuss and bother of annoying tie-ups. Find out today why there 
are over 300 satisfied Vespa dealers from coast to coast, who 
are all part of the ever growing Vespa organization. 

P.O.E. New York From $359. 


FOR COMPLETE FRANCHISE INFORMATION WRITE: 


VESPA DISTRIBUTING CORPORATION 
MOTOMAC OVERSEAS CORPORATION 


3 EAST S4TH STREET, 


NEW YORK 22, WNW. Y. 

































Manufacturers and distributors 
of imported cars invest more 


advertising dollars in TIME than 
in any other U.S. publication 


| ean aren't famous for throwing their money around. 
So it’s not pure whim for imported car makers to invest | 
out of every 4 of their U.S. magazine advertising dollars in 
TIME. It’s pure profit. 

These outfits know that TIME is the direct route to the top 
of the market—that it’s the one magazine both big enough 
and, at the same time, selective enough to cover the essential 
market of pace-setters . . . effectively, efficiently. 

The 2,350,000 families who buy TIME each week are con- 
centrated among the millions who power the Boom at the Upper 
Level—the fast-growing, new market of better educated, higher 
income families. 





These are the people who set the automotive buying patterns 
of the U.S.They’re your best — and first —customers for foreign 
cars. Every make, every model, everywhere. 


You reach them with maximum resultfulness only in the pages 
of their favorite magazine, TIME, The Weekly Newsmagazine. 
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SERVING AMERICA 












respected name in GENERATORS 


STARTERS 

DISTRIBUTORS 

COILS 

BATTERIES 

LAMPS 

WINDSHIELD WIPERS 

REGULATORS 

HORNS 

GIRLING BRAKES & 
SHOCK ABSORBERS 


electrical equipment 
for British 


automobiles 


Represented in the United States by (eau i 


LUCAS 
ELECTRICAL SERVICES, INC. 


501—509 West 42nd Street, New York 36, N. Y. 
Offices in New York ® Chicago ® Los Angeles ® 
San Francisco © Jacksonville © Houston 


FAST DELIVERY 

OF ALL IMPORTED 
AR PARTS FROM 
LARGEST IMPORTER 


Free 100 page illustra- 
ted catalog on request 
mailed with first order. 

















Tremendous stocks of engine parts, 
brakes, clutches, electrical equipment, 
tires, tools and all types of accessories. 


COLUMBIA MOTOR CORP. 


419 E. 110 St. New York 29, N. Y. 


ADVERTISEMENT 
wy: . 


























“OUR GREATEST ASSET,” is bow W. McCain of Richards-McCain, Mon- 


td 
. 


roe, La., rates bis Childers Continental Carports. Mr. McCain says, 
the attractive picture created by (Continental Carports) has ... greatly 
increased our retail sales. In addition to the ‘eye appeal’ your product 
creates it is amazing bow cool it is in the shade of the carport.” Read 
bow Childers Carports can increase your sales on Page 97. 


|\it is said to be weatherproof. Luggage 


| supply. In so doing, the unit eliminates 























IMPORT NEW PRODUCTS 











ANTENNA—The Model No. 303 “Ex- 
plorer" f bil t is miniature 
type especially adaptable for import cars. 
A three-section, chromeplated brass an- 
tenna that features a vanishing fender 
mount, the “Explorer” extends to 25 
inches, with a 36-inch lead-in. Newport 
Division, Cornell-Dubilier Electric Corp., 
South Plainfield, N. J. 








LUGGAGE RACK—A lightweight, tubu- 
lar aluminum luggage rack of rectangular 
shape is designed for mounting cross- 
wise on the tops of American cars or 
lengthwise on most imported models. With 
n adapter kit (opti | at slight extra 
cost) it can be mounted on the round tops 
of such imports as Volkswagen and Re- 
nault. Built of 34-inch tubular aluminum, 





space is 32x41x6 inches. Master Speci- 
ialty Co., 3723 Monitor Ave., Minneapolis 
26, Minn. R ‘ 

* 


Moisture Inhibitor 


POSTURE SEAT—The Sacro-Ease posture 
seat is said to eliminate backache and 
fatigue caused by improper sitting pos- 
ture while driving or riding in sports cars. 
Designed for bucket seats or simulated 
bucket-type seats less than 19 inches 
wide, the seat with back rest insures 
proper sitting posture by providing re- 
laxed, cushioned and adequately firm 
support, it is claimed. The model BR-S 
is adjustable to individual needs. It offers 
no interference with the use of seat belts. 
The model is offered in a wide choice 
of colors and covers in either vinyl leath- 
erette or woven plastic. McCarty's, 3320 
Piedmont Ave., Oakland u, Calif. 








CRC Moisture Inhibitor, a chemi- | 
cal liquid that is said to meng 
the harmful effects of moisture in 
electrical equipment, has been an- 
nounced by Corrosion Reaction 
Consultants, Inc., 116 Chestnut St., 
Philadelphia 6, Pa, CRC is pack-| 
aged in 55-gallon drums, one and/| 
one quart cans, and in 12-ounce| 


aerosol cans. 
* * * j 


| 
| 
| 








| 
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FUEL, OIL GAUGE—A. R. Fisher Corp., 
21-21 Forty-fourth Dr., Long Island City 
1, N. Y., has announced a combination 
dashboard instrument designed for Volks- 
wagen and Karmann-Ghia, The unit is 
the Motometer, a precision fuel level 
gauge (with a low-fuel-level warning 
light), and an oil temperature gauge in 
one 2%-inch chrome case. The builtin 
warning light is said to tell the driver 
when it is time to add gas, flashing on 
the moment he starts to use his reserve 


the risky act of bending down while driv- 
ing, in order to turn on the reserve tank 
valve. With the gauge, this valve can be 





left on permanently, it is said. 





INVERSE OILER—Kits for the installa- 
tion of Marvel Inverse Oilers on Volks- 
wagens and American cars made from 
1956 through 1959 have been announced 
by Emerol Mfg. Co., Inc., 331 N. Main 
St., Port Chester, N. Y. Kits for earlier 
model cars and special flanges and gas- 
kets to fit foreign sports cars also are 
available. The oiler is said to lubricate 
an engine's high heat, top-cylinder areas. 
Operating according to engine load and 
speed, it is said to feed more oil under 
power, less at idle. 





FM TUNER—An improved model FM 
tuner for use in automobiles which gives 
interference-free radio reception has been 
announced by Gonset, division of Young 
Spring & Wire Corp., 801 S. Main St., 
Burbank, Calif. The tuner, model 3311, is 
said to permit full-fidelity FM broadcast- 
ing in the standard 88-108mc range while 
driving, It features t tic 
control, which locks the set to the desired 
station, Designed for 12-volt negative- 
grounded batteries, the tuner can be 
readily adapted to 12-volt positive for 
most foreign cors. 


‘ 
treq 








FUEL REGULATOR—A fuel pressure reg- 
viator designed and engineered for im- 
port cars, has been announced by Miles- 
master, Inc., 1550 E. Seventy-fourth Place, 
Chicago 19, Ill. The Milesmaster 1.5 fuel 
pressure regulator is said to perform the 
same function as the standard U. S. model 
which regulates fuel pressure, filters the 
fuel and traps metallic impurities, The 
unii includes the necessary fittings to 
adapt them to the import cars, The unit 
was designed to meet a demand for a 
fuel pressure regulator that would meet 
the lower pressure requirements of the 
smaller cars, it is said. It is designed to 
eliminate stalling, flooding, vapor lock 
and rough idling. 











REPAIR STAND—A repair stand design- 
ed to hold imported-car engines has been 
announced by Manzel, 315 Babcock St., 
Buffalo 10, N. Y. Called the Adijusta- 
Mount repair stand, the unit is said to be 
adjustable and eliminates the need for 
having to purchase different adapters 
each year. Outstanding feature is said to 
be the heavy-duty T-shaped mount with 
its adjustable attachments. Moveable 
blocks and wing attachments can be posi- 
tioned to pick up any series of bolt holes 
and the bell-housing end of any engine, 
domestic or imported. 

Ss 


Transmission Fluid 


Improved Lubriplate automatic 
transmission fluid, type A, suffix A 
has been introduced by Fiske Broth- 
ers Refining Co., Lockwood & Ryan 
Sts., Newark, N. J. Lubriplate is 
intended for use in all types of 
car automatic transmissions. 

+. aa * 


—_s 
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SILENCERS — Silencer coverage for 
most foreign cars has been announced 
by Walker Mfg. Co., Racine, Wis. Walker 
imported the necessary mufflers from 
foreign manufacturers in order to assure 
the authentic design and proper perform- 
ance which would meet the requirements 
of the foreign-car engines upon which 
they are installed. Each muffler was 
thoroughly checked for fit, back pressure, 
sound levels, materials and quality by 
Walker to be certain that all necessary 
standards were met. Walker foreign-car 
coverage is said to provide replacement 
exhaust systems for over 75 percent of 
the imported cars. 

. + » 


Metal Polish 


Copper Clad Products, 441 Clin- 
ton Ave., Newark, N. J., has intro- 
duced—SAMAE “ABC” polish, a 


first fragrant-scented metal polish 
that contains no ammonia or harm- 
ful acids. It requires no hard rub- 
bing and it is especially gentle to 
hands, it is said. 
+ 


* * 





CHASSIS LIFT— All 1960 models of the 
“Quick Spot" chassis lift produced by 
Joyce-Gridiand Co., 2027 E. First St., 
Dayton 3, O., feature rotating pads de- 


signed to handie foreign cars. Trade- 
named “Rota-Quick," the pads consist 
of two steel sections which may be 


raised separately for precise spotting of 
certain foreign cars and to provide either 
one or two height steps for extra clear- 
ance on muffler or tailpipe work on 
other foreign and domestic cars. Certain 
foreign cars have preferred pickup points 
in areas not readily accessible; these 
may now be handled by raising one of 
the pad steps and rotating the pad to 
match the contact area, it is said. 











\ 
| 
| 
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SUNBEAM ALPINE 


Comfort—the best idea a new sports car ever had! 

Roll-up windows, wide doors, jump seat for kids or extra 

luggage, optional removable hardtop! True sports car performance— 
high compression engine, disc brakes and the smartest looks 

you've ever seen passing you on the road. It’s got everything to make 
it your profitable “hot property” of 1960! Coming this fall! 


THE HOT ONE FOR ‘60 
IS GOING YOUR WAY 
... AND THE PROFITS 
ARE COMING WITH IT! 





And here’s more from Rootes... the “Surprise of the Sixties!” 
Hillman — the first imported economy car with automatic transmis- 
sion and air conditioning! 

Remember! Rootes gives you the widest range of cars of any im- 
ported manufacturer. HILLMAN—two 4-door sedans, 2 and 4-door sta- 
tion wagons, sports convertible. SUNBEAM—Rapier hardtop, Rapier 
convertible. SINGER Gazelle — 4-door sedan, 4-door station wagon, 
sports convertible. HUMBER — luxurious 6-passenger sedan and an 


incomparable station wagon. ROOTES MOTORS, INC. 


Interested in expanding your profits? Write tothe sales manager at the following Rootes offices: 505 Park Ave., N.Y.» 9830 West Pico Bivd., Los Angeles, Calif. * 2525 Van Ness 
Ave.,San Francisco, Calif. * 591 Park & Roselle Sts., Jacksonville, Fla. - 156 Lawton St., Brookline, Mass. * 20070 Conner Ave., Detroit, Mich. + 57th St. atthe Lake, Kenosha, Wisc. 
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This name 
on the ball 
works for you! 





It pays to sell 


Draw-Tite 


CUSTOM BUILT TRAILER HITCHES 


DRAW-TITE’S “Look on the Ball” national 
advertising is steering prospects straight to 
you — the automobile dealer! Car owners 
are told that Custom Built DRAW-TITE 
HITCHES are made for the car as well as 
the trailer, guaranteeing the finest in boat 
and utility trailer performance and safety. 





ONLY THE BALL SHOWS 
ONE-PIECE HITCHES 
FOR ALL 
LEADING IMPORTS! 





Draw-Tite builds sturdy, 
compact hitches for all 
leading makes of imported 
cars—even the smallest. 
Same one-piece installa- 
tion . . . same dependable 
trailering as with regular 
size, custom built D-T 
hitches. Specify make, 
model, year of car when 
ordering. 


This profitable business can be yours at low 
investment. We ship hitches — custom built 
for any car make, model or year — within 
24 hours of receipt of an order. Keeps your 
inventory costs down, keeps profits up. 


WRITE FOR “IMPORT” INFORMATION ... 


Trailer Products Division 


DRAW-TITE MANUFACTURING CO. 


Factory: Belleville 1. Mich ° Branch. Starke 10. Fla 




















HARVISON 


INDEPENDENT WAREHOUSE 


We Specialize in Processing and Warehousing 
Foreign Car Imports 





80 NORTHWEST 6th STREET, MIAMI 32, FLORIDA 














NO MATTER HOW YOU 
LOOK AT IT... *you’ll point with 


| pride to your 1960 Maico 700” 
/ 











MAICO 700 SPORT 






1960 Models Now Available for Immediate Delivery 


The MAICO 700 . “. Germany's great- But perhaps the greatest thing about 
est sport car achievement in its class! the MAICO 700 is the price . . . it will 
It was the sensation of recent European be music to your ears. For exact dollar- 
motor shows with its striking Continental cost information in your area write 
look . . . and its amazing 3 cylinder 700 directly to ‘the Distributor. The swing is 
¢. ¢. engine that can whiz you along at to the MAICO 700, Europe's outstanding 
80 m. p.h. in true sport car fashion. And high quality—low cost sport car, In- 
gas consumption is so unbelievably low quire today for full détails on MAICO 
that it will be the most economical car franchise in your territory. 

you've ever soldi ‘ 
MAICO 500—An_ oaut- 
standing small car... 
it seats four persons, 
and its 452 c.c. engine 
is capable of darting 
along at 50 m.p.h. 




















Please fill in ema amamam aman am amamens ams QE ans ame am ams com aman 
and mail to: 
| 1 am interested in Franchise Dealership for the MAICO 

WESTERN | abeceittle, Sere 
MOTOR | (Specify Town or Area Wanted) 
IMPORTS Firm Name 

5015 Van Nuys Bivd. | Address 

Van Nuys, Calif. | City. State 
Western United States oe . 
Distributors Signed by Title ___ 

















Survival Must... 





Importers Strive 
For Tops in Service 


(Continued from Page 14) 


conceived and implemented by 
his importer. 

Imported-car dealers probably 
have a greater potential for bring- 
ing their customers “home” for 
service than do dealers who handle 
domestic makes. 

Many independent garages turn 
away import owners because they 
are not equipped with metric tools 
or because they have had difficulty 
in the past with parts procurement. 

The imported-car dealer should 
capitalize on this unique position. 
The wise one will cooperate as 
fully as possible with his distribu- 
tor or importer in attempts to im- 
prove the quality of service avail- 
able on his particular line of cars. 

* af * 

E of the more progressive 

service programs is that of 
Hambro Automotive Corp., import- 
er of British Motor Corp. products. 
Hambro acts as national conces- 
sionaires through 12 distributors 
who are responsible for service 
standards within their respective 
territories for the 676 dealers who 
operate under them, 

Hambro’s main contact for 
service administration, says 
Frank Harrison, general service 
manager, is through the distri- 
butors who themselves maintain 
service managers, representatives 
and parts salesmen to deal speci- 
fically with the wholesale aspect 
of their organization, 

Hambro maintains a staff of six 
factory-trained service school in- 
structors who visit the manufac- 
turers’ service schools and produc- 
tion facilities in England for re- 
fresher courses and direct liaison 
with the manufacturers’ engineer- 
ing staffs. 

These instructors conduct service 
school courses for dealer personnel 
at Hambro’s Eastern and Western 
service headquarters in Ridgefield, 
N. J., and Burlingame, Calif., and 
at permanent service-school facil- 
ities maintained at each distribu- 
tor’s headquarters. 

oe * * 

URING 1958, a total of 37 week- 

long courses were held, han- 
dling 470 dealer personnel. For 
1959, the planned program covers 

47 week-long courses and an esti- 
mated 600 dealer mechanics. 

One day of each course is de- 
voted to service promotion and 
administration and is designed 
for dealership service managers. 
Hambro’s objective is to bring in 

during each year at least one me- 
chanic from each dealership for a 
week-long course and to make di- 
rect contact at a one-day “clinic” 
with each dealer’s service manager 
twice a year. 

Hambro maintains regular dis- 
tribution of all applicable factory 
service bulletins and literature and 
prepares and issues a series of 
Hambro service bulletins dealing 
with service promotion, adminis- 
tration and problems peculiar to 
the import market. 

* ca * 

HARRISON says that Hambro 

regards effective parts distri- 
bution as the “most important 
function” of its service organiza- 
tion. Parts warehouses are main- 
tained in the Bronx and at Burlin- 
game, which are stocked by direct 
shipments from England, 

These warehouses supply the 
12 distributors, who maintain 
wholesale stocks to service their 
respective dealers and trade out- 
lets in their territories, 


Hambro will shortly establish a| > 


new warehouse with 60,000 square 
feet of space in Ridgefield, and has 


extended its West Coast facilities yt 


to 40,000 square feet. An integrated 
IBM system of stock control is be- 
ing installed to handle parts rec- 
ords. 

Harrison said a special program 
has been established to facilitate 
stocking at the dealer level. The 
basis is a pre-printed monthly deal- 
er order pad which lists over 1,000 
regularly used replacement parts. 
The issue and return of this stock- 
ing list is controlled at the distribu- 
tor level and is revised every six 





months to include new items and 
remove slow items. 
* *” * 


Volkswagen Pattern 


“— slogan at Volkswagen, re- 
portedly coined by Dr, Heinz 
Nordhoff himself, is “Service before 
sales.” 

To implement this slogan in the 
U. S., Volkswagen maintains 
service departments at headquar- 

ters in Englewood Cliffs, N. J., 
and at the western office in San 
Francisco. 

A staff, of field engineers works 
closely with the 15 VW distributor- 
ships in the U. S. and Hawaii. Each 
distributorship, in turn, maintains 
its own complete service organiza- 
tion and permanent service train- 
ing school where dealer service 
managers and mechanics are in- 
doctrinated with the VW service 
philosophy and trained in factory 
methods. 

In 1958, this prescribed course 
was taken by 260 service managers 
and 1,062 dealership mechanics. A 
VW spokesman said that with 103,- 
000 Volkswagens sold in 1958, a 
mechanic for each 100 vehicles 
went through this training course. 

The program is continuing at an 
accelerated rate in 1959, he said. 

a * + 
IN a new Volkswagen deal- 
ership is opened, the attend- 
ance at one basic school is manda- 
tory for each mechanic. 

Every Volkswagen dealer is re- 
quired to have a complete set of 
special VW tools. A factory 
spokesman estimated the service- 
equipment installation of an 
average dealership represented 
an investment of approximately 
$12,000. 

Volkswagen’s supply of parts in 
the U. S, probably exceeds that of 
any other import make, The 15 dis- 
tributors have a stock estimated at 
$7 million. 

At the dealership level, parts in- 
ventories are estimated to total 
another $5.5 million, or an average 
of $13,000 per dealership. 

ok * +* 


The Simca System 


yo Chrysler Corp, took over 
distribution of Simca in the 
U. S. it inaugurated a service train- 
ing program for dealer mechanics 
under factory-trained instructors. 

Classes are conducted at Sim- 
ca’s five major parts depots at 
Newark, Del.; Atlanta; San Le- 
andro, Calif.; Marysville, Mich., 
and Kansas City, Kans, 

L. M. Brucker, national Simca 
service manager, said that 310 fac- 
tory-trained field service represen- 
tatives are regularly training deal- 
ers’ mechanics on the proper way 
to service Simca. 

“These factory service men,” he 
said, “already have trained hun- 
dreds of mechanics in Simca deal- 
erships and they in turn have 
trained their fellow mechanics.” 


“We also have held and are con- 
tinuing to hold regular training 
sessions for dealers’ mechanics at 
each of the six Chrysler Training 
Centers.” 

These centers are in Detroit, 





Service Training in the Classroom— 





Parlez Le Part? 


One of the problems in handling parts 
for imports is that many come packed 
in cartons labelled in foreign languages. 
William T. Harper, foreman in the Simca 
parts department in Marysville, Mich., ex- 
amines a box containing a “filtres lau- 
trette vokes''—air cleaner filter. 

* * 


New York, Philadelphia, Chicago, 
Atlanta and Los Angeles. 
ad * * 


E method used to train Simca 

mechanics is to set up a pre- 
arranged service problem in a Car. 
The factory instructor then diag- 
noses the trouble and fixes it while 
outlining the proper method to the 
student mechanics. 

Other training sessions employ 
specially prepared slide films and 
training scripts which the me- 
chanics take back to their deal- 
erships for future reference, 

Brucker said that parts distribu- 
tion for Simca is simplified through 
the use of the five major centers. 
Parts from these depots are dis- 
tributed directly to dealers, 

“Each Simca dealer, when he is 
awarded a Simca franchise, is re- 
quired to stock a supply of Simca 
parts adequate to service his mar- 
ket,” Brucker said. “This stock 
varies in size, depending on the 
location of the dealership. 

“It is determined by an analysis 
which is made of the market the 
dealer serves and his potential in 
that market. 

* ok oe 

E CONSTANTLY advise our 

Simca dealers that they 
should maintain an adequate in- 
ventory to meet future needs be- 
cause parts must be ordered from 
Paris well in advance and there is 
consequently a greater time lag 
than with domestic cars. 

“Simca dealers are complying 
with this advice very well,” he 
continued. “In emergency cases 
we have flown parts to the East- 
ern Seaboard overnight from 
Paris and will continued to do 
this should the need arise.” 
Chrysler also has a representa- 
tive from its Detroit headquarters 
stationed in Paris to expedite the 
shipment of parts to the U. S. 

T. E. Waterfall, president of 
Chrysler’s MoPar division, directs 
sales of Simca parts. H. Haild 
Zeder, general manager of the cor- 
poration’s service parts and acces- 
sories supply division, is in charge 
of procurement and warehousing of 
Simca parts. 


* * * 


Mercedes Method 


At THE time of the acquisition 
of distribution rights for Mer- 
cedes-Benz in the U. S., Stude- 
baker-Packard and later its sub- 
sidiary, Mercedes-Benz Sales, Inc., 
developed a special service and 
parts program. 

In the original development of 
the program, two years ago, a 

ee on freee %, Col, 1) 





A typical training session on proper service of Mercedes-Benz components is con- 


ducted at the factory training center in South Bend. The Mercedes program has been 
in operation for two years. Many Mercedes specialists are trained in Europe. 





F aaal 





-~ OM OA Pinan t17 Oi 


oN 


~ t 


“w @ 


















re = - 
a aE ge «+g 
Me ae Pg ge Sy, € . 
_—s Tee ees 


<= 2 eee ee 5 eo, met * oh r ; , ay ; Saaieeaatend 
bei ‘ bp Sets a.% een - see oi a. , a Me * x «aby ‘ bs asin ne 
a “d eae Fe ee Bae aaa ee = git ainenss 3 deo junk 
‘th = r a Oe ii BO ee odes 2 ee ae oS 
ra is aa re le Gia. ee 
sai % . # a ee 7 
fi OR Sach Miles id : ae ea i ‘ Ss, NO ana ae Saas: ‘ j 


lhl 











Outdoor Advertising 


look at Outdoor first! 


- Car makers have big sales reasons for using Outdoor: All year long it 
shows a Car’s best selling points to drivers at the right time—when they’re 
driving. At announcement time it puts new models and styles on the road 
“overnight’”—in true size and color. Outdoor reaches more car owners, 
more often and at lower cost than any other medium. Data? Call OAI. 
Sales offices in: Atlanta, Chicago, Dallas, Detroit, Los Angeles, New York, 








Philadelphia, St. Louis, San Francisco, Seattle. 


OUTDOOR incorrorars 
INCORPORATED 


National Sales Representative of the Outdoor Advertising Medium 
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Considered a Survival Must... 





Importers Aim: Topflight Service 


(Continued from Page 82) 
list of requirements was estab- 
lished for all Mercedes dealers. 

Among the more important was 
the requirement that each Mer- 
cedes dealer, upon his appointment, 
had to provide adequate service 
facilities, including general service 
equipment, essential service tools 
and other special equipment need- 
ed for Mercedes vehicles. 

Provision was made for the ex- 
pansion of service facilities as sales 
penetration increased. 

Another requirement of the fran- 
chise was that the dealer had to 
have available a mechanic experi- 
enced at work on Mercedes, The 
dealer also had to agree to send his 
service personnel to one of the 
firm’s technical training centers for 
indoctrination and _ specialization 
on Mercedes service procedures. 

* * * 


| yn training purposes, Mercedes- 
Benz Sales maintains three 
technical training centers—in New 
York, Los Angeles and South Bend 
—where a year-around program is 
carried on. 

Seven full-time instructors are 


employed, Each course lasts one 
week and courses are available 
covering all phases of service. 

According to E. J. Challinor, as- 
sistant parts and service manager, 
the 386 Mercedes dealerships in the 
U. S. employ nearly 700 specialized 
Mercedes-Benz mechanics, Of this 
group, 76 are German-trained me- 
chanics, most of whom are in the 
U. S. on contract and were recruit- 
|}ed by Daimler-Benz in Germany. 
| The other Mercedes specialists 
were trained in the U. S. and may 
take advantage of refresher 
courses offered from time to time. 

Meanwhile, the training program 
for new mechanics continues. 

“We believe our training pro- 
gram is more complete and com- 
prehensive and more continuous 
than that provided by any other 
imported-car distributor,” Challinor 
said. 

oa oe oa 


Field Staff Trained 
ERCEDES-BENZ also supplies 
all its dealers with shop man- 
uals on all models and furnishes 





them with technical service publi- 
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Why does this car dealer 


have a bright 


future in 


the Tire business? 


It occurred to him that most of today’s imported cars carry Dunlop tires as 
original equipment. And he knew from experience that owners insist on 


Dunlop tires at replacement time. So he expanded his service department | 
to include these world-famous tires for 


sports, luxury, and economy cars. 


What's your potential on Dunlop tires? 
Estimate the number of imported cars in 
your selling area...add the number you 
expect to sell this year... multiply by 
fowr...and you begin to realize what 
your tire replacement business can be in 


the future. 


Dunlop warehouses in major cities 
throughout the country carry stocks of all 
sizes required for all types of imported 
cars and can supply your requirements 


without delay. 


There’s a world of confidence in 


DUNLOP 


TIRE AND RUBBER CORPORATION e 


FOUNDERS OF THE PNEUMATIC TIRE 





BUFFALO 6, N. Y. 


INDUSTRY 


CC rr re ss rs rs 4 


Post Office Box 2011, Buffalo 5, N. Y. 


NAME 


Mr. Brian James, Mgr., Dept. A., Imported Tire Sales, Dunlop Tire and Rubber Co. 


Please send me information on the Dunlop line for imported cars. 





COMPANY. 





STREET. 








cations from the Daimler-Benz fac- 
tory as well as service bulletins 
developed by thé U. S. technical 
staff. 

As part of the overall Mercedes 
service program, Studebaker- 
Packard has trained its entire 
field service organization on Mer- 
cedes service. 

This organization comprises a 
parts and service manager in each 
of 16 sales zones in major cities 
plus more than 60 parts and service 
representatives working out of 
these zones. 

In addition, five Daimler-Benz 
factory service engineers assist 
dealers on technical service mat- 
ters. Two men are in the East, two 
in the Midwest and one in the 
West. 

od of & 

A™ dealers handling Mercedes 

are required to provide a “min- 
imum” parts stock. Minimums are 
based on potential volume, and 
dealers are classified as Group 1, 
2 or 3, with parts requirements 
based accordingly. 

Basic requirements ranged from 
a minimum $650 parts stock for the 
small dealers to $2,000 for the large 
dealers. 

Challinor said planning calls for 
inventory to be expanded, based on 
experience and demand. 

Mercedes parts are stocked in 
the 15 S-P factory parts depots, 
with about 2,800 different items 
on hand in each of 13 depots and 
more than 8,000 stocked in Los 
Angeles and Chicago. The inven- 








| tories are adjusted on a quarter- 
ly basis to provide availability of | 
| any item called for at least once 
a month. 

| 

| 


The 15 factory spare-parts depots 


supplement the central Mercedes- | 


| Benz parts warehouse in Roselle, | 
|N. J., where an inventory of 15,000 | 
different parts items is maintained. | 
All 16 parts depots are joined by} 
teletypewriter. | 
Challinor said that a_ recent) 
|analysis of the parts distribution | 
| system showed that more than 96 
| percent of parts ordered by dealers | 
| were supplied on first call. Orders | 
| that can not be filled on first call | 
|from any of the depots are cabled | 
|to the Daimler-Benz factory and 
| shipped to the U. S. by air without 
|}cost penalty to the dealer or cus- 
tomer, Challinor said. 
ok a a 


| 

| GINCE the acquisition this sum- 
mer of distribution rights for 
Auto Union and DKW, Challinor 
said, Mereedes-Benz sales is devel- 
| oping parts and service facilities 
|for those two makes along Mer- 
cedes-Benz lines. 

One of the first steps was send- 
ing 11 technicians to the Auto 
Union factory in Ingolstadt/ 
Donau, Germany, for a two-week 
intensified training program, 
Mobile training units for Auto 

Union and DKW will be put in the 
field later this year, he said. 
ok * * 


Schools for Jaguar 
Gee vics training for Jaguar is 
carried on through a perma- 
nent school in New York and two 
mobile schools in the field. One mo- 
bile school is maintained for the 
o* * a 





Rootes Service School— 


Coast, while San Francisco, 
schools cover the West Coast territory. 





West Coast and the second for the 


Midwest and South. 

In addition, a staff of Jaguar 
service engineers Visits every dis- 
tributor and dealer regularly. 
Two of the service engineers are 
resident in the field and the 
others work out of New York. 

In addition to normal] technical 
literature, a Jaguar spokesman 
said, his firm keeps its distributors 
and dealers briefed with service 
and parts bulletins. 

Jaguar maintains a parts depot 
in Long Island City, N. Y., which 
primarily supplies the firm’s 10 
distributors. The distributors also 
carry heavy parts inventories and, 
in turn, supply dealers in their re- 
spective territories. 

Recommendations on the size of 
parts inventory for each dealer are 
based on the number of cars sold 
or operating in his territory and 
initially are computed from a 
standard stock list which comprises 
three basic kits. 

1 +. a 


From Top at Triumph 
protons at Triumph is the chief 

responsibility of D. Peter Snow, 
service and parts vice-president. 
Service training under Snow is car- 
ried out by five regional service 
managers, each of whom works in 
the territory of two distributors. 
The regional managers are head- 
quartered in New York; Chicago; 
Pensacola, Fla.; Houston, and Los 
Angeles, 

The primary duty of these men 
is to set up service schools, with 
the help of the distributors, 
either at the latter’s premises or 
at strategic points within the ter- 
ritories, Once the schools are es- 
tablished, the service manager 
serves as the lecturer, 

There are nine major training 
centers with a permanent class- 


|room maintained by each distribu- 


tor for use as a service school. 

Each of the nine distributors has 
a field service representative on his 
staff, This representative constant- 
ly makes the rounds of dealers, 
settling service problems locally 
and doing instructional work in the 
field. 


x * * 


—- in the Triumph distri- 
butors’ territories are supple- 
mented by travelling service 
schools. Each of the five managers 
has a station wagon, equipped with 
school material, so that he can set 
up classes at any convenient site 
in the field. 

Service managers are liberally 
equipped with film, slides, charts 
and workshop service manuals. 
Special service tools, bought by 
distributors and supplied to deal- 
ers in kits, are manufactured in 
England. 

Triumph has nine major parts 
warehouses in Gardena, Calif.; De- 
troit; Union, N. J.; Pensacola; St. 
Louis; Houston; Chicago; Boston, 
and Wheaton, Md. Each distributes 
parts to dealers in its territory. 

Snow says, “This give infinitely 
greater overall parts coverage 
throughout the U. S. than if, for 
example, Triumph, as a factory 
branch, were to -have one major 
parts warehouse in New York, sup- 
plemented by nine minor ware- 
houses. 

Requirements on the amount of 
parts stocked by dealers are flex- 
ible, Snow says, depending on the 


individual dealer’s capacity, It is 
+ * + 





Ed McDonald, chief instructor of Rootes service schools in the U. S., is conducting 
one of the recent courses for dealer technical personnel. 
are in operation in New York and Los Angeles, while mobile schools are held in 
Boston, Washington, Chicago, Jacksonville, Fia., and Atlanta. 
Portland, Ore., Seattle, 


Two permanent schools 


These cover the East 
Denver and Houston mobile 


up to the distributor, he said, to 
evaluate the dealer’s needs. 
* oa * 


Triumph Adds Peerless 


INCE 95 percent of the mechani- 

cal components of the Peerless 
are identical to those used in the 
Triumph TR-3, service on the Peer- 
less is greatly simplified, says J. H. 
Posselius, president of European 
Motors, Inc., Detroit, Eastern dis- 
tributor. 

Most imported-car dealers are 
familiar with the mechanics of 
the TR-3, he said, but a service 
handbook and owner’s manual 
goes with every Peerless and is 
available for on-the-spot adjust- 
ments. 

Although there is no service- 
training schedule at the distributor 
level, no dealer is franchised unless 
his service department measures up 
to Peerless standards, Posselius 
said. 

When a dealer is appointed, if 
he is not already a Triumph dealer, 
he is required to purchase a basic 
parts kit of $400. 

European Motors carries a mas- 
ter parts inventory and distributes 
to dealers through normal chan- 
nels, Posselius said. 

= cd a 
Renault Trains Its Own 


ENAULT conducts its service 
training programs on a year- 
(Continued on Page 86, Col, 1) 


TO BUILD PROFITABLE 





to help your staff 
sell more service 


. PARTS and 
| ° SUPPLIES 


for all makes of cars 
and trucks 


Your SUPERCHARGER 
JOBBER is well and fa- 
| vorably known as the 

SERVICE SHOP’S 
| FRIEND. He fills your 
| | needs completely, hon- 
|| estly, efficiently and 
economically. With 
money-making and 
money-saving merchan- 
dising ideas. With fa- 
mous, brand-name 
parts, supplies, accesso- 
ries, tools and equip- 
ment to service, repair 
and overhaul all makes 
of cars and trucks. Look 
to your SUPERCHARGER 
JOBBER for authoritative 
tips on “How to Sell’ 
techniques, profit formu- 
las, monthly sales pro- 
grams, new trends, 
technical information, 
management sugges- 
tions and a host of other 
automotive repair shop 
success nuggets. 
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Watch how 


Zell] Maliirel 2%: 
GIVE Preference to YOU! 
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to 
Both Dealer and Buyer Profit .. . New York is quoted at $185, plus) me 
= 8% percent customs duty. : 
ge Not all cars purchased for 
, e overseas delivery are handled 

| Extra Sales ROMANCES | wees tice ascise iat 

th ye ers. Hertz American Express In- 

me e ternational, Ltd., has what it calls 

‘ a “Foreign Car Purchase Plan.” 

* | Overseas Delivery a SS 

oe 10 makes is available for delivery 
( NE of the profit opportunities in) pay duty based upon used-car | jo aoe ano — poe sete | 

re the imported-car field fre-| value, as appraised by a customs driving lleense license plates and 

of quently overlooked by dealers is/inspector. Volvo says duty should carnet ahead of time at a fee rang- 

ce overseas delivery. = exceed $125. ing from $30 to $60. 

al gg mtg? ane io | Orders for overseas delivery of . ¢ @ 

rad works to the advantage 0 Volvo must be accompanied by a 

t- buyer and dealer—it has the add- | $300 "deposit, with the balance to CCORDING to Hertz, the fol- 

ed appeal of stitching a bit of |be paid 30 days prior to departure|~  !owing are F.O.B. factory prices, 

od romance into the transaction. lor delivery of the car, whichever | ¢XClusive of delivery charges: Aus- 

or Overseas delivery provides the| is earlier, Cancellation of the order| tin-Healey Sprite, $1,337; Citroen 

SS buyer with his own transportation | forfeits $50 of the downpayment. ‘2CV, $895; Citroen ID, $1,995; Ren-| § 

up while touring Europe and saves | * * «¢ Siete: Sesame t er Sent Soy 

us him money on first cost. For the j ; Jaguar 3.4, $3,572; Mercedes- 
dealer, it provides extra profit with- | SE to Hambro Automo-| Benz 190, $2,263; MG-A roadster, 

if out some of the headaches involved _tive Corp., savings on overseas| $1,875; Hillman, $1,394; Simca 

er, in the more ordinary transaction.| delivery range from $321 on the| Aronde, $1,135, and Citroen DS, 

sic In most cases, paper work is|Morris to $587 on an MG to $781) $2,195. 
minimal. jon an Austin-Healey. Approximate Among typical shipping costs 

S- 5 A Se. inne for Soboh an bids car nap — yy ——— from : _— .\ 

e ™ ARS delivered overseas to Ameri-| V: ©: W8S quoted a on an -| Antwerp to New York: Austin- 

n- can buyers are, of course, built; Citroen, which does not export its| Healey, Fiat or MG, $129; Hillman Where Mechanics Meet Fiat— 
to specifications for American ex-| Stark Deux Chevaux (2CV) to the|or Volvo, $155; Renault Dauphine,| Neat service-training classroom is this one maintained by Fiat at Maspeth, N. Y. 
port. U. S., will sell it to Americans for| $160; Mercedes-Benz, $185, and Jag-| Fiat also has a permanent training center in Los Angeles and keeps four elaborate 

Although freight charges and | $945 in Paris. Shipping price to! uar, $210. mobile units in service in the field. . 
ce customs duty have to be paid by 

r- the buyer when the car is re- 
turned to the U. S., the buyer 
still saves money, import firms 
say. 

Several foreign firms doing busi- 
ness in the U. S. have published 
brochures on overseas delivery for 
new-car prospects. Typical is the 

LE Volvo brochure, which assures the 
prospect that taking delivery of 

oa) a new car abroad “is truly the 

x luxurious way of touring Purope— 

4 yet this luxury is the least expen- 


ee 
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sive.” 

Volvo lists 10 major European 
cities where the buyer can pick up 
his car, although it says other ar- 
rangements can be made. 

* * * 
_— overseas delivery, the Volvo 
two-door sedan is priced at 
$1,750 at the factory ($2,330 in the 

U. S. at port of entry). 
Transportation to one of the 
continental cities runs from $50 
in Copenhagen to $85 in Paris to 
$150 in Lisbon and averages $75. 

Volvo requests four week’s noti- 
fication for delivery to Central 
European points, Insurance cover- 
age including $115,000 public lia- 
bility, $9,650 property damage, $50 
deductible collision and fire and 
theft, costs $50.50 for three months 
or $142 for a year. 

Registration is included in the 
price of a car, but if the buyer 
plans to tour England, Spain or 
Portugal, he must purchase a 
“carnet de passage” for $30. 

* * * 


HILE an American driver's 
license is recognized through- 
out Western Europe, an Interna- 
tional Driving Permit is recom- 
mended. Cost: $2. R 
Volvo quotes shipping costs of 
$175 to East Coast or Gulf ports | ' 
in the U. S. and $205 to the West 
Coast. These charges include 
marine insurance and the cus- 
toms broker fee, but do not in- 
clude duty. 
When the car comes into the 
U. S., the buyer can apply his $500 
personal duty exemption. He will 


Ex-Dealer Sells 








Mobil can help boost your 





. Parts for Imports 
In 8-State Area 


DENVER.—European Auto Parts 
Co. has been organized here by a 
former imported-car dealer to han- 
dle parts and supplies for imports 
exclusively. 

Joseph C. Murray, former presi- 
dent .of Motor Imports Corp. and 
former general manager of Sports 
Cars, Inc., has leased quarters at 


amount. Here’s how: 





How much of your overhead does 
your service department pay for? 
Mobil can help you increase that 


car you sell. 


We can advise you how to set up 
and operate an efficient lubrication de- 
partment. Sometimes a simple change 
can speed up job turnover . . . increase 


your men on the most up-to-date 
equipment . . . show them proper 
lubrication techniques on the make of 


Here's why it's good business 
to do business with Mobil 


service absorption in many important ways! 











es ——— St. = = square volume. ® You get America’s top sellers ... 
eet of warehouse and office, space. Mobilgas, Mobiloil, Mobiloil Special! 
Starting with a parts inventory We're ready to give you the benefit ° a 
- acon a ro 4 sending spn of years of merchandising experience ® You get the help of experienced men 
end of 1959. He will handle all . . . Suggest sales tips . . . give you vital to help you boost service absorption. 
wae ee soe — a>. retailing information that can change @ You get expert on-the-job training for Mobil means 
urray sai e wi istribute 
parts to eight states, pred = parts sales figures from red your personnel. business ... more 
He f d th i ack. ii 
. @ now entespesas, be ® You get the benefit of merchandising business for you! 


said, because he noted in five years 


| of selling imported cars that only And, of course, there’s our lubrica- 
| 


tion training program. We'll instruct 


Another reason yyou’re Miles Ahead with Mobil 


MOBIL OIL COMPANY, A Division of Socony Mobil Oil Co., Inc. Affiliated Companies: GENERAL PETROLEUM CORP., MAGNOLIA PETROLEUM Co. 


and lubrication knowledge unsurpassed 
in the petroleum industry. 








a “handful” of dealers stock re- 
fe placement parts in adequate quan- 
tity. 

Murray said he will put sales and 
service representatives in the field. 


a 
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Considered a Survival Must... 





Importers Aim: Topflight Service 


(Continued from Page 84) 


around, nationwide basis, Robert 
Valode, general manager of Re- 
nault, Inc., calls the program “an 
important long-range factor” in the 
popularity of Renault in the U. S. 

Renault established a perma~- 

nent service training center in 

New York in 1958 to provide 
training for service specialists re- 
cruited from vocational schools. 

Intensive courses that run from 
four to six months are given by 
factory trained experts. 

When qualified, graduates of the 
training school take key posts in 
Renault’s national organization, 
Valode said. These men become 
service instructors in regional of- 
fices, district service managers or 
field service men for distributors. 


Spe gael also has in operation 
six mobile training units to 
provide dealer service managers 
and mechanics with up-to-the-min- 
ute service instruction. 

These mobile units travel 





throughout each region, conduct- 
ing five-day courses on a regu- 
larly scheduled basis, 

Each unit, headed by a trained 
instructor, includes a special car 
equipped wtih all needed standard 
and special tools and major assem- 
blies such as engine and transmis- 
sion. 

Andre Fonade, general service 
and parts manager of Renault, 
Inc., supervises the service training 
program, H. Ernst, head of the 
service. methods department in 
Fonade’s division, is in charge of 
the mobile training units. J. Rou- 
dier heads the training center. 

Fonade and his staff also pre- 
pare and distribute technical man- 
uals and service bulletins to the 
entire organization. 

* * * 
ALODE said Renault maintains 
a $7 million parts inventory in 
the U. S., about 65 percent of which 
is stocked in 15 distributor depots 
throughout the country. The rest 
is stored in Renault’s central parts 





WHEN WILL 
BLAKE'S CAR 
BE READY? 





Here’s how you can help increase 


SERVICE JOBS UP TO 50% 


with your present setup! 





With Executone Intercom you 
just push a button and talk! 
Production is continuous and 
uninterrupted. Jobs are routed, 
parts and tools ordered, infor- 
mation exchanged —all with- 
out wasteful running around! 

Large and small dealers 
everywhere report the new 


Executone has helped increase 
service jobs from 20% to 50% 
with their present facilities— 
and profits have jumped ac- 
cordingly. Learn how you can 
sell more customer labor, 
build customer goodwill, up 
your profits with Executone. 
Mail coupon below today. 


SERVICE and INSTRUCTION on your premises 


Factory-trained technicians in your area provide 
prompt, dependable service whenever required. 
Representatives instruct your people in the 
proper use of your system for maximum benefit. 


NCCUlIOME 


Name. 


EXECUTONE, INC., Dept. D-4 
415 Lexington Ave., 
Without obligation, please send booklet describing 
how Executone helps turn out more service jobs. 
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lew York 17, N. Y. 





Firm. 





Address. 


City. 








In Canada—331 Bartlett Ave., Toronto 


alia ela nineteen oun ON 


7 








depot in Maspeth, Queens, a few 
miles from New York’s Idlewild 


Airport where Renault parts arrive | 4 


by plane from France on a regular 
schedule. 

In addition to the inventories 
maintained at the central ware- 
house and in the distributor 
depots are the parts stocked by 
dealers to meet day-to-day re- 
quirements. 

Renault officials recommend that 
each dealer maintain a minimum 
average monthly parts inventory of 
$5,000, ranging upward in line with 
his sales volume. 

Renault distributor parts depots 
are in Chicago; Seattle; Denver; 
Dallas; Los Angeles; New Orleans; 
Wichita; Norfolk, Va.; Watertown, 
Mass.; Long Island City, N. Y.; 
Pensacola, Fla., and Fort Lauder- 
dale, Fla. Others are in Hawaii and 
Puerto Rico. 

aa +” a 


Factory Men for Peugeot 


ACTORY-TRAINED personnel 
are used by Peugeot, Inc., to 
instruct dealership mechanics in 
maintenance and servicing of Peu- 
geot vehicles, according to Francois 
— president of Peugeot, 


Cc. 

Technically trained men, se- 
lected for key service and in- 
struction posts, spend a minimum 
of six weeks at the Peugeot fac- 
tory in Sochaux, France, Upon 
completion of the training course 
there, they are assigned to work 
in one of Peugeot’s five regional 
offices in the U. S. 

Each regional office has a service 
manager, one or more instructors 
for mechanics’ training and as 
many service representatives as 
are required. 

All Peugeot mechanics attend the 
training schools, de Peyrecave said. 
In addition, refresher courses are 
conducted regularly by the staff of 
travelling service experts. 

“Recognizing that inadequate 
parts and service are considered by 
motorists to be a major disadvan- 
tage of imported cars, Peugeot has 
directed particular attention to 
overcoming any such deficiency,” 
de Peyrecave said. 

* i * 
zy THE little more than a year 
that we have been mar- 
keting cars in this country, we 
have set up an effective service 
and training organization and have 
established a parts distribution 
system that insures availability of 
parts at the dealer level, Peugeot’s 
parts inventory today is consider- 
ably greater per car in service than 

the industry average.” 

Each Peugeot dealer stocks ap- 
proximately $2,000 worth of parts 
and has $150 worth of special 
tools. In addition, parts invento- 
Fries are carried by Peugeot's 15 
distributors who carry a “back- 
up” supply of parts worth more 
than $3 million. The distributors 
maintain their inventories 
through monthly orders to and 
shipments from Peugeot. 

At Newark, N. J., Peugeot main- 
tains a central parts depot for han- 
dling emergency parts orders. This 
depot is organized so that emerg- 
ency orders are filled and dispatch- 
ed—by air, if necessary—on the 
same day they are received. 

Service manager for Peugeot is 
Francois Louis; parts manager is 
Jacques Bertheux. 

* * 


Fiat on the Road 


yur emphasizes the use of mo- 
bile service schools which sup- 
plement permanent schools in New 
York and Los Angeles. 

The mobile schools are four 11- 
ton specially built vans, staffed 
by experts from the Fiat plant in 
Turin, Italy, and equipped as 
small workshops. 

The mobile schools are scheduled 
for regular tours of dealerships to 
train mechanics in detail on the 
care and repair of all Fiat models. 

+ * 


* 


EHIND the cab of each van, the 

sides may be opened upward to 
roof level and the roof itself is 
partially glassed to afford a maxi- 
mum of illumination and visibility 
in the workshop area. The rear end 
is actually a ramp which, when 
lowered, provides stairway access 
into the van. 

Inside the van a variety of es- 





Sales Prospects— 


Swamped by more than 10,000 coupons 
sent in by readers of Simca's front-engine 
ad campaign who want copies of the 
booklet: ‘The Advantages of Front-Engine 
Cars Over Rear-Engine Cars,’ Marlene 
Fritsch is hard at work in the Simca prod- 
uct advertising offices in Detroit getting 
out the booklets. The name and address 
of each prospect, who has taken the time 
to fill out the coupons, then is mailed to 
his local dealer for a sales followup. 





sential components are on dis- 
play along with every special tool 
required for Fiat service, En- 
gines of the 600 and 1100 models 
are mounted on pedestals for 
easy service demonstrations. 

The clutch-transmission-differen- 
tial units of each model are simi- 
larly displayed. 

Each van is equipped with a 
motion picture projector and 
screen for training films. 

* +” x 


BMW-NSU Program 


ADEX COMMERCIAL CORP., 

which imports BMW and NSU, 
conducts service schools at its 
headquarters in New York as well 
as in the field, said Ernest Good- 
man, general manager. 

Mobile service units, aside from 
conducting service schools in the 
field, visit dealers on a “continu- 
ous basis” to keep mechanics in- 
formed, check parts stocks and 
pass on latest technical informa- 
tion. 

Dealers are advised of a mobile 
unit’s scheduled arrival, enabling 
them, in turn, to advise their cus- 
tomers in case of need. 

All distributors and dealers are 
supplied with circulars and bulle- 
ting on technical matters consid- 
ered important, Goodman says, and 
all factory information is passed on 
promptly. 

* * 
ACH new dealer receives spare 
parts lists, price lists, repair 
manuals and flat-rate manuals 
when he signs a franchise. 

New dealers are required to 
buy at least $350 worth of parts 
and special tools with their ini- 
tial purchase of cars. Fadex sup- 
plies metric wrenches. 

Fadex maintains two major parts 
depots, in New York City and in 
Montebello, Calif. There are also 
distribution centers in Portland, 
Ore.; San Francisco; Chicago; Salt 
Lake City; Cawker City, Kans.; 
Houston; Daytona Beach, Fla., and 
West Lawn, Fla. 

* 


* * 


Rootes Looks Homeward 


OOTES MOTORS, INC., which 

imports Hillman, Humber, 
Singer and Sunbeam, maintains 
major parts depots in New York 
and Los Angeles and supplies parts 
distributors in Boston, Denver, 
Houston, Seattle, Portland, Ore., 
and Jacksonville, Fla. 

World headquarters for Rootes 
parts is a giant new central parts 
depot in Birmingham, England, 
which warehouses 60,000 different 
items worth $28 million in 500,000 
square feet of space. 

The Birmingham depot daily 
processes 10,000 orders. Rootes says 
that the same day a dealer in 
America wires an order, it is filled, 


Nevada Dealers Urge 
County to ‘Buy at Home’ 


ELY, Nev.—Auto dealers in this 
area have urged the commissioners 
of White Pine County to buy motor 
vehicles at home instead of through 
the State purchasing department. 

They asserted that under the 
State buying procedure, local deal- 
erships seldom have a chance to 
fill the County’s vehicle needs. 
Other sources contend that pur- 
chasing through the State agency 
generally results in savings for the 








put on a plane and departs for 
the U. S. 


* * * 


Color for Toyopet 
ACTORY service schools are 
being conducted by Toyota Mo- 
tor Co. in all areas of the U. S. 
where the Toyopet has been intro- 
duced, under the direction of Har- 
old N. Johnson, national service 


f|/ manager who just became general 


manager. 
Full color is used widely in the 

Toyota schools because of its 
greater visual impact, Johnson 
says. Use of color is particularly 
adaptable, he says, because all 
wires and circuits in the Toyopet 
are of different hues. 

“The instructions will rely on 
color slides because these offer 
greater stop-action possibilities 
than film,” Johnson says, “Color 
adds realism and makes for greater 
learnability.” 

Toyopet service sessions cover 
recommended service procedures on 
every detail of the car, from engine 
and transmission to body interior. 

Toyota has parts depots on both 

(Continued on Page 104, Col, 4) 











County. 
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A New Market... 


A Premium 
Market... 


At Unheard-of 
Introductory Rates 


CARNEWS 
and 


TRAVEL 
TIMES 





Met with unprece- 
dented circulation 
success with its ini- 
tial August issue in 
tabloid newsprint 
format. 


Combines dollar-sav- 
ing news of interest 
for car-conscious, 
travel-minded Ameri- 
cans everywhere — 
COMBINES the rich 
automobile and 
travel consumer mar- 
kets in one monthly 
mass publication. 
* 


Sells for 10 cents in 
contrast to the news- 
stand-loaded slicks at 
premium prices. 

4 


Offers this premium 
market at low, low 
advertising rates on 
an introductory basis 
only. 





Call, write or wire 
the nearest 

ARMY TIMES 
Publishing Company 
office or address 
your inquiry to 


CARNEWS 
2020 M Street, N.W. 
Washington 6, D. C. 

Telephone: 
DI 7-9282 
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Plans for 1960 Reviewed .. . 





(Continued from Page 15) 


AvuTomoTive News survey revealed. 

Expenditures for television, radio 
and other media also will come in 
for a fair share of the advertising 
dollar, but will be overshadowed 
by magazines and newspapers. 

a * * 

_— individual budgets set aside 

for advertising and promotion 
by the imported-car makers can 
in no way compare with funds set 
up for the promotion of U, S.-made 
autos, but the import-car dealer 
can be assured that advertising 
agency representatives are working 
closely with factories and their 
U, S. distributors to line up adver- 
tising programs that will best pro- 
mote his product in this country. 

As in 1959, economy, roominess, 
price and performance will get 
Pt the big play in most advertising 

programs, but the spotlight also 
will be focused on special fea- 
tures of the individual cars, 

None of the import makers, how- 
ever, reported any special plans to 
combat the entry of the U. S.-made 
small car into the market. 

In some cases, the import in 
question cannot be put in the cate- 
gory of the yet-to-be-seen U. S. 
cars. In many cases, the import is 
a@ sports car; in other cases the 
volume of the foreign car coming 
into this country is too small to 
give the import maker reason to 
try to carry on a running battle 
with the U. S.-made auto, 

A roundup of factory and distri- 
butor advertising plans is present- 
ed here to give dealers an insight 
into what to expect on the na- 
tional scene in 1960. 

The report follows: 

AUTO UNION—DKW 

pyAcasias will get the biggest 

portion of a budget that should 
exceed 1959’s expenditures by at 
least 100 percent, according to Mer- 
cedes-Benz Sales, Inc., U. S. repre- 
sentative for the German-made 
cars. Newspapers, however, will 
come in for a share of the 1960 
budget, officials said. 

Advanced engineering, econo- 
my, price and roominess will be 
featured in the Auto Union— 
DKW promotions for 1960, as 
they were in 1959. 

Promoted through D’Arcy Agen- 
cy, Cleveland, Mercedes-Benz Sales, 
Inc., is one of few firms merchan- 
dising foreign cars that will not 
use cooperative advertising in 1960. 

. 7 * 


BENTLEY—ROLLS-ROYCE 
PATIONAL magazines and news- 

papers are splitting a $200,000 
budget here in 1959, and probably 
will do likewise on a somewhat 
larger budget in 1960 according to 
Rolls-Royce, Inc., New York. 

Promoted through Ogilvy, Ben- 
son & Mather, Inc., Bentley and 
Rolls-Royce advertising stresses 
~+ arenes excellence and _ styl- 

g- 

Advertising for both cars in the 
past have centered around a 19- 
point explanation of what each car 
stands for and descriptions of their 
“outstanding features.” Price also 
has been prominently mentioned in 
a majority of newspaper and mag- 
azine promotions. 

Rolls-Royce in the past has util- 
ized a cooperative advertising pro- 


m gram with its dealers, but it is not 


known whether it will be continued 
into 1960. 

* *” * 

BMW 
LocAL newspapers should come 

in for a bigger share of the 

budget promoting the BMW line of 
cars in the U. S. in 1960 as more 
emphasis is put on local market 
Support of the company’s growing 
dealer organization. 

Although it is not known how 
large the 1960 advertising budget 
will be, officials of Fadex Com- 
mercial Corp., U. S. importer of 
the BMW 600, BMW 700, BMW 
502, BMW 503, BMW 507, and 
BMW Isetta 300, said it probably 
will represent a substantial in- 
crease over the $100,000 being 
spent on advertising this year. 

Advertising for the cars is han- 
dled by Chester Gore Co., New 
York, which in 1959 has allotted 40 
percent to national consumer mag- 
azines, 25 percent to local newspa- 
pers, 15 percent to local market 
radio and television, 5 percent to 
trade publications and 15 percent 











to sales promotion and dealer aids. 
A cooperative ad program is in 
effect with BMW dealers. 

Styling, economy of operation 
and price again will get the biggest | 
play in BMW advertising in 1960, 
Fadex officials said. 

a * * 
BRITISH MOTOR CORP. 
Bay detect agony: to promote its cars 
through a theme of quality of 





workmanship coupled with excite-| 
ment in driving, British Motor 
Corp., through its U. S. distributor, 
Hambro Automotive Corp., again | 
in 1960 will throw most of its ad- | 
vertising budget into national and | 
regional magazines. | 

Periodic newspaper campaigns, 
however, will be used to promote | 
the cars — Austin and Austin- | 
Healey through J. M. Mathes, | 
Inc., New York, and MG, Morris | 
and Riley through McCarty Co., | 
New York. 

Although officials termed it too} 
early to say what features of the 


Imports Like Co-op Advertising 


cars will get the biggest play in the 
1960 advertising budget, BMC said 
“we will use quality ads in all lead- 
ing magazines to tell the truth—no 
exaggeration or distorting of facts 
to confuse the public, already con- 
fused by false claims.” 

Officials also said it is too early 
to say if the company’s 1960 ad 
budget will exceed that of 1959. 
Ever-increasing sales, however, 
would indicate an increase in ad 
expenditures, the company said. 

* oo * 
CITROEN 

HIS line of French-made cars 

has been promoted chiefly 
through print media during 1959, 
although radio, television and out- 
door advertising have come in for 
their share of Citroen Cars Corp.’s 
advertising budget. 

Handled by Shevlo, Inc., New 
York advertising agency, Citroen 
promotions have been based on 
the slogans, “The Most Comfort- 
able Car in the World” and “The 





Prestige Compact Car,” and have 

featured comfort, elegance, rug- 

gedness and Paris style. 

Although the size of the 1960 ad- 
vertising budget is considered con- 
fidential, officials said it will be 
larger than 1959 and magazines will 
get the biggest share of the budget. 
An increase in local areas on a 
dealer level is strongly indicated, 
officials said. It also was noted that 
Citroen will maintain a strong ad- 
vertising policy in trade books in 
1960. 

Features of the car that will get 
the big play in 1960 are air-oil 
suspension, front-wheel drive, disk 
brakes, quickly detachable body 
panels and other safety features. 

* * + 


DATSUN 
UBY DATSUN DISTRIBUTORS, 
Ltd., New York, utilized all 
media to promote this car in the 
U. S. in 1959 and plans a similar 
program for 1960. 

Utilizing what it terms “the 
finest co-op ad program in any 
industry,” Datsun again plans to 
put most of its advertising ex- 
penditures into local newspapers. 
In 1959, Datsun used 50 percent 

of its ad budget for newspaper 





advertising, 30 percent for maga- 
zines, 15 percent for radio and 5 
percent for direct-mail promotions. 
Its advertising budget in 1959 to- 
talled $290,000, but is expected to 
be increased approximately 30 per- 
cent in 1960. 

Under its cooperative advertising 
program, Datsun triples dealers’ ad 
budgets and allows the dealer to 
pick his medium, dates, ad sizes, 
format, etc. “We thereby maximize 
local impact and sales,” an official 
said. Its advertising agency is Dale 
& Finkels, New York. 

* * * 


ENGLISH FORD 


Aa the advertising 
budget and program for 1960 
has not been finalized, it is pre- 
dicted English Ford’s promotions 
for the coming year again will be 
based on styling and economy. 
Magazines are receiving 70 per- 
cent and newspapers 30 percent 
of the current advertising budget 
and there is little reason to ex- 
pect a drastic change in the set- 
up for 1960, said an official of 
M-E-L division of Ford Motor 
Co., U. S. distributor for the car. 
Main advertising slogan for the 
line in 1959 has been: “It’s Import-_ 
(Continued on Page 90, Col, 1) 





How America’s Number One Original Equipment Carburetor Helps Sell Cars... 





MILLIONS OF RUGGED 


TEST MILES ASSURE 





New High in Carburetor Reliability! 


The weather man has no surprises for your cars when they are 
equipped with Rochester-GM Carburetors. These advanced 
fuel-metering systems have already been through the most 
severe weather conditions, simulating any part of the country 
...in any month of the year. Rochester-GM Carburetors have 
trouble tested out . . . reliability built in. That’s why your 
customers get promised performance and economy. And that’s 
why Rochester-GM Carburetors are America’s number one 
original equipment carburetors. Keep an eye on your cus- 
tomer’s satisfaction . . . keep a Rochester-GM Carburetor on 
his car. Rochester Products Division of General Motors, 


Rochester, New York. 
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Renault Deal Has French Motif .. . 





Paris Comes to El Paso 


EL PASO, Tex.—A little bit of 
Paris greets people entering the 
showroom or backshop of Motor 
France (Renault), operated by a 
man who thinks showmanship has 
an important place in auto retail- 
ing. 

Bob Feste, owner, had a 22-by- 
14-foot mural painted on the 
showroom wall The Parisian 
street scene, done by a young GI 
artist, features the Are de 
Triomphe, with the Eiffel Tower 
in the background. 

The mural is done in soft, muted 
oil colors that stand out against the 
chalk white of the rest of the room. 

At first glance the shop resembles 
a beatnik’s haven — the service 
manager and his three full-time 
mechanics and parts manager all 
sport beards. But it’s just some 
more of Feste’s showmanship. 

“The beards are conventionally 
French and not a takeoff on the 
beatnik crowd,” Feste explained. 

And apparently El Pasoans like 





what they see and how they’re 
treated. 


Through July 31, Feste said, 
Renaults topped local import sales 
by a good margin. He said he sold 
24 during the month to bring his 
year-to-date total to 107. 

Volkswagen ranked second for 
the seven-month period, with 96 


sales, Feste continued, and Hillman |! 


was low with only 19. 

The firm’s sales leadership can 
be attributed to product selling, 
according to John Ward, sales 
manager. 

“The majority of buyers talk 
economy of operation, but we don’t 
rely on this in our sales pitch,” he 
said. 

“One of the strongest appeals 
is the fact that we can cut the 
average monthly car payments 
by as much as $30,” Ward con- 
tinued, “And that means a lot be- 
cause many of the people don’t 
have enough equity in their 








That's No Beatnik— 


This mechanic at Motor France (Renault), 
El Paso, Tex., is no beatnik; he's just 
giving the place a French flavor. He's 
working on a tiny 32-horsepower engine. 
When this engine doesn't operate at its 
peak, the owner is immediately aware of 
it and gets it into the shop pronto. 


tradein even to cover the down- 
payment on a Renault.” 

Service is a big item at Motor 
France, and while the shop is able 
to handle any type of economy or 





sports car, Renaults comprise most 
of the workload. 

“Our customers are responsible 
for this situation,” said Jim Whit- 
low, service manager. “They’re de- 
voted to the car they’re driving and 
want only mechanics who special- 
ize on their import to work on 
them.” 

He said import owners generally 
don’t patronize the general auto re- 
pair shop. The exceptions are those 
who bought their cars second hand, 
he added. 

“We write an average of 26 
job tickets a day,” Whitlow said. 
“And we have very few puttering 
jobs to contend with.” 

In the Motor France shop “tune- 
up” is a foreign word—the car is 
brought in for an “inspection,” 
Whitlow said. 

“An inspection is an elaborate 
tuneup that amounts to disman- 
tling the 32-horsepower engine and 
rebuilding it,” he continued. 

“Due to the nature of our cars 
and the close tolerances, we make 
our inspections when the engine is 
cool. The valve adjustment is that 
critical, as is the head torque on 
all wet-sleeve engines. 

“Thus, customers are required 
to leave their cars the night be- 
fore inspection and mechanics 








KENDALL 


MOTOR OILS 






BEST IN ANY LANGUAGE (OR CAR) 


The outstanding performance of Kendall Motor Oils in foreign as well as 
American cars has made Kendall a synonym for quality throughout the world. 


Kendall’s advanced refining processes, using 

100% Pennsylvania Grade Crude Oil stock, the world’s richest, 
assure proper lubrication, the elimination of harmful engine deposits and 
less wear and repair for all makes of cars. 


There is a Kendall motor oil for every make of engine. 
Sell your customers the Economy of Kendall Quality and watch their loyalty and 
your repeat business grow. 


Your Kendall Distributor Is Ready to Serve You 


EENDALL REFINING COMPANYDT 


BRADFORD, PENNSYLVANTIA. 


Lubrication Specialists Since 1881 





get to work on them the first 
thing in the morning,” Whitlow 
said. 

Most import owners are driving 
a novelty as far as their friends 
are concerned, he added, citing one 
owner who said: “Everybody 
know wants to look at the small 
engine. I keep it spotless for that 
reason.” 

“And for the same reason,” 
Whitlow continued, “we wash down 
every engine and the engine com- 
partment before we deliver the car 


to the customer.” 
* +. 





An Easy Task— 


It's no trouble at all to get at the 
engine on this import car at Motor France 


(Renault), El Paso, Tex, Two mechanics 
unbutton it from the frame and shell, 
lift up the shell while a third person 
pulls it from under the chassis with a 
regular jack. 





Virginia Judge 
Upsets Town Tax 
On Vehicles 


HANOVER, Va.—The State law 
allowing towns to levy a motor- 
vehicle license tax has been held 
unconstitutional by Circuit Court 
Judge Leon M. Bazile. 

Judge Bazile said, in effect, 
that the General Assembly has 
illegally classified towns ag sep- 
arate tax districts for imposing 
the auto tax. 

As noted, a town is part of a 
county and the statute specifies 
county auto funds must be used for 
general county purposes which also 
benefit the town. 

“The classification violates the 
clause in the Fourteenth Amend- 
ment guaranteeing equal protection 
of the laws,” Judge Bazile declared. 

The decision came as the decla- 
ratory judgment in a suit brought 
by the Hanover County Board of 
Supervisors to prohibit the town 
of Ashland from enforcing a $10 
town auto tax. 

Judge Bazile also held that Ash- 
land is prohibited by State law 
from enacting a motor-vehicle ordi- 
nance because Hanover County al- 
ready had one. 

The Virginia legislature in Feb- 
ruary reenacted the statute which 
it had inadvertently repealed in 
1958. The new act gave towns 
priority over counties in levying 
local auto taxes. 

In his decision, Judge Bazile said 
“no proper basis exists for classi- 
fying those who live in the town 
for an automobile license when 
those who live in the county are 
not so classified. 

“The classification of a town as 
a@ separate district for the taxing 
of motor vehicles is in violation of 
the equal protection clause of the 
Fourteenth Amendment and that 
such classification is, therefore, in- 
valid and void,” he added. 

“The General Assembly has not 
the power to classify the people 
in one part of the county for a 
license tax that does not apply to 
all of the people in the county simi- 
larly situated,” the judge declared. 


3 Toyopet Dealers Named 


LOS ANGELES.—tThree more 
Toyopet dealers have been added 
by Toyota Motor Distributors, Inc. 
They are Barton Auto Co., 916 
Second Ave., Spokane; Lee Heffner, 
Inc., Route 222, Temple, Pa, and 
R. W. Marsellus, Inc., 12961 Harbor 
Blvd., Garden Grove, Calif., and 
626 S. Los Angeles St., Anaheim, 
Calif. 
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example of an engi- 
neering pursuit of 
perfection. No car — 
has ever been so 
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The car with the oldest and greatest racing experience 


U. S. IMPORTER AND DISTRIBUTOR 


HOFFMAN = “agg... 


NEW YORK: 443 PARK AVENUE / BEVERLY HILLS, CALIF., 9130 WILSHIRE BLVD. 





OLDEST AND LARGEST IMPORTER OF FINE EUROPEAN CARS 
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Plans for 1960 Reviewed .. . 





| penditures for Mercedes-Benz in 
| 1959, will again get top billing in 
| the 1960 budget, according to of- 
| ficials of Mercedes-Benz Sales, Inc., 
|U. S. representative for the Ger- 


Imports Like Co-Op Advertising (= 


(Continued from Page 87) 


ed, It’s Ford, It’s Yours for a 
Dollar a Day.” 


Advertising for English Ford is | 


handled by Kenyon & Bahart, | 
Detroit. 

+ * a 

FIAT 


IAT MOTOR CO., INC., New 

York, utilizes general maga- 
zines, trade papers and telephone 
classified directories in its promo- 
tions, while leaving newspaper ad- 
vertising to its distributors and 
dealers. 

General magazines have picked 
up 85 percent of Fiat’s advertis- 
ing in 1959 and it appears they 
again will get the biggest share 


of a more than $1 million budget | 


in 1960. Classified directories have 
received 10 percent of the 1959 
budget, and the remaining 5 per- 
cent has gone to trade papers. 
Fiat advertising is handled by 
Adams & Keyes, New York. 


The company supplies general 





|merchandising aids to dealers for 
|local tieups plus dealer mats and 
| television and radio spots. 


Fiat ads feature price, economy, 
styling ruggedness and choice of 
15 models. Its chief slogan is “Fiat, 
the Most Satisfying Car You Have 
Ever Owned.” 

aa * + 
GOGGOMOBIL-SKODA 

HHESE two cars, distributed in 

the U. S. by Continental Car 
Combine, New York, are adver- 
tised most heavily over television, 
but radio, magazines and newspa- 
pers also get a play in their pro- 
motion, 

Estimated size of the 1960 
budget will be $250,000, compared 
with $200,000 in 1959, when tele- 
vision received approximately 60 
percent of the budget. 

Utilizing a cooperative advertis- 
ing program, advertisements for 
the cars have featured price, econ- 
omy, performance and safety in the 
past and the same type promotions 





. | Although plans are not yet 
poe A scheduled for 1960, officials | completed, it is expected the i900 
2 i i “medium s 
Rothschild Associates, Inc., New| ite penank” ane about 10 per- 
York, is the advertising representa-| cent larger than 1959. 
ve tor Continental. * D’Arcy Agency, Cleveland, which 
| handles the Mercedes-Benz adver- 
JAGUAR “er : ta 

AGUAR, promoted through Cun-| tising, probably will split its budg- 
ningham & Walsh, Inc., New| &* about the same way as in 1959, 
York, has developed a strong fran-| With magazines getting 70 percent 
chise with important audiences | of the expenditures; newspapers, 7 
over the years through consistent ee des aad nee-deaier 
ae ey ee mag- | announcements, each 6 percent; 
asines will get the biggest share trade publications, 2 percent, and 

of advertising expenditures, | miscellaneous, 3 percent. 
though radio and motor sports Special promotions in 1959 have 
publications will receive a por- | included auto shows, salon shows, 
tion of the budget. caravans and roadster rallies, and 
Styling and performance are the| Most likely 1960 promotions will be 

n| along the same line. 


two basic features stressed i . 
Jaguar advertisements. | Styling, quality, craftsmanship 


U. S. importer for the car is|and economy on its diesel models 


Jaguar Cars, Inc., New York. | will be featured in Mercedes-Benz 
* * «* advertising. 
MERCEDES-BENZ | Mercedes-Benz does not carry on 


—— which captured 70| a cooperative ad program, but does 
percent of the advertising ex-' utilize a “cooperative sales promo- 








The Design of Economy 


The bridge between the automotive and aviation industries is made, at Holley, in the 
engineering and research department. Here, Holley engineers are often working on the 
completely dissimilar economy problems of increasing miles per gallon, efficiency of 
automotive engines and decreasing the tons-per-hour consumption of jet engines. 
These teams of engineering specialists, including truck engineers, are able to maintain a 
remarkable degree of coordination considering their vastly different problems. 

Generally, Holley aviation customers benefit from engineering designs created to 
take advantage of manufacturing shortcuts that are the backbone of the automotive 
industry. In turn, automotive and truck customers find design improvements in their 
products resulting from basic research and experience in the aviation industry. 

This kind of coordination and experience is another reason why Americans on the 





11955 E. NINE MILE RD. 


I-31 WARREN, MICH. 


move have depended upon Holley products for more than half-a-century. 


v2 


tion service with our dealers,” of- 
ficials said. 
” + * ~ 


METROPOLITAN 
ILLED as the “World’s Smartest 

Smaller Car’ and “Luxury in 
Miniature,” the Metropolitan will 
be promoted chiefly through small 
space newspaper campaigns in Se- 
lected markets in 1960, according 
to Fred W. Adams, director of au- 
tomotive advertising and merchan- 
dising at American Motors Corp. 

Although the car has been re- 
ferred to in Rambler advertising 
in other media, newspapers are 
used almost exclusively in pro- 
moting the Metropolitan. 

Economy, price and comfort will 
be the features exploited in the sale 

of the cars in the U.S. in 1960, and 
the Metropolitan advertising budg- 
et will be increased over 1959, 
Adams said. 

Expenditures, however, will be 
determined by the relationship be- 
tween sales and inventory, Adams 
said, since it does not seem advan- 
tageous to stimulate additional de- 
mand when the quantity being im- J) 
ported is barely equal to the 
existing demand. 

Geyer, Morey, Madden & Ballard 
is advertising representative for 
Metropolitan. 

iJ “ * 
NSU PRINZ 

MPORTED to the U. S. by Fadex 

Commercial Corp., New York, 
the NSU Prinz line of cars is pro- 
moted in much the same manner of 
Fadex’ other line, BMW, with a 
“very substantial portion of its ad- 
vertising budget going to the 
dealer cooperative advertising pro- 
gram at the local level. 

The advertising budget for 
NSU Prinz in 1958 was over $100,- 
000, and a substantial increase is 
forecast for 1960 as a result of 

sales being ahead of estimates, 
Officials said. 

National consumer magazines 
are receiving about 40 percent of 
the line’s 1959 budget, with local 
newspapers getting 25 percent; lo- 
cal market radio and television, 15 
percent; trade publications, 5 per- 
cent, and sales promotion and deal- 
er aids, 15 percent, Chester Gore 
Co., New York, handles advertising 
for the NSU Prinz, NSU Prinz 30, 
and NSU Sport Prinz. 


vertising slogan used in promoting 
the cars, with styling, economy of 
operation and price being empha- 
sized in copy. 
a + 
OPEL 
Ort again in 1960 will give the 
greatest portion of its advertis- 
ing budget to magazines, with 
newspapers in the areas of auto 
shows and special exhibits being in 
the minority. 

Built in Germany and sold in 
the U. S. by Buick dealers, adver- 
tising for this line of cars is 
handled by McCann-Erickson. 
Chief slogan used during 1959 

has been “Opel—the Big Small Car 
Built in Germany by General Mo- 
tors—sold and serviced by Buick 
dealers.” 

Like other imports sold through 
U. S. makers, no cooperative ad 
Plans are being considered for 
Opel, officials said. 

*« a a 
PANHARD 
QGPORTS car publications and 
other national magazines will 
play a big part in Panhard adver- 
tising in 1960, according to Kings- 
bury E. Moore, Inc., advertising 
and public relations representatives 
for Vendome Motors Corp., U. S. 
distributor for the car. 

Newspapers, which have gotten 
the big play in 1959, and televi- 
sion and radio also will come in 
for some play in the Panhard 
promotional setup, but magazines 
will receive the largest billings, 
at least at the start, Moore said. 
No cooperative advertising is 
planned at the present time, 
Moore said. 

A rumored styling change will 
most likely make the big news for 
Panhard in 1960, although factory 
Officials are not confirming the 
rumor. Another point it has to talk 
about is its port-of-entry selling 
price of $1,697, which puts it in the 

Volkswagen class. 
~~ OK * 
PEERLESS 

NATIONAL sports-car magazines 

and competitive events get all 
of the $200,000 budget set aside for 
promoting the Peerless line in 1960. 
Its 1959 budget amounted to only 
$40,000. 

Using the slogan “Only Gran 





(Continued on Page 96, Col, 3) 





“Wunder Buy” is the main ad- oe. 





This advertisement, appearing in LIFE and LOOK 
magazines, is part of our advertising program for 
Land-Rover 4-wheel drive vehicles and Rover cars. 


LAND-ROVER GOES ANYWHERE 


If your work is rough—and your standards are high— 
you must look at the Land-Rover. This is not just 
another 4-wheel drive vehicle. It is an outstanding piece 
of automotive logic, to its every last nut and bolt, every 
control and moving part. 

There’s no place it won't go (within reason)—up and 
down hills that will have your heart in your mouth, 
through mud, ice and jungle...or sideways on a 30° 
grade. Its lightweight aluminum alloy body lets it com- 
bine roominess and height with a low center of gravity 
for incredible stability on any surface. 


What’s more, climate won’t faze it. Where the Land- 
Rover body isn’t aluminum, it’s galvanized; won't rust, 
rot or corrode due to salts, moisture or chemicals. The 
box-section steel frame is painted even on the inside, 
for further protection. Land-Rover gives you your choice 
of a rugged 4-cylinder overhead-valve gasoline engine 
or an economical diesel plant. Both are designed and 
built by Rover for Land-Rover service, with all the power 
you need to go anywhere, and to run other equipment 
from any of three take-offs. 

The Land-Rover handles like a passenger car, is com- 


fortable to ride in and has a road cruising speed well 
over 60 miles an hour. There are seven basic body 
styles in two chassis lengths (88” and 109”) including 
hard-tops, canvas tops and station wagons. Dozens of 
other special-purpose units are available on order. 

Industrial, farm and private users, plus the armies and 
police forces of over 30 countries, have found that Land- 
Rover is ‘‘the world’s most versatile vehicle.’’ A test- 
drive will convince you, too. The Rover Motor Company 
of North America Limited 373 Shaw Rd., South San Fran- 
cisco, Calif. * 36-12 Thirty-Seventh St., Long Island City 1, N.Y. 


Practical power take- 


Land-Rover’s suspen- 
sion system gives 
great stability and a 
well-balanced ride. 
Springs are specially 
graded to combine 
good riding for nor- 
mal roads plus 
toughness for work 
on broken ground. 


The versatile, rugged 
transmission gives 
four forward speeds 
and one reverse. Addi- 
tional ratios on trans- 
fer box provide, in all, 
eight forward and 
two reverse speeds, 
as needed with 2- or 
4-wheel drive. 


offs may be fitted 
at three convenient 
points to drive many 
kinds of machinery. 
Four types of units 
are: rear, with splined 
shaft or pulley drive; 
center pulley drive; 
front-mounted winch. 


Buy genuine Rover parts...The use of genuine Rover parts, engineered to the 


exacting standards of the developers of the jet engine 
and the world’s first turbine car, is strongly recom- 
mended. Inquiries may be directed to any of the 
following offices, where complete parts depots are 
maintained: 36-12 37th Street, Long Island City, 
N. Y.; 373 Shaw Road, South San Francisco, Cal- 
Hornia; Mobile Drive, Toronto, Ontario, Canada; 
156 West Second Avenue, Vancouver, B. C., Canada. 
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Adapting of U. S. Parts 
Opens New Bonanza 


ANTON, O.—Expansion of the 

imported-car market in the 
U. S. has opened new vistas in the 
parts business according to R. F. 
ZurLinden, of ZurLinden Sports 
Car Service here. 

“There are many American- 
made parts that fit foreign cars 
and are readily available,” he 
says. “The service man who is 
alert can cash in on this tremen- 
dous market. 

“Most foreign cars use electric 
fuel pumps and any American- 
made electric fuel pump can be in- 
stalled on them, especially on Eng- 
lish cars. The outside diameter of 
the copper tubing is the same as is 
used on American cars and stand- 

ard fittings can be used.” 
* * * 


CCORDING to ZurLinden, there 
are many American fan belts 
that fit imported cars. Among his 
examples: A Ford Six fits a Hill- 
man, a Pontiac fits a Jaguar, a 1936 





Chevrolet fits MG, He also noted 
that domestic fan belt manufac- 
turers turn out a full line of belts 
made specifically for imports, 
“Many American hoses will fit 
and all American hose clamps 
will fit all makes of foreign cars,” 
ZurLinden says. “Also, many 
American-made radiator pres- 
sure-type caps fit foreign cars.” 
He continued, “At least one of 
our American-made fuel filters will 
fit any make of foreign car, since 
it does not require metric or Whit- 
worth fittings. You just cut the gas 





Import Center Readied 


RICHMOND, Calif.—Construction 
of a foreign-car storage and proc- 
essing center has been started here 
by Kenosha Auto Transportation 
Co, Cars arriving by ship will be 
checked for paint or structural 
damage and will be repaired before 
further transportation. 





line and use the hose and clamps 
furnished. 

“Many of our domestic motor oils 
hold up as well or better than for- 
eign oil. They don’t cost as much 
and are available everywhere, Many 
foreign-car owners use a pet brand 
of foreign oil and have to carry 
extra oil with them when they 
travel.” 

+ * * 


| i! URGING repair shops to pro- 
mote service on imported cars, 
ZurLinden noted that many persons 
who drive an import also own an 
American car. Doing a satisfactory 
job on the import may also snare 
service business on the owner’s 
American car, he said. 

“I could go on and on,” Zur- 
Linden said. “The opportunities 
for service are there for the ask- 
ing, batteries, spot lights, 
fog lights, tailpipe extensions, 
mirrors and many other types of 
accessories can be sold to foreign 
car owners once they know you 
want their business.” 

Quipped ZurLinden: “I am asked 
many times, ‘Do you think the for- 
eign car has come to stay?’—to 
which I always reply, ‘It will if you 
keep up your payments.’” 








VW’s Electronics... 





How Top Depot Works 


(Continued from Page 33) 


of stock, and an incoming ship- 
ment far distant, special orders 
are placed with other VW dis- 
tributors or the factory for air 
express shipment. 

As- Competition is about three 
months from the factory in parts 
orders and receipts, some $400,000 
worth of spares are ordered month- 
ly. There have been several months 
in which warehouse stocking or- 
ders were placed with the factory 
in excess of $1 million worth of 
parts, 

The average VW dealer orders 
$3,500 to $4,000 worth of parts each 
month. 

Competition also carries what is 
said to be the largest stock of 
Porsche parts in the U. S, These 
are stocked in the same warehouse 
as VW parts and handled in the 
















"Go 


CITY ZONE 


MAN!..” 


with the OAKLAND TRIBUNE 
... the ONE newspaper that really 
covers Northern California’s 
BIGGEST market... 


METROPOLITAN 
OAKLAND 


(Alarheda and Contra Costa Counties) 


“FIRST 


IN FOREIGN CAR 
REGISTRATIONS! 


* SOURCE : Motor Registration News of California 


OAKLAND TRIBUNE 
HOUSEHOLD COVERAGE 


65.4%.... Daily 
70.0% .. . Sunday 


Suburban Zone: 45.7% Daily, 55.2% Sunday 


SOURCE: A.B.C. Publishers statement 


same manner, but considered a to- 
tally separate operation. 
a * * 


7 IBM equipment used by 
Competition is leased. One ma- 
chine alone is worth $250,000, with 
the complete installation valued at 
over a half-million dollars. 

Money saved through use of 
electronic data processing is 
equal to the annual rental, Weill 
says. Otherwise it would require 
a staff of 20 to provide the same 
services to Competition manage- 
ment. 

In addition to handling car allo- 
cations, controlling the parts inven- 
tory processing dealer orders, 
preparing invoices and double 
checking parts transactions, the 
IBM equipment provides all usual 
bookkeeping and comptroller serv- 
ices on a daily basis. 

Said office Manager Mann, 
“Through yesterday’s analysis by 
the data processing equipment we 
know our gross parts sales have 
increased 55 percent since the 
warehouse opening in October, 
1957.” 


—WILLIAM CARROLL 
a + 


A Quick Pick— 


The six parts ‘pickers’ at Competition 
Motors Distributors, Inc., Los Angeles, 
make their rounds in electric parts carts, 
working from electronically processed 
orders. The storage racks are made in 
Germany to Volkswagen specifications, 
filled with parts at the VW plant and 
shipped to the U. S. lightly crated. At 
Competition, they are merely uncrated 
and stacked up in the parts. warehouse, 
ready for the pickers to make their 
rounds. 





Compact Import 
Seen Zooming in 


U. S. Popularity 


NEW YORK.—“There’s no com- 
fort in a car when you need a can 
opener to get.in and out: of it,” says 
Robert Jolliet,. president of Ven- 
dome Motors Corp., importer of the 
French-built Panhard. 


That’s why, Jolliet says, the small 
imported car is “rapidly losing its 
appeal as compared to the imported 
compact car.” 

The compact import, he says, 
“has just scratched the surface” of 
the American market. 

“There’s no end in sight, by any 
means,” Jolliet says. “We are only 
now looking. at the beginning of the 
sales of the compact car which, in 
a few years, will be the dominant 
car in America.” 





Toyopet Drivers 
Get in No Lather 


LOS ANGELES.—The buyer of 
a Toyopet can always get a close 
shave. 

The car’s glove compartment 
contains a plug-in socket for an 
electric razor and Toyota Motor 
Co., maker of the Toyopet, also 
manufactures an electric razor 
especially for the car. 





NATIONAL REPRESENTATIVES, CRESMER & WOODWARD, INC. - SUNDAY COMICS: METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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FLASH! 
] REGISTRATIONS 
NOW 
SHOW... 








os TRIUMPH 
TR-3 
NO.1 SPORTS CAR 


7 IN 


AMERICA! 


Why the TRIUMPH TR:°3 is the biggest selling sports car—and the biggest sports car selling opportunity—in America today. 
The TR-3’s sales record starts with its performance record. And goes on with a price tag that reads $500 less than comparable 
sports cars! These facts have not been kept secret from the car-buying public. The TR-3 is backed by the most aggressive adver- 
tising program behind any sports car. Performance, price and promotion like this are standard equipment for STANDARD- 
TRIUMPH automobiles: for the Triumph Sedan “best engineered” economy car...and the Estate Wagon, roomiest in its 
class—as well as the TR-3. The future looks still brighter for TRIUMPH cars—and dealers. In the year ahead the TRIUMPH 
TR-3 will be even more heavily advertised in leading newspapers, magazines and automotive publications. And ‘TRIUMPH 
will soon introduce a whole new line of economy cars that European engineers—and buyers—are already calling No. | in its 


class. For further information, write: Mi \ TRIUMPH / 


STANDARD-TRIUMPH MOTOR COMPANY INC., 1745 Broadway, New York 19, N.Y. 











ee ee 


ea ee 


94 


AUTOMOTIVE NEWS, SEPTEMBER 





Pontiac Dealer Spins Away French Cars... 





Split Lines Helps Boost Volume 


By Ed Brown 
Staff Correspondent 

ONKERS, N. Y.—“We've han- 

died Renault and Peugeot here 
for about 18 months, 16 of them in 
the same facilities in which we sold 
and serviced our Pontiacs, but the 
last two months—since we obtained 
separate facilities for our Renault- 
Peugeot line—has made a big dif- 
ference in our sales, service sales 
and our potential,” according to 
Bob Dillon, president and general 
sales manager of Ruckle Pontiac 
here. 

Dillon carefully explained that 
Ruckle has done a fairly consist- 
ent job of selling the imports, 
with little variation in volume 
from one month to the next. 
Sales to date have averaged 15 
to 20 vehicles per month. Yet, 
since moving into the new facil- 
ities, record months have been 
chalked up. 

A number of facts are becoming 
clearer to Dillon, as his separate 
facilities for imports swing into ac- 


ping into the dealership more reg- 
ularly. 
+ * * 

_ FIND that our floor traffic 

hag increased considerably,” 
he said. “People are beginning to 
feel that we have an investment 
in their future driving pleasure 
now. They look at the investment 
we have made in an establishment 
and feel that we are really here to 
stay. 

“They feel that they will be 
able to get good service and, most 
important of all, parts. Nothing 
can sour a customer on any im- 
port, no matter how good, as fast 
as having his car laid up a couple 
of months because some small 
part is unavailable.” 

Service returnees are increasing 
every week, and Dillon proudly 
boosts that each of his three me- 
chanics are turning out an aver- 
age of $1,000 of customer labor per 
month. 

“When people step into our show 
room now, they see things buzzing 
all around,” Dillon said. “Three 








ment busy as beavers, and they 
leave with a new feeling of con- 
fidence in us and what they expect 
to own.” 

+ * + 

ILLON’S start with the Renault 

franchise was not slow. His 
first month showed satisfactory re- 
sults, and is attributed by him to 
a@ newspaper ad campaign he ran in 
conjunction with a fairly substan- 
tial amount of direct-mail advertis- 
ing. 

Once this initial phase of the 
introductory period had passed, 
it was found that customer refer- 
rals were doing the biggest job 
of bringing in prospects. 

“It has been our experience that 
import owners tend to form a clan, 
and they talk to their friends glow- 
ingly or otherwise, depending upon 
the treatment they have received,” 
he said. “From this conversation 
comes the next sale.” 

* * * 
A® MORE Renaults and Peugeots 
found their way into Yonkers 
homes, Dillon discovered a demand 


tion. First is that people are drop-| busy salesmen, the service depart-| being built up for good service. He 








The First in Use— 

Warren R. L. Cox, right, owner of Main 
Line Bus Co., Springfield, Mo., receives 
the keys to his new Mercedes-Benz Micro- 
Bus from Austin E. Grisham, president of 
Grisham Motor Co. (Studebaker-Mercedes- 
Benz), Springfield. The bus is said to be 
the first of its type to be placed in opera- 
tion in the U. S. on a regularly-scheduled 
public intercity bus route. 





was quick to recognize this factor 
and act upon it. 

“We discovered that our me- 
chanics, accustomed to working 
on American automobiles, had a 


noses at these smaller foreign 
cars,” Dillon said. 

“We noticed that they were 
thinking of the imports as a toy 
which didn’t require too much at- 
tention. In reality, they weren't 
taking the time to learn the little 
tricks about them which would 
make them operate at top effici- 
ency, 

“There is even a different way of 
lubricating these cars, you know, 
which can make all the difference 
in the world in their performance 
characteristics.” 

* . os 

ILLON hired a specialist in im- 

port mechanics. One of the for- 
tunate circumstances about his lo- 
cation, he explains, “is that there 
are no specialty foreign car serv- 
ice centers closer than downtown 
(midtown Manhattan).” This means 
he was in a position to make his 
own service market. 

“It’s odd,” he said, “but people 
don’t like to have their imported 
car serviced along with an Amer- 
ican car. They don’t like to see 
the same mechanics working on 
both cars, because they get the 
fevling that the little car gets the 
short end of the stick.” 

It wasn’t long after Dillon estab- 
lished his specialist in the shop be- 
fore the word went around in the 


tendency to look down their 











INTERFERENCE 
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ELIMINATED 


The annoying interference with 
radio receivers, created by auto- 
motive ignition systems, was a real 
problem. Old attempts to handle it 
included resistors at the distributor 
and spark plugs, but they were 
only a partial answer. Packard Elec- 
tric engineers developed a special 
non-metallic conductor designed to 
distribute suppression evenly 
throughout the cable. Same sturdy 
rubber-neoprene insulation, same 
long life as other Packard cable, but 
with better reception for car radios, 
nearby radio and television sets and 
2-way mobile communications sys- 


performance! 


ee @ GO 


with Packard T. 


Now, Packard’s exclusive T.V.R.S. 
(Television-Radio-Suppressor) cable 
is standard equipment on most new 
cars. The specialized knowledge of 
Packard engineers who solved that 
sore problem is at your service to 
help you design other cost-cutting 
or service-improving items. Packard 
Electric maintains offices in Detroit, 
Chicago, and Oakland, California 
for your convenience. 


caused by ordinary cable 


Mer gg 


V.R.S. cable! 


tems. In spite of the benefits enjoyed 
through the use of T.V.R.S. Ignition 
Cable, there is no sacrifice of engine 


Warren, Ohio 


sass Electric 


Ea 


“Live Wire’’ division of General Motors 


“clan” that Ruckle could do a serv- 
ice job on imported automobiles. 
Soon Dillon was forced to hire 
more men. 

“We found ourselves doing work 
on all kinds of imported cars,” he 
said, “Even today we have cus- 
tomers driving all kinds of im- 
ports up to our new service facil- 
ities to become regular customers, 
because they are happy to find 
someone who is able to understand 
their automobile and give it good 
service.” 

Dillon not only has special me- 
chanics for imports, he has three 
men who do nothing but sell Re- 
nault and Peugeot. He feels that 
this has contributed to the dealer- 
ship’s success. 

ok ok 

prayer ye are paid a percent- 

age of the gross, plus a salary, 
and do as well or better than the 
men who sell Pontiacs. But most 
important, Dillon feels, is that they 
enjoy selling the imports, which 
means they approach the job with 
enthusiasm. 

Because the finance balance on 

a time deal in the imports is 
usually lower than it is on a 
domestic auto the salesmen some- 
times find it difficult to equal 
their domestic cousins in this one 
area, but they can usually recoup 
on the total gross involved in the 
sale, Dillon said. 

One of the things most important 
to the sale of an import car, in Dil- 
lon’s view, is to get the customer to 
take a drive, 

“He’s usually never seen or been 
in anything like this before, and 
he’s certainly not going to buy 
something as radical to his way of 
thinking, without trying it out,” he 
said. 

On the other hand, there is al- 
most never any difficulty in getting 
a customer out on a test drive, be- 
cause his curiosity is so high. 

oe * *x 


Wy aanaven the dealership is 
lucky enough to get an import 
as a trade (the majority of trades 
are American cars, and many deals 
are clean), it is reconditioned and 
immediately placed on the used-car 
lot to be retailed. 

Appraisal is made on the basis 
of the dealership’s own judgment, 
combined with book value, There 
is no time limit in which the 
used unit must be sold, It has 
been found that it will eventually 
sell, and almost always at the 
price originally set. 

The usual gross on a used unit 
is $300, although the average can 
vary slightly, depending on condi- 
tion, make and model. 

Some ’57 and ’58 Renaults have 
been traded in for new Peugeots. 

“We find that as the family ex- 
pands, especially where the import 
is the only car in the family, the 
tendency is to trade up,” Dillon 
says. 

It appears that import buyers are 
susceptible to the same philosophy 
as the domestic buyer. 





Valas Takes on Austin 
DENVER.—Austin of Denver, 
475 8. Broadway, is the area’s 
newest import car dealership. 
Harry R. Valas, general manager, 





has named John Pankoff as sales 
manager. 
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One can of 


WYNNS RADIATOR ADDITIV 


does the 
L whole job! 



















VW SEALS LEAKS 

VY STOPS SQUEAKS 

Y STOPS RUST 
AND SCALE 


Y LUBRICATES 
WATER PUMP 


VY CLEANS ENTIRE 
COOLING SYSTEM 





Complete Radiator Protection in 30 seconds 


Think of all the time you can save-yours and your customers’- when you use Wynn’s Radiator Additive... 
for one can of Wynn’s Radiator Additive does the whole job. Stops trouble and prevents trouble. Think of 
the shelf space you’ll save too. No more need to have a shelf full of radiator products when a can of Wynn’s 
Radiator Additive does the whole job. You’ll build profits and customer satisfaction at the same time. 


AMAZING DEMONSTRATION: A two minute demonstration will show you why Wynn’s Radiator Additive 


is best-ask your Wynn’s salesman about it the next time he stops by. 
y y i im ps by / LI) 
FRICTION 
THE Liou, IS IN THE Firfomauce,/ 








® 


Also available in Canada . 1151 West Fifth Street e Azusa, California 
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“REPLACEMENT (=)NGINES 


a Prospects are 
PRE-SOLD on brilliant, 
new car PERFORMANCE 
Pioneer of a 
national trend in 
dependable, low-cost 
transportation. 
Winner of 
national awards 
for stimulating 
traffic for dealers 


a a Sterling 


Quality Control in materials 
and workmanship set entirely 
new standards of value. 


Seeeeeeseeaecees eeeeecssoece 


Pride Jn Workmanship ‘ 


a distinguishing virtue of Mustang Replace- 
ment Engines . . . is a quality with enormous 
appeal to your car and truck owner customers. 
Power-packed, precision-built MUSTANG is 
truly a dynamic, pace-setting engine assuring 
10% more power, longer life, lower operat- 
ing and maintenance costs and customer satis- 
faction beyond expectation. 


dealerships are richly reward- 
ing for every type of automotive service shop. 
Money-making advantages include complete 
lines, one day installations, $10.00 per shop 
hour profit, liberal trade-in allowances and 
extra profits selling related parts. 


POST advertising, service 
clinics and merchandising aids are skillfully 
coordinated to help your shop hit the jack-pot 
with MUSTANG. See your jobber for this 
fabulous profit story. 





BE eteccccoveseseveses 





The Saturday Evening 











as advertised in 


POST 


















Premium quality castings 
and parts are checked and 
double-checked with mag- | 
netic particle inspection | 
equipment that pinpoints 
invisible flaws. 





" 
"4 


Close tolerance and pre- 
cision fit in every opera- 
tion are verified by mi- 
crometer readings and 
thickness gauge check- 
outs. 





Seasoned engine blocks 
and castings are specified 
to guard against engine 
distortion and assure life- 
time alignments. 





MUSTANG ENGINES 
International Road, Garland, Texas 




















— 
INCORPOR 
117 NORTH EAST STREET 


INDIANAPOLIS, INDIANA 
PHONE MELROSE 9-3426 









“SALES DIRECTED STAMP PHOTO'S’ 


PRESENTED BY. 





MULTI-FOTO, Inc. 117 North East Street 










1000 . 9/6 x 3/4” . . . MULTI-FOTO’S ... 
1000 . 11/16 x 67/8" . . . MULTI-FOTO’S . . . 
500 . 15/16 x 13/8" . - MULTI-FOTO’S .. . 


LIK-N-STIK ON YOUR BUSINESS CARDS— SALES LETTERS— BROCHURES 
DIRECT MAIL and ADVERTISING LITERATURE 

ACTUAL MINIATURE PHOTOGRAPHS - EFFECTIVE BUT INEXPENSIVE 

SEND PHOTO OR CLEAR SNAPSHOT ANY SIZE and MONEY ORDER for 

50% DEPOSIT. BALANCE C.O.D. YOUR PHOTO RETURNED WITH ORDER 


Indianapolis, Indiana 





$16.40 
16.40 
15.40 














Plans for 1960 Reviewed .. . 





(Continued from Page 90) 


Turismo four-seater Priced 
Under $4,000!” Peerless advertis- 
ing features roominess, chassis 
and suspension design, proved 
mechanical reliability and price. 
The importer for the line east of 
the Mississippi is European Motors, 
Inc., Detroit, and advertising rep- 
resentative for the car is William 
Wells, Inc., also of Detroit. 

Peerless is another make that 
does not have a cooperative adver- 
tising program in effect, and does 
not plan one in the near future, 
officials said. 

ae * * 
PEUGEOT 

EUGEOT, INC., New York, is 

banking on growing public ac- 
ceptance of imported cars, the 
trend toward larger families and 
the improving economic status of 
the American people to provide it 
with an expanding market for its 
“403” sports sedan and station wag- 
on, according to Francois Daesch- 
ner, vice-president of the VU. S. 
subsidiary of the French auto 
maker. 

The firm is expanding its ad- 
vertising in line with market 
studies showing “our potential 
for further growth, and will in- 
crease our imports only in 
amount; required to meet the 
normal expansion of our mar- 
ket,” Daeschner said. 

Peugeot has been a strong user 
of magazines in the past and little 
change is anticipated for 1960. Pro- 
motions for the car are handled by 
Carl Byoir & Associates, Inc., New 
York. 

The car is sold through Renault 
dealers. 

+ * oe 
PORSCHE 
Aa still in somewhat of 

a state of flux due to the recent 
reorganization of its distribution 
setup in the U. S., Porsche adver- 
tising for 1960 will be centered 
around consumer magazines, espe- 
cially Sports Illustrated, The New 
Yorker, and various sports car pe- 
riodicals. 

Although its advertising budget 
has not been finalized, Porsche’s 
expenditures for next year, will 
be more than 50 percent higher 
than in 1959, an official of Mann- 
Ellis, Inc., the foreign-car mak- 
er’s advertising representative, 
said. 

Porsche of America Corp., New 
York, will handle service supervi- 
sion, sales promotion, public rela- 
tions and advertising for the car 
from the factory level. Curtis J. 
Hoxter, Inc., handles public rela- 
tions through P of A. 

* * * 


PRINCE SKYLINE 

OUND basic promotional adver- 

tising with the exclusion of 

all gimmicks and special deals is 
the foundation upon which Prince 
merchandising is based. 

Handled by Cameron Motor 
Corp., San Leandro, Calif., and 
promoted through Jack R. 
Holmes, San Mateo, Calif., the 
Prince line has an advertising 
appropriation of $50,000 annually. 
Working on a theme of “Quality 

Cars for the Discriminating,” 
Prince advertising features quality, 
roominess, roadability, economy 
and resale value. 

The advertising program for 1960, 
Cameron said, will carry a theme 
“conducive to sound, basic, funda- 
mentals of retail automotive mer- 
chandising for product longevity.” 

The company plans to use “sound 
merchandising practices with no 
objective toward setting records at 
either wholesale or retail levels, 
but with a sincere drive to sell a 
quality product at a profit,” an 
official said. 

* a * 
RENAULT 

Approximately $5 million will be 
spent for advertising by Renault 
this year. Network television will 
get 45 percent, general magazines 
35 percent, women’s and special 
magazines 15 percent and network 
radio 5 percent. 

“The 1960 advertising budget 
probably will continue at the 
accelerated pace established in 
1959,” agency officials said. 

No plans exist for a cooperative 
program, although co-ops exist be- 
tween some of Renault’s 18 distri- 
butors and 850 dealers. No special 





promotions are planned to combat 
the new U. S. compact cars, and 
Renault will continue to emphasize 
economy, its four-door sedan avail- 
ability and the dealer network, 

Renault print advertising is han- 
a at Needham, Louis & Brorby, 
and -radio by Kudner. 

* * * 
ROOTES MOTORS, INC. 
Ne will get the big- 
gest share of the 1960 advertis- 
ing budget for promotion of the 
Rootes line — Hillman, Humber, 
Sunbeam and Singer. 

With a 25 percent increase over 
the $1 million budget used to pro- 
mote the line in 1959, the cor- 
poration’s advertising agency, 
Erwin Wasey, Ruthrauff & Ryan, 
Inc., New York, will project a 
“Surprise of the Sixties” theme 
through newspapers, magazines, 
trade periodicals, radio and tele- 
Vision. 


Economy will get the big play 
in Hillman promotions; luxury is 
tied in with the Humber; fun with 
the Singer and Sunbeam as the 
sports car. Rootes carried on a 
cooperative ad program with its 
dealers in promoting the cars. 

Rootes Motors is located both in 
New York and Los Angeles. 


” * * 


SAAB 
i 1959 when newspapers 
received 60 percent of its ad- 
vertising expenditures, Saab will 
put the majority of its 1960 ad 
budget into magazines and periodi- 
cals. 

Distributed in the U. S. by 
Saab Motors, Inc., New York, the 
car is promoted through Gotham 
Advertising Co., also of New 
York. 


Its advertising budget for 1960 
will be approximately $225,000, 
compared with $150,000 in 1959. 

* * * 
SIMCA 
| pom 1959 when Chrysler 
Corp., importer of the Simca, 
had to use mass media to introduce 
this car to the American public, 
newspapers will get the big play 
in Simca’s 1960 promotions. 


In 1959, national magazines and 
spot radio were used as well as 
newspapers to promote Simca, In 
addition, comparison test drive 
promotions, product analysis 
forms, comprehensive sales train- 
ing and retail department store 
tieins all had a part in the mer- 
chandising of the Simca in 1959. 

With a larger advertising budget 
to work with in 1960, Richard N. 
Meltzer Advertising, Inc., will con- 
tinue to stress Simca styling, per- 
formance and economy in relation 
to competitive imports in the same 
price class, officials said. 

Simca is one of few imports that 
does not have a cooperative adver- 
tising program with its dealers. 

* * ok 


TRIUMPH 

wes a selling theme based on 

economy and engineering, 
Standard-Triumph Motor Co., Inc., 
manufacturer of Triumph sports 
cars, sedans and station wagons, 
has used nearly all media to pro- 
mote its cars. 

Doherty, Clifford, Steers & 
Shenfield, New York advertising 
agency, uses newspapers and 
magazines on a national basis, 
and radio, television and newspa- 
pers on a local basis. 


Although plans have not been 
completed for the 1960 campaign, 
officials of the company see little 
change from the 1959 promotions. 

eS * ES 
TAUNUS 
HIS line of cars imported by 
M-E-L division of Ford Motor 
Co. has been promoted exclusively 
through newspapers in 1959, 

Featured in 1959 promotions 
have been style and economy, 
with a slogan of “It’s German— 
It’s Ford.” 

Kenyon & Eckhardt handles the 
account, which formerly was han- 
dled by J. Walter Thompson. 

oe x on 


TEMPO 
HIS line, which is essentially 
commercial, is promoted chiefly 
through trade shows and direct 
mail. 
Handled by Henney Motor Co., 
U. S. importer of the Tempo Mat- 





Imports Like Co-Op Advertising ~ 


ador and Viking-Rapid, and pro- 

moted through Kam b-Meteyer 
advertising agency, Rochester, 

N. Y., the big play is put on econ- 

omy, roominess and front-wheel 
drive. 

Tempo is another line that does 
not have a cooperative advertising 
program with its dealers. 

cd . * 
VAUXHALL 
ITH magazines continuing to 
get the biggest share of Vaux- 
hall’s advertising budget, Pontiac 
plans to promote this car on the 
same basis as 1959. 

Magazines have received approx- 
imately 95 percent of the car’s 
budget for advertising in 1959, 
while the other 5 percent has gone 
to newspapers to promote auto 
show exhibits. 

Fashion promotions in women’s 
magazines and tieins with major 
department stores also have been 
a part of the car’s 1959 advertising 
campaign, handled by MacManus, 
John & Adams, Inc., Bloomfield 
Hills (Mich.) agency. 

+ * * 
VOLKSWAGEN 

OLKSWAGEN is strong for con- 

Sumer magazine promotions, 
with approximately $1,000,000 going 
into this medium in recent months. 
Chief recipients of the advertise- 
ments have been Life, Look, Holi- 
day, The New Yorker, Sunset and 
Sports Illustrated. 

Although its 1960 budget and 
advertising plans haye not been 
completed, it is likely ‘the billings 
will be larger and much the same 
type promotions will be used to 
merchandise the car, officials of 
Volkswagen of America, Inc., the 
U. S. subsidiary for the German 
firm said. 

Volkswagen does not have a co- 
operative advertising program as 
such, but does spend money to 
develop television commercials, 
newspaper ads, direct mail bro- 
chures, and radio commercials 
which are supplied free to dealers. 

With car advertising handled by 
Doyle Dane Bernbach and truck 
promotions handled by Fuller & 
Smith & Ross, both of New York, 
Volkswagen advertising in 1960 will 
again feature the German firm’s 
“policy of improvement rather than 
change for the sake of change;” 
high resale value, economy of op- 
eration, and its rear-mounted mag- 
nesium engine. 

on aa ok 
VOLVO 

OLVO IMPORT, INC., has ap- 

pointed Anderson & Cairns, Inc., 
New York advertising agency, and 
its public-relations and publicity 
subsidiary, Creative PR, Inc., to 

handle an expanded 1960 advertis- 
ing, public-relations, publicity and 
sales-promotion program in behalf 
of Volvo cars and trucks. 

The two-door PV 544 sedan and 
newly-introduced four-door 122 S 
sedan, according to Anderson & 
Cairns, will be advertised nationally 
both in class media and in auto- 
mobile-enthusiast media. 

In addition, Anderson & Cairns 
will prepare an extensive news- 
paper and radio advertising cam- 
Ppaign for Volvo distributors 
throughout the country and will 
personally supervise the placing 
of this material in eastern and 
midwestern states. 

The truck line will be offered in 
1960 solely in the states along the 
eastern seaboard. 

* * *” 


WARTBURG 
NOTHER firm that utilizes 
dealer-factory cooperative ad 

programs, Wartburg of America 
Co., Inc., New York, uses about 30 
percent of its advertising budget 
for local pinpoint advertising and 
dealer ads. The other 70 percent is 
used in national consumer maga- 
zines and trade publications, 

In 1960, national institutional 
magazines will get the biggest 
share of an advertising budget 
that will range between $175,000 
and $225,000. Its 1959 budget was 
between $150,000 and $175,000, 
Handled by Miller Advertising 

Agency, Inc., New York, 1960 ad- 
vertising for the car will feature: 
(a) never change oil; (b) never 
grind valves; (c) never grease it; 
(d) never so much for so little.” 
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TURNTABLES 










PORTABLE 


TURNTABLES 







PARAVANE for big cars 
PARAVANETSE for small 





o MIN. 
TO SET UP 





MACTON MACHINERY COMPANY, INC. 
STAMFORD 9% CONNECTICUT 

















STOP TRAFFIC 
with 
PENNANTS 


There is nothing else you can buy for 
any price that will attract as much atten- 
tion as beautiful, colorful, pennants and 
yet you can buy them for as little as 3c 
per foot. Write for our catalog. 


MYRLO CO. 


Dept. N, 1231 Main Ave. 
Cleveland 13, Ohio 











M. H. BURY's 
newspaper advertising column 


Rolling Wheels 


syndicated by 
A. M. Beitler + Advertising 
1912 Delancey Place, Phila. 3, Pa. 
PE 5-9729 


MOTOR | 
FF STER 


DEFIANCE: OHIO 


















HOW CAN 
SALES 

BE 
INCREASED | 


OFF-SEASON? § 


The answer to this and countless other 
questions is in ‘‘The Automobile Dealer” 
by Martin H. Bury. This valuable book 
has been acclaimed the ‘‘bible” of its 
field. If, after 10 days, you are not 
convinced that this book merits being 
@ worthwhile, permanent reference, re- 
turn it and your money will be re- 
funded. Send for your copy now. 


AUTOMOBILE 


DEALER 











1750 N, Broad St., Philadelphia 21, Pa. 


| Send_____copy (copies) of the new book, 
| "The Automobile Dealer’ 


| Cl Check enclosed for books at $5.20 ea. 
0 Send books C.O.D., 





Street 
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Auto Markets 








Columbus, O. 


New-car sales continued strong 
lin metropolitan Columbus during 
| the first half of August, Registra- 
tions totalled 1,084, compared with 
| 1,093 in the corresponding period 
|of July, and 854 in the first 15 days 
| of August last year. 

| The mid- August total was slight- 
lly better than in 1957 (1,065) and 
1956 (1,022). 

Ford continued in the lead with 
| 295 sales, but Chevrolet was close 
| behind with 292, Plymouth held 
|third place with 97, followed by 
| Pontiac, 62; Rambler, 49; Oldsmo- 
bile, 48; Dodge, 43; Buick, 34; Mer- 
cury, 16, and Cadillac, 15. 

Other registrations included Ren- 
ault, 13; Studebaker, 12; Simca, 11; 
DeSoto and Saab, 10 each; Volks- 
wagen, 9, and miscellaneous, 68. 

New-truck sales totalled 115. By 
makes they were: Chevrolet, 35; 
Ford, 34; International, 21; GMC, 
12; Volkswagen, 6; Dodge, 3; 
White, 2; Auto-Car, 1, and English 
Ford, 1.—(Ernest L. Arms.) 

* ok * 





Des Moines 


Increased sales of Ford cars ac- 

|count for the largest gain in new 

| eee sales in Polk County (Des 
during 1959, records of 

Vincent L. Browner, County treas- 
urer show. 

Total sales of all new vehicles 
|through July 31 were 7,675, com- 
|pared with 5,998 during the same 
| period a year ago, a gain of 1,677. 
|Ford sales were up 633 from last 
| year when 1,052 had been sold 
|through July 31. 

Chevrolet, however, continued 
to hold its lead with sales of 
1,987, a gain of 178 vehicles over 
the same period of 1958. 
Commercial-vehicle sales jumped 

342 to a total of 999 for the first 

eight months of 1959. 

Foreign-car sales almost doubled 
this year, 404 foreign makes being 
registered, compared with 216 in 
| 1958.—(Fred M. Lazell.) 


| * * * 


| Washington, D. C. 
New-car sales in the National 
|Capital area in July totalled 2,141, 
compared with 1,905 in June and 
1,601 in July a year ago. 

By makes, new-car registrations 
were: Chevrolet, 482; Ford, 440; 
Pontiac, 184; Rambler, 166; Plym- 
outh, 159; Oldsmobile, 139; Cadillac, 
55; Buick, 54; Dodge, 52; Stude- 
baker, 44; Mercury, 41; Volks- 
wagen, 36; Chrysler, 33; Renault, 
26; Austin, 18; Triumph, 18; De- 
Soto, 17, and Mercedes-Benz, 17. 

Fiat, 16; Hillman, 15; Opel, 14; 
Simca, 12; English Ford, 9; Lin- 
coln, 9; Peugeot, 9; Edsel, 7; 
Vauxhall, 7; Volvo, 6; Imperial, 
5; Morris, 5; Taunus, 5; Jaguar, 
4; Borgward, 3; MG, 3; Citroen, 
2; Goggomobil, 2; Goliath, 2; 
Saab, 2; Singer, 2, and miscellan- 
eous, 21, 

Used-car transactions numbered 
4,470 in July, compared with 4,148 
in June and 4,426 in July, 1958. 

New-truck sales totalled 213 in 
July, compared with 169 in June 
and 219 in July a year ago. 

By makes, they were: Chevrolet, 
71; Ford, 63; International, 28; 
GMC, 16; Dodge, 14; Divco, 2; 
Mack, 2; White, 2, and miscellane- 
ous, 15.—(William Ullman.) 

oo a * 


Detroit 

July sales of new cars in Wayne 
County (Detroit) totalled 14,132, 

compared with 15,722 in June. 

Used-car transactions numbered 
12,279, compared with 12,950 a 

month earlier. 

By makes, July new-car regis- 
trations were: Ford, 4,503; Chevro- 
let, 3,243; Plymouth, 988; Pontiac, 
966; Oldsmobile, 793; Mercury, 672; 
Rambler, 602; Buick, 406; Dodge, 
403; Cadillac, 300; DeSoto, 274; 
Edsel, 162;' Chrysler, 141; Stude- 
baker, 91; Renault, 88, and Volks- 
wagen, 83. 

Simca, 67; Imperial, 57; Lin- 
coln, 53; Fiat, 47; Metropolitan, 
38; English Ford, 34; Hillman, 
21; Opel, 20; Triumph, 19; Volvo, 
9; Mercedes-Benz, 7; Willys, 6; 
Austin-Healey, 5; MG, 5; Saab, 
5; Vauxhall, 5; Morris, 4; Taunus, 
4, and miscellaneous, 11. 

New-truck registrations totalled 
815 in July, compared with 889 in 
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June. Used-truck sales numbered 





488 in July, compared with 538 a 
month earlier. 

July new-truck registrations 
were: Ford, 300; Chevrolet, 265; 
Dodge, 89; GMC, 42; International, 
34; Diamond T, 15; Mack, 14; 
Willys, 8; Divco, 6; Autocar, 5; 
Studebaker, 2; White, 2, and mis- 


cellaneous, 33.—(Robert M. Lien- 
ert.) 
* * * 
Indianapolis 


July new-car sales in Indian- 
apolis ran nearly 100 percent ahead 
of the same month of 1958 and 
were up 15 percent over June. 

The July count was 3,796, com- 
pared with 1,899 a year ago and 
3,279 in June. 

By makes, 





July registrations 





One of the car lots in the photos 
above made money last winter. The 
other did not. Can you tell which was 
the profitable lot? 


Sure! It was the lot protected by 
Childers Carports. And Childers Car- 
ports may be the difference between 
your lot losing money or making a 
profit this winter. 


Open every day. You see, Childers 
Carports turn your lot into an attrac- 
tive, 365-day outdoor showroom. With 
Childers Carports protecting your 
stock, even the heaviest snow can’t 
cover your cars and put you out of 
business. 


Pay for themselves. And because 
Childers Carports cost only pennies per 
car per day, they quickly pay for 
themselves in savings on clean-up 
costs alone. In addition, Childers Car- 
ports cut your costly winter light bills 
50% and more because they concen- 
trate your lights directly onto your 
cars ... let you use fewer lights for 
a more attractive night display. 


Year-round protection. And best of 
all, Childers Carports increase your 
sales and cut your overhead all-year- 
round—not just in the winter! Dealers 
everywhere in the United States have 
erected Childers Carports and are en- 
thusiastic about them. Here are a few 
reasons why: 


were: Ford, 843; Chevrolet, 834;| 
Oldsmobile, 349; Pontiac, 277: | 
Plymouth, 260; Dodge, 183; Ram-| 
bler, 147; Buick, 128; Studebaker, | 
86; Mercury, 74; Volkswagen, 74: | 
Cadillac, 70; DeSoto, 43; Chrysler, | 
21; Simca, 18; English Ford, 14, and 
Fiat, 14, 


wagen, 14; Studebaker, 3; Mack, 2; 
Autocar, 1; Diamond T, 1, and mis- 
cellaneous, 14. 

The seven-month total this year 
was 2,084, compared with 1,409 in 
1958.—(C, L. Kern.) 





Marks Gets Promotion 


year, new-car registrations totalled 
19,959, compared with 14,266 in the 
year-ago period. 


numbered 392, compared with 417 
in June and 251 a year ago, By 
makes: 
GMC, 49; International, 42; Dodge,| as Detroit district manager since 
18; White, 17; Willys, 15; Volks-' 1955. 


Imperial, 13; Lincoln, 12; Opel, 
11; Renault, 11; Volvo, 10; Morris, 
9; Edsel, 8; Vauxhall, 7; Austin- 
Healey, 6; Metropolitan, 6; Hill- 
man, 5; MG, 5; Triumph, 5; | 
Isetta, 4; Jaguar, 4; Peugeot, 4; 
Taunus, 4; Mercedes-Benz, 3; | 
Alfa Romeo, 2; Lancia, 2; Willys, | 
2, and miscellaneous, 8. 


In the first seven months this 


July new-truck registrations | 


Ford, 114; Chevrolet, 102; | 





In Weatherhead Sales 
FORT WAYNE, Ind.—Robert C. 
Marks 


has been appointed auto- 
motive original- 
equipment sales 
manager of The 
Weatherhead 
Co.’s Fort Wayne 
division. 

Since joining 
Weatherhead 
in 1946, Marks 
has been associ- 
ated with the 
sales activities in 
the Detroit area, 


Robert C. Marks and ha s served 








Snow, sleet, rain or hail never touch these cars protected by Childers Carports. 
With Childers Carports on your lot you’re open for business 365 days a year! 


Now! CHILDERS Carports Keep Your Cars 
Springtime Clean On Winter’s Dirtiest Days 


...and make your lot a more inviting place to stop, look and deal! 





UP TO 36 MONTHS TO PAY 


Install Childers Carports now 
under low-cost Childers 36- 
Month Finance Plan. Let your 
carports pay for themselves in 
savings on clean-up and lighting 
costs plus extra profit through 
increased sales! 











1. More sales and faster turnover. 
Expert dealer accountants say it costs 
$3 a day to “board” a car—yet Child- 
ers Carports cost only a few cents per 
car per day. 


2. Higher prices for cars that are 
always clean and comfortable. 


3. Architect-designed to harmonize 
with existing buildings and displays. 


4. Easy to install. Your own men 
can do it with ordinary tools. 


5. Easy to move if you are on leased 
property ... or if you want to change 
the arrangement of your outdoor dis- 
play. 


Freight-free. Your carport is shipped 
direct from the factory, freight pre- 
paid and allowed to you. 


For complete details ‘on Childers 
Carports and pictures of actual installa- 
tions, just fill out and mail the coupon 


below. We'll include a list of 300 deal- 
ers in 32 states who have installed 
them (you can telephone any two deal- 
ers on this list at Childers’ expense). 
You still have time to protect your 
cars this winter with Childers Car- 
ports. 


_ WE PAY FREIGHT 
TO ANY DEALER IN JU. S. 


[~——-MAIL THIS COUPON TODAY’ 


Childers Manufacturing Co., Dept. AN-5 
3620 West IIth Street 
Houston 8, Texas 


Please rush me complete details on 
Childers Carports, along with a list of 
300 dealers in 32 states who have in- 
stalled them, and pictures of actual 
dealer installations. 

(] Check here for independent engi- 
neer’s report on 35-lbs. per sq. ft. 
snow load test of Childers Carports. 


Company 
Name 
Name & 
Title. 











Address 











City. eee 
() Check here if you would like to 
pay for your carports while they 
earn profits for you. We finance up 
to 36 months. 
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Average Price of Used Cars Sold at Auction 


(Compiled by Automotive News from Auction Reports.) 
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Prices of '58s added and ’50s dropped in December, 1957. Prices of '59s added and ’51s dropped in December, 1958. 


Figures alongside bars represent dollars. 


(Copyright, 1959, by Automotive News) 


4-dr., $235*. 

CHEVROLET—’59 Corvette (8) conv., $°,- 
900; Impala (8) conv., $2,405* (ps); 
Impala (6) sport sedan, $2,250* (p<); 
4-dr., $2,165*; Brookwood (6) 4-dr. 
$2,200*; Parkwood (8) 4-dr., $2,170". 

"58 Impala (8) conv., $1,875*, $1,850* 
(ps); Brookwood (8) 4-dr., $1,730*; 
Biscayne (8) 4-dr., $1,485*, $1,425*; 
Biscayne (6) 4-dr., $1,295*, $1,25:)*; 
Delray (6) 2-dr., $1,390*; 
2-dr., $1,250*, $1,100*; 4-dr., 

’57 Bel Air (6) 4-dr., $1,655* (ps), 
200fi $1,175*; Bel Air (8) sport sedan, 
$1,475* (ps), $1,365* (ps); 4-dr., $1,- 
250*; Two-ten (6) sport coupe, $1,190; 
2-dr., $1,145; station wagon, $1,075; 
Two-ten (8) 4-dr., $1,185*. 

’56 Bel Air (8) sport sedan, 
4-dr., $1,040*, $825*; conv., 
Two-ten (8) 2-dr., $870*; Two-ten (6) 
2-dr., $650. 

’55 Bel Air (8) sport coupe, $890*; 4- 
dr., $845* (ps), $700, $685; Bel Air 
(6) 2-dr., $730*; 4-dr., $640; sport 
coupe, $535; Two-ten (6) 4-dr., $700*; 
2-dr., $685; Two-ten (8) 4-dr., $695, 
$690; 2-dr., $545*. 

’54 Bel Air 4-dr., $445* (ps). 

*41 Deluxe 2-dr., $280. 

CHRYSLER—’57 Windsor Town & Coun- 
try, $1,705* (ps); Saratoga 4-dr. hard- 
top, $1,455* (ps); 4-dr., $975* (ps). 

’56 NY 2-dr. hardtop, $1,190* (ps). 

55 (300) 2-dr., $785* (ps); Windsor 2- 
dr. hardtop, $305* (ps). 

’54 NY 4-dr., $545* (ps). 
DeSOTO—’57 Fireflite 4-dr. hardtop, 
480* (ps); Firedome 2-dr. 
$1,285* (ps); Firesweep 4-dr., 


$1,- 
hardtop, 
$1,125* 


(ps). 
’55 Firedome 2-dr. hardtop, $730*; 4-dr., 








Prices marked with an asterisk 
indicate a unit equipped with an 
automatic transmission or over- 
drive, and (ps) indicates power 
steering. 


* * 


WAREHOUSE POINT, CONN. 


Southern Auto Sales Inc., Sale every 
Wednesday. Prices are for sale of Sept. 2. 
BUICK—’57 Century conv., $1,270* (ps); 

Special 2-dr., $1,035*; 2-dr, Riviera, 
$1,025". 

"56 Special 4-dr. Riviera, $975* 

RM 4-dr. Riviera, $725* (ps). 
’5S Special 4-dr. Riviera, $690*, $675*. 
‘54 Special 2-dr. Riviera, $560* (ps). 


(ps); 


"53 Special 2-dr., $390°; 4-dr., $105", 
$100; Super 2-dr. Riviera, $170*. 
CADILLAC—’58 (62) 2-dr. hardtop, $3,- 


210* (ps). 
"5ST (62) Sedan de Ville, $2,625* (ps). 
*54 (62) 4-dr., $1,075* (ps). 


"53 (62) 2-dr. hardtop, $1,000*; 4-dr., 
$460*; Coupe de Ville, $350*; conv., 
$280". 

CHEVROLET—’'58 Brookwood (6) 4-dr., 


$1,740*; Biscayne (6) 4-dr., $1,450*. 
‘57 Bel Air (8) 4-dr., $1,385*; Two-ten 
(8) 4-dr., $1,120*; Two-ten (6) 2-dr., 
$1,075. 
56 Bel Air (8) conv., $1,100*; Two-ten 
(8) 2-dr. hardtop, $975*; 4-dr., $775*; 
Two-ten (6) 4-dr., $780*, $700. 


"55 Nomad (8) 2-dr., $800*; Two-ten 
(8) 4-dr., $705*; Two-ten (6) 4-dr., 
$550, $530; Bel Air (6) 4-dr., $640*. 

*54 Two-ten 2-dr., $575, $470*. 

’53 Two-ten conv., $370, $285; 2-dr., 
$135; Bel Air conv., $265*. 

’52 Deluxe 4-dr., $115*. 

"51 Deluxe 2-dr., $105°. 

hardtop, 


CHRYSLER—’55 Windsor 2-dr. 
$735° 


"52 Saratoga 4-dr., $125*, 
DeSOTO—’56 Firesweep 4-dr. hardtop, 
$850*; Firedome 4-dr., $845* (ps). 
’54 Firedome 2-dr, hardtop, $295*. 
DODGE—’'56 Custom Royal (8) 4-dr., 
$410". 


"54 Coronet (8) 4-dr., $225*, $175*. 
"53 Coronet (8) 2-dr. hardtop, $105. 
FORD—’'58 Thunderbird (8) 2-dr. hardtop, 

$2,855* (ps); Country Sedan (8) 4-dr., 
$1,610*; Fairlane (8) 2-dr, (police), 
$800. 

"57 Fairlane 500 (8) 2-dr. Victoria, $1,- 
460* (ps); conv., $1,260* (ps); Fair- 
lane (8) conv., $1,340* (ps); Custom 
300 (8) 4-dr., $1,000*; Custom 300 (6) 
2-dr., $775; Custom (8) 2-dr., $650*. 

56 Custom (8) 4-dr., $735, $705. 

‘55 Fairlane (8) 2-dr, Victoria, 
$600*; Main (8) 4-dr., $400. 

"54 Custom (8) 2-dr., $525, $250*%; Main 
(8) 2-dr., $160. 

*53 Custom (8) 4-dr., $280, $250*; 2-dr., 
$190; Main (6) 2-dr., $165. 

52 Ranch Wagon (6) 2-dr., $195. 


$740°*, 





MERCURY—’'58 Monterey 4-dr., $1,490* 
(ps). 


‘56 Custom station wagon, $610. 

’55 Monterey 4-dr., $585*, $500*, $400°*. 
’54 Monterey 4-dr., $500. 

'52 Custom 4-dr., $130*. 

"51 Custom 2-dr., $130. 


NASH—'54 Ambassador 4-dr., $225°. 


OLDSMOBILE—'57 (88) conv., $1,525* 
(ps); 4-dr., $1,200*. 
‘55 (88) 2-dr. Holiday, $705*; 4-dr., 
$595°*. 
‘54 (88) 2-dr. Holiday, $450* (ps); (88) 
Super 4-dr., $360* (ps). 
"53 (88) Super 2-dr., $195*; (88) 4-dr., 
$135". 
PLYMOUTH—’57 Plaza (6) 4-dr., $935. 


'56 Savoy (8) 2-dr., $730*. 
"55 Savoy (8) 4-dr., $550*; Plaza (8) 
4-dr., $470. 
"54 Belvedere 4-dr., $505; Savoy 4-dr., 
$190. 
*51 Cranbrook 4-dr., $105. 
PONTIAC—'57 Star Chief conv., $1,485* 
(ps). 
"56 Star Chief 4-dr. Catalina, $1,025* 
(ps); conv., $960* (ps). 
"55 Star Chief 4-dr., $650* (ps); 
Holiday, $600* (ps). 
"54 Chieftain 4-dr., $305. 
'53 Chieftain 4-dr., $125, $105. 
RAMBLER—’54 Super 2-dr. hardtop, $375, 
Custom station wagon, $360. 


2-dr. 





STUDEBAKER—’'56 Champion (6) 2-dr., 


$570°. 
"53 Commander (8) 2-dr., $200. 


CHICAGO 


Greater Chicago Auto Auction. Sale every 
Thursday. Prices are for sale of Sept. 3. 
Sold 407 cars from 581 consignments, 
BUICK—’59 LeSabre 2-dr. hardtop, $2,- 


660* (ps); 4-dr., $2,380". 

’58 Special 2-dr. Riviera, $1,775*; conv., 
$1,700*. 

"57 RM 4-dr. Riviera, $1,550* (ps), $1,- 
350* (ps); Super 2-dr. Riviera, $1,- 
525* (ps), $1,350* (ps), $1,325* (ps); 


Special conv., $1,410* (ps); 4-dr. Rivi- 
era, $1,340* (ps), $1,285* (ps). 


'56 Century 4-dr. Riviera, $1,150* (ps); 
Special 2-dr. Riviera, $895* (ps); 2- 
dr., $595°. 


"55 Special conv., $650* (ps); Super 2-dr. 
Riviera, $500*; 4-dr., $400*. 

"54 Super 2-dr. Riviera, $485*, $290*. 

CADILLAC—’59 (62) Sedan de Ville, $4,- 

695* (ps); Coupe de Ville, $4,564* 
(ps); 2-dr., $4,245* (ps). 

"58 (62) 2-dr., $3,240* (ps); 4-dr., $3,- 
150° (ps). 

"57 (62) conv., $2,360* (ps). 
'56 (62) Coupe de Ville, 
Sedan de Ville, $1,625* 
"55 (62) 4-dr., $1,360* 
(ps), $1,175* (ps); 2-dr., $ 
"54 (62) 2-dr., $1,075* (ps); 

conv., $905* (ps). 
"53 (60) Special 4-dr., $375* (ps); 


$1,655* 
(ps). 
(ps), $1,350* 
1,200* (ps). 
Eldorado 


(ps); 





(62) 


$610*. 

DODGE—’57 Royal (8) 4-dr. hardtop, $1,- 
290* (ps); Coronet (8) 4-dr., $990*, 
$895*. 

’56 Coronet (8) 4-dr., 
4-dr., $685*. 

55 Royal (8) 4-dr. hardtop, $690*; 2-dr. 
hardtop, $625*, $550*. 

EDSEL—’59 Corsair 2-dr., $2,120* 
‘58 Ranger 4-dr., $1,225*; 

hardtop, $1,050*. 

FORD—’59 Thunderbird (8) conv., $3,600* 
(ps); Galaxie (8) 2-dr. Victoria, $2,- 
605* (ps), $2,485* (ps); Country Se- 
dan (8) 4-dr., $2,325* (ps); Custom 
300 (6) 4-dr., $1,690*; Custom 300 
(8) 2-dr., Fairlane 500 (8) 
4-dr., $1,655*. 

’58 Thunderbird (8), $3,000* (ps), §$2,- 
975* (ps), $2,970* (ps); Fairlane 500 
(8) skyliner, $2,045* (ps), $1,800* 
(ps); 4-dr., $1,690* (ps); 2-dr. Vic- 
toria, $1,510*; Country Sedan (8) §$1,- 
805*, $1,735* (ps), $1,585* (ps); Fair- 


$750*; Royal (8) 


(ps). 
Pacer 4-dr. 


lane (8) 2-dr., $1,300*; Custom 300 
(6) 2-dr., $1,025. 
’57 Fairlane 500 (8) skyliner, $1,685* 


(ps), $1,635*; conv., $1,410* (ps), $1, 
265* (ps); 2-dr. Victoria, $1,010* (ps); 
Country Sedan (8) 4-dr., $1,235 (ps); 
Custom 300 (8) 4-dr., $1,200* (ps), 
$925*; 2-dr., $960, $930*; Custom 300 
(6) 4-dr., $1,025*; Fairlane (8) 2-dr. 
Victoria, $1,195*, $1,000*; 2-dr., 
$975*; Fairlane (6) 4-dr. Victoria, 
$1,100*; Ranch Wagon (6) 2-dr., $910; 
| Custom (8) 4-dr., $880*; Custom (6) 
| (Continued on Page 99, Col. 1) 
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; Rates 


I-time; $4.00, 13-times; $3.50, 
contact Want Ad Dept., Automotive Ne 
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ALABAMA MARYLAND NEW JERSEY NEW YORK PENNSYLVANIA " 
BEL AIR—Bel Air Auto Auction. Ti- LAFAYETTE—Syracuse Auto Aucti PREFS < ‘ 
JOHNSON AUTO tles, checks guaranteed. Cars group- OVER 500 CARS EVERY WEEK Center of Empire State. Check and | {§ COME TO " 
ed. Thur., 12 noon. Established 1947. t tek ' Title Protection. (Wed.). P 
AUCTIONS MICHIGAN NO HOUSE CARS! Manheim Auto Auction’s 3 | “: 
’ NEW YORK STATE’S OLDEST " 
Lawrenceburg, Tenn.—Tuesday Natt aor ads of the East NATIONALLY KNOWN $1 5 000 " 
Huntsville, Ala.—Friday Aptco TIM ANSPACH INC. ’ ou 
teat oprcen 1 ye > npr ioe bee 14TH ANNIVERSARY 
pasted yy 5 NM CELEBRATION | ° 
' ’ oe: bn ones — Il O'CI 
Oldest, Largest and Very Best vu! Lalle odlt 7 wt 80 car ‘sole average - %*& Big CASH PRIZES "' 
Wednesday at Noon Every WEDNESDAY, 11 A.M. All Titles and Checks Guaranteed %& Free CHICKEN BARBEQUE DINNERS , 
COLORADO Ant sed J ta ee } PLUS 2 BIG SALES DAYS 
CO ; SEPTEMBER 17-18 
Denver Auto Auction NATIONAL AUTO OasATER NEW YORK ” 
19241 Dix—Toledo Highway—Route 1 DEALERS EXCHANGE AUTO AUCTION, INC, Manheim Auto Auction, Inc. 
4595 South Santa Fe Littleton, Colo.| Just Yq mile from. Detroit City Limits —_ es (Exit 31—Merrit Parkway) Telephone ‘MOhawk "'-2401 5 
oenaer "ae SENS, Gs. 'C, Sule MELVINDALE, MICHIGAN gos : Bedford-Banksville Road, Banksville, N.Y. | KAAAA aA ao ‘ 
aa a) kot Ata PHONE: DUnkirk 3-0150 7 ae a 
Auctioneers: Geo, Workman—Bill Hauschildt A t c re) Fronen sedtccs Villon’ aiee TEXAS Des 
mun anertnaen Sousstved p Minutes from New York City a 
Send for free copy of next NORTH CAROLINA AMARILLO AUTO - . 
week's Aptco Auction Report RALEIGH — Mann’s Auto Auction AUCTION, INC. . 
BL OS EEO IE : 
CONNECTICUT Sale, Rt. 5. Ph. 3-1564, Titles &| 3202 £. 10TH Phone: DR 2-9503 EDs 
MISSOURI checks guaranteed. Mon. 10 A. M. 
WE PICK UP AND SELL 
NEW ENGLAND'S OLDEST eeeee eee FOR LEASING COMPANIES ANYWHERE . 
AND BEST ST. LOUIS AUTO 12 Years Fair Dealin 
CORRY AUTO AUCTION 9 
Dealers oe ae 5 ond AUCTION BARN, INC. eveny prenatens Pa. Auction Checks Issued. "5 
—1:00 P.M 
Sale every Wednesday - 11:00 A.M. 3807 Easton Ave. 4 
SOUTHERN AUTO SALES, INC. S#. Louis, Mo EXCLUSIVELY FOR AUTO DEALERS a Checks— SALE EVERY FRIDAY 
Warehouse Point, Conn. - e . IN ND ate POM nace Titles Reference: American National Bank 
Phone Franklin 1-3845 SURED PICKUP A tion,” For reserved numbers’ sall Con, | Bobby Clark—OWNERS—Pat Patterson 
BIG SALE EACH FRIDAY DELIVERY SERVICE 36-391. Auctioneers: Ray Austin, Chuck 5 
Cummings, Odi Adcock. Owner: George 
amma 300 TO 400 CARS MINIMUM RATES Hartley. 15 
FLO We Issue Our Checks and Insure Titles We issue auction checks— 
DAYTONA BEACH — Florida Auto Owned and Operated by Guarantee titles. WASHINGTON = 
Auction. City Airport. Tues., 11 BILL McCRACKEN and Dual Lane Sale—4 Auctioneers North-East-South-West 
A.M. Dealer-owned. Dealers only, ROY McMANAMA aucnon Snows 4 euncy SOUTH SEATTLE AUTO AUCTION "5 
Twin Ring Selling Sauiane Mines ’ Automotive News' 10644 E. Marginal Way — Seattle 88, Wash. MFI 
EVERY THURSDAY AT NOONI ae ene ae 7 
INDIANA ON ROUTE 46 “Leading Used-Car Auction Direc- SALE EVERY WED. 11 A.M. 
“ ° For Fast, Accurate Directions to tory" gives directions to top U.S HIGH MARKET AREA J Bi 
INDIANAPOLIS—Indianapolis Auto CALDWELL TOWNSHIP, N. J. Aapies pe 
Auction, P.O. Box 24007. Wed. 11:00 | sosaees U.S. Auto Auctions, Declers} = iss) 8.0100 for Reservations Auto Auctions EVERY WEEK. Weite for free accurate market reports : 
A.M. Dual Ring. CHapel 4-9546. oon Bob McConkey was 
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| cial Estate Wagon, $1,085*. ’58 Thunderbird (8), $3,400* (ps), $3,- 











| CADILLAC—’58 (62) Sedan de Ville, $3,- 100* (ps); Fairlane 500 (8) 2-dr. Vic- 
760* (ps); Coupe de Ville, $3,685* Model Breakdown toria, $1,860* (ps), $1,830* (ps); 4- 
| is). dr., $1,690* (ps); Fairlane (8) 4-dr., 
| 


e = 
, (P e a 
Used-Car Auction Prices 57 (62), Sedan do vile, $2,125 pe),| OF Auction Averages ($1,120, is), s2ei* (pe): Fair 


(ps); 3 
(ps); 2-dr., $2,790* (ps); 4-dr., $2,-/ Sept., 1959 Aug., July, lane 500 (8) skyliner, $1,715* (ps); 
750* (ps), $2,540* (ps); (60) Special| Model To Date 1959 1959 conv., $1,435* (ps); 4-dr, Victoria, 








(Continued from Page 98) 


2-dr., $745*; 4-dr., $505. 

56 Fairlane (8) 2-dr, Victoria, $800*; 
2-dr., $685*; Custom (8) 4-dr., $755*, 
$685*. 

55 Fairlane (8) Crown Victoria, $750*; 
4-dr., $695, $640*; conv., $655*, $640*; 
2-dr., $525; Ranch Wagon (8) 2-dr., 
$585; Custom (8) 4-dr., $425* 


54 Ranch Wagon (8) 2-dr., $510, $450; | 


Custom (8) 2-dr., $320, $285. 


IMPERIAL — '57 Imperial 2-dr. hardtop, | 


$2,050* (ps). 


LINCOLN—’57 Capri 4-dr. hardtop, $1,-| RAMBLER—'59 Super (8) Cross Country, sport sedan, $1,540*, $1,365*; Two-ten | DeSOTO—’57 Firesweep 2-dr. hardtop, $1,- 
» $1, $3 


675* (ps); Premiere 2-dr., $1,530*. 

MERCURY—’58 Park Lane sport coupe, 
$1,900* (ps), $1,810* (ps). 

’57 Commuter 4-dr., $1,595*; Turnpike 
Cruiser 4-dr. hardtop, $1,395* (ps); 
Monterey 2-dr., $1,135; 4-dr., 2 at 
$1,135*. 

*56 Custom sport coupe, $690*. 

'55 Montclair 2-dr., $845*, $385*; Mon- 
terey 2-dr., $475*. 

’54 Monterey 4-dr., $390*. 

’53 Monterey 4-dr., $255*. 

OLDSMOBILE — ’'59 (88) 4-dr. Holiday, 
$2,950* (ps); 4-dr., $2,915* (ps); (88) 
Super 4-dr., $2,175* (ps). 

’58 (88) Super conv., $2,150* (ps); 2-dr, 


57 (98) 4-dr. Holiday, $1,650* (ps); 
2-dr. Holiday, $1,450* (ps); (88) Super 
conv., $1,625* (ps); Fiesta, $1,600*. 

56 (98) 2-dr. Holiday, $1,200* (ps); 
4-dr, Holiday, $1,195* (ps), $1,025*; 
conv., $1,000* (ps). 

’55 (98) 2-dr. Holiday, $955* (ps), $900* 
(ps); (88) 4-dr., $890*, $710* (ps); 
2-dr. Holiday, $845* (ps), $825* (ps), 
$800* (ps); 4-dr. Holiday, $750*. 

54 (88) 2-dr. Holiday, $695*, $215*; 4- 
dr., $500* (ps), $490*, $290° (ps); 
(88) Super 4-dr., $500*. 

PACKARD—’56 Clipper 4-dr., $275* (ps). 
PLYMOUTH—’59 Belvedere (8) 2-dr., $1,- 


‘ Holiday, $2,030* (ps). 


875. 

58 Belvedere (8) 2-dr. hardtop, $1,565* 
(ps), $1,505* (ps). 

'57 Fury (8) 2-dr. hardtop, $1,355*; 
Suburban (8) 4-dr., $1,150*; Belvedere 
(8) 4-dr. hardtop, $1,075*, $940*; Bel- 
vedere (6) 4-dr., $850*%; Savoy (8) 4- 
dr., $850*; Plaza (6) 2-dr., $695. 

56 Suburban (6) 4-dr., $895*; Suburb- 
an (8) 4-dr., $725*; Savoy (8) 4-dr., 
$485; Plaza (6) 2-dr., $460. 

PONTIAC — ’'59 Bonneville 4-dr, hardtop, 
$3,025* (ps). 

’58 Star Chief Safari, $2,175* (ps). 

’57 Star Chief conv., $1,660* (ps); 4-dr. 
Catalina, $1,525* (ps); 2-dr. Catalina, 
$1,495* (ps); Chieftain 4-dr, Catalina, 
$1,335°*. 

56 Star Chief conv., $1,030* (ps). 

’55 Star Chief conv., $685* (ps); Chief- 
tain 2-dr. Catalina, $540*. 

’54 Star Chief 2-dr, Catalina, $485*. 

RAMBLER—’59 American (6) 2-dr., $1,- 
395. 

58 Custom (6) station wagon, $1,700*; 
4-dr., $1,625*, $1,600*. 

"5S Super 4-dr., $590. 

8TU DEBAKER—'57 Silver Hawk (6) 2-dr., 
$1,005*; Champion (6) 4-dr., $990*; 
Commander (8) 4-dr., $905*. 

SCELLANEOUS—'59 Ford (8) %-ton 
pickup, $1,455. 

"56 Chevrolet (6) %-ton pickup, $655. 

"55 Chevrolet (6) panel, $425. 

54 Ford (8) %-ton pickup, $415. 


DETROIT 


Aptco Auto Auction. Sale every Wednes- 
day. Prices are for sale of Sept. 2. 
BUICK—'58 Limited 4-dr. Riviera, $2,390* 


(ps). 

‘57 Century 2-dr. Riviera, $1,525* (ps); 
Super conv., $1,375* (ps). 

56 Special 4-dr, Riviera, $885°, 

’55 Special 2-dr. Riviera, $590*, $565*; 
2-dr., $530*; Super 2-dr., $410*. 

CADILLAC—’'59 (62) 2-dr., $4,300* (ps). 

"58 (62) conv., $3,270* (ps). 

’57 (62) Sedan de Ville, $2,500*. 

’56 (62) 2-dr, hardtop, $1,665* (ps). 

CHEVROLET—’59 Nomad (8) 4-dr., §2,- 
415* (ps); Impala (8) sport sedan, 
$2,310*; Bel Air (8) 2-dr., $1,955*. 

’58 Bel Air (6) 4-dr., $1,575*; Biscayne 
(6) 4-dr., $1,350; Delray (6) 2-dr., 
$1,265, $1,240, $1,110. 

’57 Bel Air (8) 2-dr. hardtop, $1,460*; 
Bel Air (6) 2-dr., $1,100; Two-ten (8) 
station wagon 4-dr., $1,225, $1,175°*; 
Two-ten (6) 2-dr., $1,165*, $1,085*, 
$1,025, $715; 4-dr., $970*. 

"56 Bel Air (8) 2-dr., $1,150*%; 4-dr. 
hardtop, $830*%; Two-ten (6) 2-dr., 
$730; One-fifty (6) 2-dr., $725. 

"55 Bel Air (6) 2-dr. hardtop, $600*; 
2-dr., $660*%; 210 (6) 4-dr., $300. 

53 Bel Air 2-dr., $275*; 2-dr. hardtop, 
$250*. 

CHRYSLER—’57 Saratoga 2-dr. hardtop, 
$1,465* (ps). 

DeSOTO—’57 Firedome 2-dr. hardtop, $1,- 
160*. 

DODGE—’59 Custom Royal (8) 4-dr, hard- 
top, $2,675. 

’57 Coronet (8) 2-dr, hardtop, $1,050*. 

’56 Coronet (8) 2-dr, hardtop, $875*. 

‘55 Royal (8) 2-dr. hardtop, $600*. 

EDSEL—’58 Citation 4-dr. hardtop, $1,- 
685* (ps); Ranger 4-dr, hardtop, §1,- 





170°. 
FORD—’59 Fairlane 500 (8) 4-dr. Victoria, 
$2,100*; Custom (8) 2-dr., $1,700. 

’58 Custom 300 (8) 2-dr., $1,435*; 4-dr., 
$1,400*; Fairlane 500 (8) 4-dr., $1,- 
425°. 

’57 Fairlane 500 (8) 2-dr. Victoria, $1,- 
260*, $1,160*, $1,130* (ps); conv., 
$1,080* (ps); Ranch Wagon (8) 2-dr., 
$1,210*; Fairlane (8) 2-dr, Victoria, 
$1,150*; Custom 300 (8) 4-dr., §$1,- 
015*; 2-dr., $895; Custom 300 (6) 4- 
dr., $985*. 

’56 Ranch Wagon (8) 2-dr., $815*; Fair- 
lane (8) 2-dr., $780*%; 4-dr., $660*; 
conv., $635; Custom (6) 2-dr., $720*. 

’55 Country Sedan (8) 4-dr., $700; Cus- 
tom (8) 4-dr., $550, $400, $345; conv., 
$540; 2-dr., $480*. 

LINCOLN—’58 Premiere 4-dr., $1,250* 
(ps). 
’56 Premiere 4-dr., $1,050* (ps). 
pEROURT—'e0 Monterey conv., $2,500* 
ps). 

"57 Monterey 2-dr. hardtop, $1,320*; 4- 
dr., $1,285* (ps), $1,250*; 2-dr., $1,- 
235°. 

’56 Medalist 2-dr., $640. 

’55 Monterey 2-dr. hardtop, $605*; Cus- 
tom 2-dr., $600*; 4-dr., $505. 

NASH—'55 Super (6) 4-dr., $500. 
’54 Ambassador (8) 4-dr., $215*. 
OLDSMOBILE—’59 (88) Super 2-dr, Holi- 


| 


} 
| 
| 
} 


| 
| 





4-dr., $3,060* (ps), $3,020* (ps). 1,425*; 2-dr, Victoria, $1,330*; Coun- 
’56 (62) Coupe te Vike, $2 050° (ps); $2,574 $2,618 a Sedan (8) ern. $1 daée (ps), $1,- 
Eldorado conv., $1,800* (ps). s 1,796 1,839 575*; (9 pass.), $1,650* (ps); Del 
day, $2,880* (ps). CHEVROLET—’59 Impala (8) sport sedan 1,306 = 1,300 Rio (8) 2-dr., $1,450* (ps). 
"58 (88) 2-dr., $1,610*. $2,500* (ps), $2,250; Parkwood (8) 915 910 ’56 Country Sedan (8) 4-dr., $1,200 
"57 (98) 4-dr. Holiday, $1,605* (ps); | 4-dr., $2,140; Biscayne (8) 2-dr., $1,- . (ps); Ranch Wagon (8) 2-dr., $975*, 
(88), 4-ar., $1,350°; (88) Super 2-dr., 950°. . Kah ans pend 674 $900* (ps), $795; Fairlane (8) 2-dr. 
,335* (ps). Bs ‘ g 9 | 3 427 Victoria, $925*; ictori 925°; 
PACKARD—'56 (400) 2-dr. hardtop, $765*| "So. guoe (pes; pom Po iSeries) eal 297 286 | ae. 5 ae 
(ps). Air (8 H . $1.99 a ’55 Thunderbird (8), $1,700*; Countr 
PLYMOUTH—’59 Savoy (6) 2-dr., $1,700*. ae ee ee 215 192 ieee ee ys $1,050", 
“a (6) 4-dr, hardtop, $1,350*| +57 Corvette (8) conv., $2,450; Bel Air (6 pass.), $795*; Ranch Wagon (8) 2- 
'57 Plaza (8) 4-dr., $710°. | ipaet ood, FiGs0%y Twwsctees BS oes | an es es aes Lee SUAGL | Sd. “Victoria, 900; 4-dr., S000". (B8); 
PONTIAC—’55 Chieftain 4-dr., $475*. tion wagon 4-dr, (9 pass.), $1,640*; Custom (8) 2-dr., $680*; 4-dr., $665*. 
’54 Custom (8) 2-dr., $415*; 4-dr., $380, 


5° 


| 











, 21,950. (6) 4-dr., $1,550; One-fifty (6) 4-dr., 0* (ps); 4- 260* ae ig 
“a nee, Cross Country, $1,825*; | 533095: $1,085; 2-dr., $1,050, ub Piredice’ Sars kention, S00b* tas). HUDSON_—’54 Hornet 4-dr., $300* (ps). 
. AUR tli ss el Air (8) conv., $1,240* (ps); 4-| DODGE—’58 Sierra (8) 4-dr. (9 pass.),| DMPERIAL—’57 LeBaron 4-dr. hardtop, 
om meee 57 Commander (8) wi dr., $1,175* (ps), $970*; 2-dr., $1,- $2,425* (ps), $2,050* (ps). 4 ,$2,605°*. 
’ . } 040. ’57 Sierra (8) 4-dr, (9 pass.), $1,755*| LINCOLN—’58 Continental Mark III 4-dr. 
LOS ANGELES | 55 Bel Air (8) station wagon, $1,110* (ps); (6 pass.), $1,650*%; Royal (8) hardtop, $3,820* (ps). 
4 4 | (ps); 2-dr., $950*, $890; Nomad 2-dr., 4-dr, hardtop, $1,295*; Coronet (8) ’57 Premiere 2-dr., $2,275* (ps), $1,- 
Harold Henry’s Los Angeles Dealer Auto | $900 (ps); One-fifty (6) utility sedan, 4-dr., $1,225*, 990* (ps). 
Auction, Sale every Tuesday, Prices are| $675. FORD—’59 Thunderbird (8), $3,765* (ps), | MERCURY—’57 Monterey 2-dr., $1,540* 
for sale of Sept. 1. | CHRYSLER—’57 Saratoga 4-dr. hardtop, $3,225*; Ranch Wagon (8) 4-dr., $2,- (ps), $1,385* (ps); Commuter 4-dr., 
BUICK—’57 Super 2-dr. Riviera, $1,665* $1,840* (ps); Windsor 4-dr, hardtop, 355* (ps); Fairlane 500 (8) conv., §$2,- $1,465*; Montclair 4-dr, hardtop, $1,- 
(ps); Century 4-dr., $1,655* (ps). | $1,290* (ps). 275* (ps); Galaxie 4-dr., $2,185*; 440* (ps). 
’56 RM 2-dr, Riviera, $1,275* (ps); Spe-' °56 NY 4-dr., $1,155* (ps). Custom 300 (8) 2-dr., $1,735* (ps). (Continued on Page 100, Col. 1) 
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“We match foreign ear colore 
in 5 minutes” 


“Foreign cars and foreign colors present no problems to us 
because we’ve set ourselves up with an R-M Tintometer 
Color Matching System. We can match foreign colors with- 
out delay and give our customers the prompt service they 
expect. The R-M System includes thousands of car color “With a minimum investment we stock a limited number 
formulas (kept up-to-date with direct mailings to us) .. . of base and tinting colors in R-M Lacquer and Permax 
PLUS standard colors for foreign cars, sport cars, farm and one bas = ~~ or » which does not 

x gp : “ get out of hand. No obsolescence problem. We have 
road building equipment, outboard motors, appliances and eliminated the old-time confusion, clutter and waste of 
many other products... for added business, added volume!”’ half-filled, half-used paint cans!” 


(RM 


Ask your R-M Jobber, or write us 





RINSHED-MASON COMPANY 
DETROIT 10, MICHIGAN * ANAHEIM, CALIFORNIA + WINDSOR, ONTARIO, CANADA 


Manufacturers of automotive paints, lacquers, enamels, acrylics and other refinishing products 


Protection in paint... 


perfection in color 
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135* (ps); Special 4-dr. Riviera, $1,- (8) conv., $1,105* (ps), $1,050*; 4-dr., ’56 Parklane (8) 2-dr., $1,055* (ps 
725*; Estate Wagon, $1,650*. hardtop, $1, 010*; 4-dr., $975; 210 (8) Country Sedan (8) 4-dr., $935* (pr), 
e ° 57 RM 4-dr., $1,810* (ps), $1,685* (ps); 4-dr., $950, $850%, $835*, $815*; sta- $920*; Ranch Wagon (8) 2-dr., $895"; 
Super 4-dr., $1,590* (ps); conv., $1,- tion wagon, $885*; Delray, $825* (ps); Fairlane (8) 4-dr, Victoria, $880*; 4- 
se = or uC ion rices 560* (ps); Special 4-dr, Riviera, $1.- 2-dr., $745, $700; Two-ten (6) 4-dr.. dr., $785*; Fairlane (6) 2-dr. Victoria, Sige 
170*. $810, $750* (ps); 2-dr., $600; One- $700*; Custom (6) 2-dr., $600*. 
’56 Century Estate Wagon, $1,395* (ps); fifty (6) station wagon, $780. ’55 Fairlane (8) Crown Victoria, $78 *; 
RM 4-dr. Riviera, $1,215* (ps); Spe- ’55 Bel Air (8) 4-dr., $850*; 2-dr. hard- 2-dr, Victoria, $615*; Custom (8) 2- 
cial 4-dr. Riviera, $1,075*, $760*; Es- top, $795*; Bel Air (6) 4-dr., $720, dr., $600; 4-dr., $505. 
(Continued from Page 99) tate Wagon, $906*; Super 4-dr. Rivi- $705* (ps), $675*, $625*; 2-dr. hard-| °54 Crest (8) 4-dr., $505"; Crest 6) 
era, $1,025* (ps), $1,010* (ps), $1,005* top, $690; Two-ten (6) 2-dr, hardtop, > = Victoria, $425*: Custom (8) 4- 
’56 Monterey 2-dr., $885". (ps). (ps); 2-dr, Riviera, $900*; 4-dr., $865* $750; 4-dr., $600, $590. $375*. S 
55 Monterey station wagon, $940*; 4- "53 (88) 4-dr., $165. (ps). 54 Two-ten 2-dr., $485. IMPERIAL’ 59 LeBaron 4-dr., $3,7/0* 
dr., $740*; 2-dr., $740*%, $650* (ps). PLYMOUTH—’58 Suburban (8) 4-dr., $1,- ’55 Special Estate Wagon, $855* (ps); 2- ae — yr — tag NY 4-dr, hardtop, $2,- (ps). . 
*54 Monterey 2-dr., $575*; 4-dr., $450* 875* (ps); Belvedere (8) 4-dr., $1,- dr., $700*; Super 4-dr., $695* (ps). 135* (p - po a ‘Suen $1,925* (ps) 
’53 Monterey 2-dr., $560*, $530; 4-dr., 450*; Plaza (6) 2-dr., $1,000. JADILLAC—'59 (62) Coupe de Ville, $4,- DeSOTO——'58° Fireflite 4-dr. hardtop, $2,-|_— rown 4-dr., : 
$390*, $320*, $285*; Custom 2-dr., '57 Suburban (8) 2-dr., $1,360*; Bel- OA 950* (pa), 96.380" (o5), $4,340* esas: 000* (ps). P LINCOLN—’58 Capri 4-dr., $2,600° (ps). 
$195°. vedere (8) 2-dr., $1,055"; Savoy (8) conv., $4,625* (ps); 2-dr., $4,330*| ’57 Firedome 4-dr, hardtop, $1,245* (ps). 56 Premiere 2-dr. hardtop, $1,280* (ps). 
’52 Monterey 2-dr., $215*. 2-dr., $725. (ps). ’56 Firedome 2-dr, hardtop, $740* (ps). MERCURY—’58 Parklane 4-dr. hardtop, 
NASH—’54 Custom 2-dr. hardtop, $455*. "56 Plaza (6) 2-dr., $600; Belvedere (8) ’58 (62) conv., $3,425* (ps), $3,350* 55 Firedome 4-dr., $590*. $2,210* (ps); Montclair conv., $1,760" 
‘53 ae a mee. 2-dr., $500* (ps); 4-dr, hardtop, $3,030* (ps). DODGE—’57 Coronet (8) conv., $1,055* ped Monterey 4-dr. hardtop, $1,495 
: atesman 4-dr., , '55 Plaza (6) 2-dr., $395*. ’57 (62) Sedan de Ville, $2,605* (ps); (ps); 2-dr., $900. , . 
OLDSMOBILE—’58 (88) Super 4-dr., $2,- ’54 Belvedere (8) 4-dr., $325. sg $2,475* (ps). $ ps) an Bien (8) 4-dr. (9 pass.), $760*. 57 Turnpike Cruiser 4-dr, hardtop, $1,- 
050° (ps); (88) 4-dr., $1,540* (ps). | PONTIAC—’59 Catalina 2-dr. hardtop, $2,-| °56 Eldorado Seville, $2,315* (ps); (62) | FORD—’59 Thunderbird (8) conv., $3,650* pr) FT rg BP Mi el $1,355 
"57 (88) Super Fiesta, $2,300*; (88) 265* (ps). Sedan de Ville, $2,025* (ps); conv., (ps), $3,440* (ps), $3,295* (ps); Coun- (ps), $1,350° (ps); 4-dr, hardtop, $1,- 
Fiesta, $1.675° (ps); (98) 4-dr. Holl-| +58 Bonneville 2-dr. hardtop, $2,025° $1,805* (ps); 4-dr., $1,495* (ps). try Sedan (8) 4-dr., $2,350*; Galaxie| ,, 360° (ps), $1,360° (ps), 
day, $1,585* (ps). (ps); Super Chief 4-dr., $1,600*; Chief-| 55 (60) Special 4-dr., $1,675* (ps). (8) 4-dr., $2,350* (ps); Ranch Wagon| ‘55 Montclair conv., $720°, $660°%, $545° 
54 (88) Super 2-dr. Holiday, $700* (ps), tain 4-dr., $1,520*. ’54 (62) Coupe de Ville, $1,510* (ps), (8) 4-dr., $1,955; Fairlane 500 (8) 4- (ps); Custom 2-dr, hardtop, $600 
$685* (ps); (98) 2-dr, Holiday, $685*| ‘56 star Chief 4-dr., $765*; Chieftain $1,225* (ps), dr., $1,945* (ps); Custom 300 (8) 2-| |_ (PS). - 
(ps), $595* (ps); (88) > dr, Holiday, 4-dr., $765*; 2-dr., $670*. 53 (62) 2-dr, hardtop, $500* (ps). dr., $1,690, _’54 Monterey 2-dr. hardtop, $545*. . 
$590*, $585; 2-dr., $5 '55 Star Chief 4-dr., $630* (ps). CHEVROLET—'59 Impala (8) conv., $2,-| °58 Thunderbird (8), $2,910* (ps); Fair-| NASH—'56 Ambassador (8) 4-dr., $840*; 
53 (88) Super 2-dr., e306; (98) conv., 54 Chieftain 2-dr., "$360"; 4-dr., $340. 580* (ps), $2,515* (ps); 4-dr., $2,- lane 500 (8) skyliner, $1,865* (ps); Statesman (6) 4-dr., $525. nel 
$260* (ps). RAMBLER—’54 Custom (8) Cross Coun- 310* (ps); 4-dr, hardtop, $2,200*, $2,- conv., $1,860* (ps), $1,815* (ps); 4-| OLDSMOBILE—'59 = (88) 4-dr., $2,700 
PACKARD—’55 Clipper 4-dr., $475*. try, $300*, $250. 160* (ps), dr. Victoria, $1,695* (ps), $1,675* 2 (ps); 4-dr. Holiday, $2,645 (ps). 
'53 2-dr. hardtop, $290*. STUDEBAKER — '53 Commander 2-dr.,| ’58 Corvette (8) conv., $2,570* (ps); Im- (ps); Custom 300 (8) 2-dr., $1,180. 58 (98) 4-dr. Holiday,  §2,405° (ps), 
'52 4-dr., $140°. $175. pala (8) 2-dr. hardtop, $1,890* (ps),| °'57 Fairlane 500 (8) skyliner, $1,585* $2,230* (ps); conv., $2,395" (ps); (88) 
'51 2-dr. hardtop, $135°. MISCELLANEOUS—’55 Ford Panel %-ton, $1,805; Bel Air (8) 4-dr. hardtop, $1,- (ps); conv., $1,345*, $1,325, $1,230°; Super 4-dr., $2,225* (ps); 4-dr. Holi- 
——— 58 Belvedere (6) 4-dr., $1,- $370; 2-ton, $200, 680* (ps), $1,585*, $1,580*, $1,550°, 4-dr. Victoria, $1,310* (ps), $1,280* day, $2,200" (ps); (88) 4-dr., $1,950 
$1,545* (ps); 4-dr., $1,515*; Bel Air (ps), $1,250*, $1,160*; 2-dr, Victoria, ‘. . , 
*57 Fury (8) 2-dr, hardtop, $1,450; Sub- CHICAGO (6) 4-dr, Nastia, $1,500*; Brookwood $1,250*; 4-dr., $1,045* (ps); Country 57 (98) 4-dr, Holiday, $1,785* (ps), 
urban (8) 4-dr., $1,425°; Belvedere (8) (8) 4-dr., $1,540", $1,500; Biscayne Sedan (8) 4-dr., $1,475* (ps), $1,390* $1,700* (ps), $1,605* (ps); (88) Super 
4-dr, hardtop, $1,285*; 4-dr., $1,125*; Arena Auto Auction, Sale every Tuesday. (8) 4-dr., $1,505*; 2-dr., $1,400*, $1,- (ps), $1,250*, $1,225*; Fairlane (8) conv., $1,705* (ps); 4-dr, Holiday, $1,- 
Savoy (8) 2-dr., $985*; 4-dr., $965*. | Prices are for sale of Sept, 1. Sharp cars 345°. 4-dr, Victoria, $1,270*, $1,025*; Ranch 645° (ps), $1,555* (ps); Fiesta, $1,- 
"56 Suburban (8) 2-dr., $1,015*; Plaza/ bring top dollar. Sold 331 cars from 569| ’57 Bel Air (8) 4-dr. hardtop, $1,435°*, Wagon (8) 2-dr., $1,210, $1,185* (ps);| ,_ 585° (ps); (88) conv., $1,665° (ps). 
(6) 2-dr., $685. consignments. $1,400*, $1,310*; conv., $1,375*, $1,- Custom 300 (8) 2-dr., $925%, $910*, 56 (98) 4-dr, Holiday, $1,455* (ps); 4- 
'S4 Belvedere (8) 4-dr., $360*; Plaza| BUICK—'59 Electra conv., $3,125* (ps). 305* (ps); 4-dr., $1,025 $825; Custom (6) 2-dr., $765; 4-dr., dr., $1,000*; (88) 4-dr, Holiday, $1,- 
2-dr., $285. ’58 Super conv., $2,275* (ps); 4-dr., $2,-| '56 Nomad’ (6) 2-dr., $1,290*; Bel Air $745; Custom (8) 2-dr., $730. (Continued on Page 101, Col. 1) 
53 Cranbrook 4-dr., $275; 2-dr., $150. 


PONTIAC—’59 Catalina 2-dr. hardtop, $2,- 
550° (ps). 
56 Star Chief 2-dr, Catalina, $675* (ps). 
55 Chieftain Safari 4-dr., $895* (ps); 
4-dr., $645*. 
53 Chieftain conv., $305*; 4-dr., $225* 
(ps); 2-dr, Catalina, $190. 
50 Chieftain 2-dr., $130°*. 
STUDEBAKER—’57 Golden Hawk (8) 2- 
dr, hardtop, $1,485*. 
"55 Commander (8) station wagon, 
$625*; 2-dr., $465*, 
"53 Champion (6) 2-dr., $370*; 2-dr. 
hardtop, $315*, $300*, $295*. 
MISCELLANEOUS—’'59 Ford (8) Ranch- 


"5S Ford (8) Ranchero, $1,520; %-ton 
5 


35. 
’57 Ford (8) Ranchero, $1,350*; Chev- 
rolet (6) 1%-ton cab and trailer, 
$980; Studebaker (6) ‘4-ton pickup, 


$850. 
’55 Chevrolet (6) %-ton pickup, $600. 
*51 Studebaker %-ton pickup, $265. 
*39 Chevrolet pickup, $195. 


FLINT 


Flint Auto Auction. Sale every Wednes- 
day. Prices are for sale of Sept, 2. Sold 
146 cars from 137 consignments. 
BUICK—’59 LeSabre 4-dr., $2,630* (ps), 

$2,495* (ps). 

*5S Special 4-dr. Riviera, $1,705*. 

*57 Century 4-dr., $1,355*, $1,255*; Spe- 
cial conv., $1,325*; 4-dr., $1,290* (ps); 
2-dr, Riviera, $1, 210°; Super 2-dr. 
Riviera, $1,210*. 

"56 Super 2-dr. Riviera, $945*; Century 
2-dr. Riviera, $935*, $775* (ps); RM 
4-dr., $935". 

"55 Century 2-dr. Riviera, $770* (ps), 
$690*; RM 2-dr. Riviera, $675* (ps); 
Special 2-dr. Riviera, $660* (ps); 4- 
dr., $450; Super 4-dr., $615* (ps); 2- 
dr. Riviera, $570* (ps). 

°54 Super 2-dr. a an (ps), $380, 
$270*; RM 4-dr., 

"53 Skylark conv., 'g250 

CADILLAC—'59 (62) 2-dr., $4,100* (ps). 

CHEVROLET—'59 Impala (8) sport coupe, 
$2,310*; 4-dr., $2,260*; 2-dr., $2,170; 
Parkwood (6) 4- dr., $2, 230, 

’58 Bel Air (8) conv., ’s1, 775°; 4-dr., $1,- 
650*; Impala (8) conv., $1, 700°; 
Brookwood (8) 4-dr., $1,635: Biscayne 
(6) 4-dr., $1,500; Biscayne (8) 4-dr., 
$1,450*; DelRay (8) 2-dr., $1,430; 
DelRay (6) 2-dr., $1,300; 4-dr., $1,- 


175. 

"57 Bel Air (8) 4-dr., $1,465*, $1,300* 
(ps); 2-dr., $1,300; Two-ten (6) sta- 
tion wagon, $1,300. 

"56 Bel Air (8) 4-dr., $1,110*; Bel Air 
(6) 4-dr., $830*; Two-ten (6) station 
wagon, $985*; 4-dr., $825*; 2-dr., 
$650; Two-ten (8) station wagon, 
$855"; 2-dr., $675*, $650*; One-fifty 
(6) 2-dr., $475°*. 

"55 Bel Air (8) 2-dr., $850, $555*; 4-dr., 
$800*, $745*, $710*; Bel Air (6) 2-dr., 
$605; DelRay (6) 2-dr., $770; Two-ten 
(8) 2-dr., $455* 

’54 Two-ten station wagon, $505*; 4- 
r., $400*; Bel Air 2-dr., $375. 

"53 Two-ten 2-dr., $255, $210. 

"52 Bel Air 2-dr., $190 

CHRYSLER—’58 Windsor 2- dr., $1,670*. 
~~, Firesweep 4- dr., $1,165*° 
ps). 

55 35 "Firedome 2- -dr, hardtop, $485*. 

DODGE—'58 Custom Royal (8) 4-dr., $1,- 
700* (ps). 

"55 Royal (8) 4-dr., $515. 

FORD—’'59 Galaxie (8) skyliner, $2,510* 
(ps); 2-dr., $2,200; Custom 300 (6) 
2-dr., $1,800*; Custom (8) 4-dr., $1,- 


775. 

"57 Country Sedan (8) 4-dr., $1,375*; 
Fairlane 500 (8) 2-dr., $1,260* (ps), 
$1,060*; 4-dr., $1,220* (ps), $1,200*, 
$1,160*, $1,075*; Fairlane (8) 4-dr., 
$1,255*; Custom 300 (8) 2-dr., $1,- 
060, $980, $925; 4-dr., $865*; Custom 
(8) 2-dr., $995, $970*. 

"56 Fairlane (8) 2-dr, Victoria, $820", 
$715*; Custom (8) 4-dr., $730*; 2-dr., 


"55 Fairlane (8) 2-dr., $710*, $475*; 2- 
dr, Victoria, $380°, 

*52 Custom (8) 4-dr., $205*; Crest (8) 
conv., $155*. 

IMPERIAL—’'57 Imperial 2-dr. hardtop, 
$1,815* (ps); 4-dr., $1,715* (ps). 
LINCOLN—’58 Capri 2-dr., $2,500* (ps). 

"57 Premiere 2-dr., $1,690* (ps). 
MERCURY—’59 Monterey 4-dr., $2,210*, 
"57 Montclair 2-dr., $1,280*. 
‘56 Montclair 4-dr., $985* (ps). 
55 Monterey 4-dr., $590*. 
53 Monterey 4-dr., $210*. 
NASH—’'55 Statesman (8) 4-dr., $190. 
OLDSMOBILE—’'59 (88) Super 2-dr., $2,- 
690° (ps). 
’58 Fiesta 4-dr., $2,455* (ps); (98) 4-dr., 
$2,355* (ps). 
"57 (98) 2-dr. Holiday, $1,650* (ps); (98) 
2-dr., $1,505* (ps). 
"55 (88) 2-dr., $400°. 
"54 (88) 4-dr., $500*; 2-dr., $410*; (88) 
Super 2-dr., $225*; (98) 2-dr., $250* 

















Most of your customers can't 


The best prospect for a limited slip differential 
is anyone who absolutely cannot afford to get stuck. 


Police cars, fire department cars, service cars of 

all kinds, doctors, salesmen and rural letter carriers. 
Read this excerpt from a letter written to Dana 
Corporation by a Monroe, Michigan, rural letter carrier. 


". . . of five carriers out of this Post Office three of 

us have your limited slip differential on our cars and are 
very pleased with it. In the rough going last winter it has 
already paid for itself. It is just as important as a 
heater in the northern climate. And in the summer it's a 
blessing when stopping and starting in mud and loose gravel. 


"I drive 50 miles every day, six days a week. Believe me, 
I wouldn't buy a car without your differential. The other 
two carriers who don't have your differential now are 
ordering it in their next cars.' 


(Signed): James R. Cousino 
Route 4, Monroe, Michigan 


Make sure the cars and trucks you sell 
give top performance in all kinds of weather. 
Order them factory-equipped with limited slip differentials. 





CORPORATION 
Toledo 1, Ohio 


Serving Transportation — Transmissions e Auxiliaries e Universal Joints e Clutches e Propeller Shafts e Power Take-Offs 
Torque Converters @ Axles @ Powr-Lok Differentials e¢ Gear Boxes e Forgings e Stampings e Frames e Railway Drives 
Many of these products are manufactured in Canada by Hayes Steel Products Limited, Merritton, Canada 
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‘ps CHRYSLER—'55 Windsor 4-dr., $955 (ps). 
(pr), DeSOTO—’53 2-dr. hardtop, $410* (ps). 
DODGE—’'57 Custom Royal (8) Sierra 4- 


<1 Used-Car Auction Prices A 














8%; dr., $535, $495. 
a I 54 Royal (8) 4-dr., $375. 
» . , * 
a (Continued frems Pane 300) ou 58 Corsair 4-dr. hardtop, $1,550 
) 4 ; ci - . 
325* (ps); 4-dr., $1,035*; 2-dr., $695*; | BUICK—'57 Super 2-dr, Riviera, $1,800* “er corey “4 ‘Gece ae dae 
7208 (88) Super 4-dr. Holiday, $1,090* (ps). | (ps). $2,320*:; Ranch Wagon (6) 4-dr., $1,-| 
"5S (98) 4-dr, Holiday, $950* (ps). ’56 RM 2-dr. Riviera, $1,090* (ps). 690; Custom (6) 2-dr.. $1,570. 
) ’54 (98) ¢onv., $675* (ps). "55 Special 2-dr. Riviera, $885* (ps); 4- °58 Thunderbird (8), $3,100* (ps); Coun- | 
PLYMOUTH—’58 Belvedere (8) 4-dr. hara- | dr. Riviera, $750* (ps); 4-dr., $595; | try Squire (8) 4-dr., $2,160* (ps); $1,-| 
Ps). top, $1,660* (ps); Suburban (8) 4-dr., | Century 2-dr. Riviera, $815*. | 930* (ps); Country Squire (6) 4-dr., 
ps). $1,550*; Savoy (8) 4-dr., $1,265*; 2: | "54 Super 2-dr. Riviera, $610*. $1,710; Fairlane 500 (8) 4-dr. Victoria, 
top, dr., $1,200*. | CADILLAC—’57 (62) 4-dr., $2,825* (ps); $1,675* (ps), $1,650*; Fairlane (8) 2- 
760% ’57 Belvedere (8) 4-dr. hardtop, $1,265", 2-dr, hardtop, $2,680* (ps). dr., $1,440* 
495° $1,165*, $1,095*; Savoy (8) 4-dr, hard- ’55 (62) 2-dr. hardtop, $1,785* (ps). | °57 Thunderbird (8), $2,555* (ps); Fair- | 
top, $910*. CHEVROLET-—’59 Bel Air (6) 4-dr., $1,- lane 500 (8) Skyliner, $1,875*; conv., 
$1,- 56 Belvedere (8) 4-dr., $930". 700, $1,545*, $1,510*; 2-dr. Victoria, $1,- 
BS5* ‘55S Savoy (8) 4-dr., $675*; Belvedere "58 Impala (8) 2-dr. hardtop, $2,175* 350*; 4-dr., $1,295*; Country Squire 
$1,- (8) 2-dr., $640*; Plaza (8) Suburban, | (ps); Brookwood (8) 4-dr., $1,845*; (8) 4-dr., $1,645", "$1,625": Custom | 
~ $580". | Biscayne (8) 4-dr., $1,620*, $1,585", 300 (8) 4-dr., $1,150*, $1,130*. 
545° PONTIAC—’59 Catalina conv., $2,725* | $1,575*, $1,560*; $1,520. ’56 Fairlane (8) 2-dr. Victoria, $1,265* | 
500 (ps). | °57 Bel Air (8) 2-dr, hardtop, $1,755*; (ps); 4-dr., $1,115* (ps); 2-dr., $965, | 
’58 Super Chief 4-dr, Catalina, $2,000* | 4-dr., $1,235* (ps); Bel Air (6) 2-dr., $745*; Country Squire (8) 4-dr., $1,- 
) (ps), $1,875* (ps). hardtop, $1,580; Two-ten (8) station 240; Custom (8) 2-dr. $880*, 
40°; ’57 Star Chief 4-dr., $1,245*. wagon, $1,595*, $1,580*; 2-dr., $1,305*, 5S Fairlane (8) 2-dr. Victoria, $1,000*, 
hae ‘56 Star Chief 2-dr, Catalina, $905* (ps); $1,100*; 4-dr., $1,240*; Two-ten (6) $960*, $890*; conv., $945; Ranch Wag. | 
100 4-dr., $850*. | station wagon, $1,499. on (8) 2-dr., $705; Custom (8) 2-dr., 
‘55 Chieftain 2-dr, Catalina, $765*, ‘56 Bel Air (8) 2-dr. hardtop, $1,360*; $700. ' 
ps), $535*; Star Chief 4-dr., $655* Two-ten (8) Delray, $1,210*; 2-dr. ’54 Custom (8) 4-dr., $625°, $455; Crest 
(88) RAMBLER—’59 Custom (8) Cross Coun- | hardtop, $1,160*; 4-dr., $960*; Two- (8) 4-dr., $610*, $500 ‘ 
_ try, $2,260* (ps); Custom (6) 4-dr., ten (6) 4-dr., $950, 2 at $900, $895. '53 Ranch Wagon (6) 2-dr.., $585, $370*; 
1 } $1,540. | "55 Bel Air (8) 2-dr. hardtop, $1,180*, Custom (8) 4-dr., $445; ” Main (6) 4- 
™ 56 Custom 4-dr., $700*, $695. $1,075*, $930*; station wagon 4-dr., dr., $300. 
Ps), STUDEBAKER—’59 Lark (8) 4-dr., $1,- $$1,050; Two-ten (8) 4-dr., $815*; *52 Custom (6) 2-dr., $340; Crest (8) 
500*. One-fifty (6) 2-dr., $675. 2-dr. Victoria, $210*. 
'56 Power Hawk (8) 2-dr., $770. "54 Bel Air 4-dr., $750*; station wagon ’51 4-dr., $155. 
4-dr., $675*; One-fifty 4-dr., 2 at $405. | HUDSON—’56 Hornet 4-dr., $720*. 
PORTLAND. ORE. ’53 Two-ten 2-dr., $620*; Bel Air 4-dr.,| LINCOLN —’57 Premiere 4-dr. hardtop, 
? $485, $445. $2,195* (ps). 
Portland Auto Auction Inc. Sale i "50 4-dr., $145*. MERCURY—’57 Voyager 4-dr., $1,550 
Tuesday. Prices are for sale of Sept. '49 4-dr., $150. ’55 Monclair 2-dr, hardtop, $985, s715°; 





’54 Monterey 2-dr, hardtop, $725*; 


55 Coronet (8) 2-dr. hardtop, $760; 4-| 454 Monterey 2-dr., 


PACKARD—’55 (400) 2-dr. hardtop, $685* 


—'58 Savoy (8) 2-dr., 


"5S Super Chief 2-dr, Catalina, 


'57 Super Chief 2-dr. Lateline, 


53 Chieftain 4-dr., — 


RAMBLER—’55 Custom 4-dr., 
—’53 Commander (8) 4-dr., 


MISCELLANEOUS — '57 International 
%-ton pickup, $745. 


™%-ton pickup, $375. 
’53 Chevrolet %-ton pickup, $615. 
%-ton pickup, $475; 


6-ton pickup, $425; 





%-ton pickup, $255. 








tAFFORD to cet stuc 


ie ’ 














"49 Ford %-ton pickup, $325. 
’48 Ford %-ton pickup, $240. 


-| MASON CITY, IA. 


| Central States Auto Auction, Sale every 
| Wednesday. Prices are for sale of Sept. 2. 
| Cooler weather—hotter sale, Western buy- 
| ers in, buying at a good steady pace. Mar- 
| ket steady to strong. Sold 139 cars from 
| 183 consignments. 


Super | BUICK—’57 Special 4-dr. Riviera, $1,425*; 


4-dr., $1,140". 

56 Century 4-dr, Riviera, $1,125*; Super 

| 2-dr. Riviera, $1,045*; 4-dr., $690*. 

'55 Special 4-dr., $660. 

*54 Special 4-dr., $500*. 

CADILLAC—’59 (62) Sedan de Ville, $4,- 

370*. 

'57 (62) 2-dr., $2,415*. 

54 (60) Special 4-dr., $1,085*. 

53 (62) 4-dr., $750*. 

CHEVROLET—’59 Biscayne (6) 4-dr., $1,- 

870. 

’5S Corvette (8) conv., $2,835; Impala 
(8) conv., $1,790*%; Bel Air (8) 4-dr. 
hardtop, $1,675*; Biscayne (6) 2-dr., 
$1,475; Delray (6) 2-dr., $1,135*. 

’57 Two-ten (8) 4-dr, hardtop, $1,400; 
4-dr., $1,180". 

| °56 Bel Air (8) 4-dr, hardtop, $1,190*; 

| Bel Air (6) 2-dr., $910; Two-ten (6) 
4-dr., $885; Two-ten (8) 4-dr., $805*; 
One-fifty 2-dr., $780. 

55 Bel Air (8) 4-dr., $935*, $750*, 
$740; Two-ten (8) 2-dr., $735; Two- 
ten (6) 4-dr., $730; 2-dr., $615*. 

’53 Bel Air 4-dr., $465*; Two-ten 4-dr., 
$380, $350; One-fifty station wagon, 


CHRYSLER— ’53 Windsor 2-dr., $215*. 

49 station wagon, $300. 

DeSOTO—'57 Firedome 4-dr. hardtop, $1,- 
275*, $1,250. 

’53 Firedome 4-dr., $190*. 

DODGE —'55 Royal (8) 2-dr. hardtop,. 
$750*. 

’53 Coronet (8) 2-dr. hardtop, $300*. 
EDSEL—'58 Ranger 4-dr., $1,250*. 
FORD—'59 Thunderbird (8) 2-dr. hardtop, 

$3,265*. 

’58 Fairlane 500 (8) 4-dr., $1,570; Cus- 
tom 300 (8) 4-dr., $1,490*. 

"57 Country Sedan (8) 4-dr., $1,375*, 
$1,350*; Fairlane 500 (8) conv., $1,- 
300, $1,050*; 2-dr. Victoria, $1,130*; 
2-dr., $990*%; Ranch Wagon (8) 2-dr., 
$1,170*; Custom 300 (8) 4-dr., $1,070. 

56 Fairlane (8) conv., $1,000*%; 2-dr., 
$950*, $900; 4-dr., $795*. 

’55 Fairlane (8) 4-dr., $735*. 

53 Custom (8) 4-dr., $400*. 

LINCOLN—’58 Continental Mark III conv. ° 
$3.245*. 
MERCURY—’58 Monterey 4-dr., $1,440. 

’57 Monterey 4-dr. hardtop, $1,385*, $1,- 
200; Montclair 4-dr., $1,270*, $1,220*, 

56 Montclair 2-dr. hardtop, $1,145*, 
$970*; Monterey 4-dr., $950*, $895*. 

"54 Monterey 2-dr, hardtop, $430*. 

53 Custom 4-dr., $400*. 

NASH—’53 Ambassador 4-dr., $205*. 

OLDSMOBILE—’56 (88) Super 2-dr. Holi- 
day, $1,200*; (98) 4-dr. Holiday, $1,- 
200°. 

55 (88) Super 2-dr. Holiday, $810*, 
$720*; (88) 2-dr., $760*. 

’54 (88) 4-dr., $525*. 

*51 (88) Super 4-dr., $180". 

PLYMOUTH—’'59 Savoy (8) 4-dr., $1,585. 

’5S Fury (8) 4-dr. hardtop, $1,950*; 
Plaza (6) 4-dr. hardtop, $1,950*. 

’57 Savoy (8) 4-dr., $1,000*, $895. 

’'55 Savoy (6) 4-dr., $540* 

PONTIAC—’59 Catalina 4-dr., h oy 245*. 

’55 Chieftain 4-dr., $765*, $67 

’53 Chieftain 4-dr., $290*. 
STUDEBAKER—’59 Lark (8) 4-dr., $1,- 


755°. 
MISCELLANEOUS—’55 Dodge (8) 2-ton, 
$745; Ford (8) \%-ton pickup, $690 
’54 Chevrolet %-ton pickup, $570. 
’53 Chevrolet %-ton pickup, $555. 
*49 Chevrolet (6) %-ton pickup, $430. 


ALBANY 


Tim Anspach Dealer's Auto Auction, 
Sale every Monday. Prices are for sale of 
Aug. 31. Many good retail buyers took 
the slack out of last weeks low market 
at our auction here today as prices 
strengthened on all models except the old 
and worn. Sold 131 cars from 168 con- 
signments. 

BUICK—’57 Century Estate Wagon, $1,- 
500* (ps). 

’56 Special Estate Wagon, $1,040*; 2-dr. 
Riviera, $1,020*; 4-dr. Riviera, $930*; 
4-dr., $830*; 2-dr., $820*; Super 2-dr. 
Riviera, $960* (ps). 

’55 Special 2-dr. Riviera, $750*; Super 
4-dr., $575* (ps). 

’52 Special 2-dr. Riviera, $160. 

CADILLAC—'57 (62) 4-dr., $2,650* (ps). 

’55 (62) 2-dr., $1,350* (ps); 4-dr., $1,- 
200* (ps). 

’52 (62) 2-dr., $290* (ps). 

CHEVROLET—'59 Bel Air (8) 4-dr., $1,- 
950*. 

’58 Impala (8) conv., $1,885* (ps), $1,- 
810* (ps); Brookwood (6) 4-dr., $1,- 
640*; Biscayne (6) 4-dr., $1,375". 

’57 Bel Air (8) 4-dr., $1,510* (ps), $1,- 
450°, $1,250*; 2-dr., $1,450*; Bel Air 
(6) 4-dr., $1,175*; Two-ten (8) 4-dr., 
$1,240*; station wagon 2-dr., $1,225; 
2-dr., $1,170*. 

*56 Two-ten (6) station wagon, $1,170, 
$1,050, *$1,020; 2-dr., $930; Bel Air (8) 
4-dr., $1,120* (ps); Bel Air (6) 4-dr., 
$1,050; DelRio (6) 2-dr., $950*. 

’55 Two-ten (6) station wagon, $870; 
2-dr., $450; Two-ten (8) 4-dr., $650*, 
$530*; Bel Air (8) 2-dr., $700*. 

’54 Two-ten 4-dr., $545, $470°, $440, 
$400, $390, $350; 2-dr., $420; Bel Air 
2-dr., $490. 

"53 Two- ten 2-dr., $320; 4-dr., $175; Bel 
Air 4-dr., $250 

’52 Deluxe ‘4-dr., $210*. 

’51 Deluxe 4-dr., $170*. 

DeSOTO—’'58 Firesweep 2-dr., $1,575*. 

’54 Firedome 4-dr., $330*. 

53 Firedome 4-dr., $130*. 

DODGE—’55 Coronet (8) station wagon, 
$570°. 

’54 Royal (8) 2-dr., $280* (ps). 

FORD—’58 Thunderbird (8) 2-dr., $2,810* 
(ps); Fairlane 500 (8) skyliner, $1,- 
975* (ps). 

"57 Fairlane 500 (8) conv., $1,500* (ps), 
$1,110; Custom 300 (8) 2-dr., $1,150", 
$1,050*, $990°, $970*%; DelRio (8) 2- 
dr., $1,120; Custom (8) 2-dr., $835; 
Custom (6) 2-dr., $800. 

’56 Fairlane (8) 2-dr. Victoria, $875*; 2- 
r., $850*; 4-dr., $700*; Ranch Wagon 
(8) 2-dr., $800; Custom (8) 4-dr., 
$620*; 2-dr., $450; Custom (6) 2-dr., 


$510. 
"55 Custom (6) 2-dr., $490; Custom (8) 
4-dr., $480. 


’54 Custom (8) 2-dr., $425; station wag- 
on, $370; Crest (6) 2-dr. Victoria, 
$365. 

‘53 Crest (8) 2-dr. Victoria, $325*; 
Ranch Wagon (8) 2-dr., $290*; Coun- 





(Continued on Page 102, Col, 1) 
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Used-Car Auction Prices 








(Continued from Page 101) 


try Sedan (8) 4-dr., Main (8) 
2-dr., 2 at $250. 
DSON—’55 Hornet 4-dr., $415°. 
'37 Zephyr 4-dr., $110. 
MERCURY—’58 Monterey 2-dr. 
$1,650°; 4-dr., $1,375* (ps). 
"656 Montclair 2-dr. hardtop, 
Monterey 4-dr., $790*. 
53 Custom 2-dr., $190* 
OLDSMOBILE—’'58 (88) 
"ST (88) 4-dr., $1,215°. 
"56 (98) 4-dr., $960° (ps). 
‘55 (88) 2-dr. Holiday, $820°*. 
PACKARD—' 54 Clipper 2-dr. 


$270°. 
PLYMOUTH— 58 Suburban (6) 4-dr., $1,- 


‘ST , (8) 2-dr. hardtop, $1,500* (ps); 
Suburban (6) 2-dr., $850. 


$260°; 





hardtop, 
$1,050° ; 


4-dr., $1,600*. 


hardtop, 


’56 Plaza (8) 4-dr., $550. 

"55 Belvedere (8) 4-dr., $730*°; Savoy 
(8) 4-dr., $610, $550; Plaza (6) Sub- 
urban, $490; 4-dr., $335; Plaza (8) 
4-dr., $400 

"64 Savoy 4- dr., $290; Belvedere 4-dr., 
$250". 

PONTIAOC—’56 Chieftain Safari 4-dr., $1,- 
000*; 4-dr., 
"55 Chieftain 4-dr., , $800, $640* (ps); 2- 

















ADVERTISEMENT 





“WE ARE VERY HAPPY WITH OUR CHILDERS CARPORTS,” writes 
Paul Mahannah of Tigue Motors, Keokuk, lowa. 
purchased Childers Carports to cover six cars across the front of our used 
car lot. They added so much in appearance and comfort that we added 
two more spaces and now have the entire line covered.” Read on Page 97 
how Childers Carports can add appearance and comfort to your lot. 
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300° (ps). $795*, $650. 
’ST (62) 4-dr., $2,650* '55 Bel Air (8) 2-dr., $1,050%, $850*; 
"56 (62) At $1, 875°; Coupe de Ville 2-dr. hardtop, $850*, $775*; 4-dr., 
2-dr., $1,7 $860*; Two-ten (8) 4-dr., $460; One- Ky [11] 
54 (60) 4- a, ss0s°, fifty (6) 2-dr., $440. 
'53 (62) 4-dr., $450* (ps). 54 Bel Air 4-dr., 2 at $500; 2-dr. hard- 
CHEVROLET—’59 Impala (8) conv., $2,- : ee aot, inte, Oa a 
350°; 2-dr. hardtop, $2,305° (ps); Bel| 5% Bel Air conv., 9426; 2-0, oe: ors 
Air (8) 2-dr., $2,075*; Biscayne (6) 2- 3146. ardtop, $120; o-ten <-dF., 
pT ie te aller lines OCHRYSLER—'55 NY 2-dr. hardtop, $655* 
dr. Catalina, $690*; Star Chief conv.,| ,_ °#Y " d.dr., $1,815*; Ranch (p 
$750*, $725*; Safari 2-dr., $610°. 5 eee DT a ei” teem it) Loe Windsor 4-dr., $250°. ALBANY 
'S4 Chieftain ‘Safari 4-dr., | $400; Star Wagon (8) 2-dr., $1,615; Yeoman (6) | nesoro—’57 Firedome 4-dr. hardtop, $1,- ey nv., $375 
Chief 4-dr., $350° 2-dr., $1,600; Yeoman oa” $1,- 305*; 4-dr., $540* (ps). ec Mag py aa Boon Ces ae 
BS Cust 425; Bel Air (8) 4-dr., $1,525*. a? . " na ] -dr., met 
tana aa (8) Cross Coun- ‘57 Two-ten (8) 4-dr., $1,550, $1,400* a 288 Custom Royal (8) oo hard Volkswagen—’56 station wagon 2-dr., $380, 
‘ Bia ne. : (ps), $1,275; 2-dr., $1,080, $1,040;] , Bom —— - Ss 
STUDEBAKER" Champion (6) 2-dr.,|  Two-ten (6) ‘2-dr., $1,195; d-ar., $1.-| "PE, Gapenes ©) Conv, $,asOt; Zar. BANKSVILLE, N. Y. 
$260 P ) .» 150*; Bel Air (8) conv., $1,400* (P8),| +54 Coronet (6) 2-dr., $650. Simea—'56 Versailles 4-dr., $470. 
> *. » aa 
MISCELLANEOUS—'56 Chevrolet %-ton| 2133717") ,2-05, hardtop, ($1:200- 51,035°| ‘55 Royal (8) 2-dr. hardtop, $625*; Coro- | Volkswagen—'59 Karmann-Ghia 2-dr., $2, 
pickup, $675. (ps); 4-dr $1 040°; 4-dr "hardtop oo ee * be ree. see 
"53 Willys %-ton pickup, $490. .. ¥ "i me = . Coronet (8) conv. 595*; 4-dr 5 
‘60 Ford 2%-ton transporter, $750. $890* ; ar ot hag Brn ~— 3000, EDSEL—'58 Pacer 2-dr. hardtop, $1,400°. BORDENTOWN, N. J. 
waeee, , , ; ” | FORD—’59 Thunderbird (8) conv., $3,700* | Austin-Healey—’52 4-dr., $115. 
DETROIT - (ps); Fairlane 500 (8) 2-dr, Victoria, | Fiat—’58 — 
4 O ] C $2,350* ’57 4-dr., $710. 
Motor City Auction. Sale every Monday k homa uly "58 Fairlane 500 (8) conv., $1,675*; 2-| Hillman—’54 conv., $400. 
and Thursday. Prices are for sale of Aug. . as veh aoe? $1,360* (ps); 2-dr. Vic- on eth: Apter es. 
31. oria, ’ . ault— r 
BUICK—’57 Special 2-dr., $1,400*, $1,010; (| oO Get 1 ough with '57 Fairlane 500 (8) 2-dr. Victoria, $1,-| Triumph—’58 conv., $1,730 
conv., $1,250°. 650* (ps), $1,250* (ps), i seet conv., | Volkswagen—’59 2- ‘ar., 3 400. 
'56 Century 4-dr., $920*; Special 2-dr. e $1,450* (ps), $1,350*, $1,300* (ps); 
Riviera, $825°. License vadaers 4-dr, Victoria, $1,170* (Ps) Pawtane CHICAGO 
'55 Special 4-dr. Riviera, $915*, $750*; (8) 4-dr., $1,100* (ps); 2-dr., $900*; Healey—'55, $865. 
2-dr. Riviera, $730*, $550; Super| OKLAHOMA CITY.—Police have Country Sedan (8) 4-dr., $1,400*, $1,- eth 58 tation wagon, G000. 
conv., $800. - (ps); Rance agon -dr., = r. 5. 
'54 Century 4-dr., $365°. begun a crackdown on used-car $1,250*, $1,100 (ps); Ranch Wagon | Hillman — 97 t-a1.395; roadster, $1,250, 
'53 Special 4-dr., $275. dealers who buy out-of-state cars (6) 2-dr., $990; Main (6) 2-dr., $800. | Prumph—59 TR-3 roadster, $1,675. 
CADILLAC—'58 (62) Coupe de Ville, $3,.|}and sell them without obtaining] 56 Fairlane (8) 2-dr. Victoria, $880°; | Voiswagen—'59 Karmann-Ghia, $2,150; 
sam me Oklahoma registrations or licenses. a sees ee er conv., $1,700. 
Detective Vince E, Moncrief said| +55 Ranch Wagon (8) 4-dr., $760; 2-dr.,| '°8 COPY» $1,430, 
five such cases were reported to his $635*; a eee i Ms E, VA. 
8 ; i $655*; 2-dr., 25*, 05*, ile ; 
ic tcndice > eclien exes conv., $620*; Custom (6) 2d-r., $495, | Volkswagen—'57 2-dr., $1,030. 
° $490*, $400; Custom (8) 2-dr., $460, 
The first violation of State regis- $440°. DAYTONA BEACH, FLA. 
tration provisions is punishable by 54 rage conv., $450; Custom (8) | Hillman—’57 — we” $715. 
P P 2-dr., 75* MG—’59 2-dr. roadster, ’ . 
a fine, Moncrief said, Subsequent! +53 Custom (8) 2-dr., $525*, $280; Cus-| Renault—'57 4-dr., $755. 
violations could result in revoca- tom (6) 4-dr., $275; Ranch Wagon (8) | Simea—’58 station wagon 2-dr., $880, 
tion of the dealer’s license. 2-dr., $320; Crest (8) oan” Victoria, | Volkswagen—'57 2-dr., $855. 
3 : $300*; Main (8) 2-dr., $225 
Moncrief said the illegal sales HUDSON—’55 Hornet 4- dr., $400* (ps). DETROIT 
also cause “king-sized headaches ’54 Hornet 4-dr., $100 Ford (English)—'58 station wagon, $845, 
in stolcn-car investigations, He met =. ‘Bremiere 4-dr., $1,360*; | pioya—'59 conv., $775. 
, D , “ } iP , $1,850. 
mentioned a case in which detec-| wercuRy—'s8 Commuter 4-dr., $2,075*, = et ng =~ yl amg $1,190. 
tives found an abandoned and ap- $2,045* (ps); Parklane 2-dr., $2,025*| "s5@ 9-ar.. $715. 
parently stolen auto which carried sya): Monterey 2-dr. hardtop, $1,655* ‘ 
. ps). 
Wisconsin plates. ’57 Montclair conv., $1,325*; 4-dr. hard- oz, Sa 
Officers learned that the car had top, $1,285*; Monterey 4-dr, hardtop, | Ja#suar—’57 conv., $1,900. 
i ° Liloyd—’58 station wagon 2-dr., $400. 
“As you know, we first || been sold by a Wisconsin dealer to| ,_ $1,300°. Volvo—’58 2-dr., $1,210 
’ a Mississippi dealer and then re- 56 Monterey 2-dr. hardtop, $900* (ps); : ” , : 
PP Montclair 2-dr, hardtop, $815*, $550* 
sold to an Oklahoma City retailer. (ps). FARGO, N. D. 
The latter had sold it here without pao ee ,  g-—ae —. a aap Renault—’'58 Dauphine, $755. 
Swi Py LE—’ -dr., ‘ 
—— a State registration or (ps); (88) 2-dr., $1,250*, $1,405*. 
. 56 (88) 2-dr., $1,200* (ps); conv., $1,-| wetropolitan—’59 2-dr., $1,275. 
~~ eelee — Holiday, $1,100*; 4-| Voikswagen—’57 sunroof 2-dr., $985. 
55 (98) 2-dr. Holiday, $900*; 4-ar., 
mag (ps); 2-dr. Holiday, $745*; 2- ‘ LOS ANGELES 
$745* (ps). Hillman—’ 56 roe 7 a0 
5h "(98) 2-dr. Holiday, $595*; (88) 2-dr. Jaguar—’'55 XL140 conv., $1,130. 
Holiday, $595"; (88) 2-dr. Holiday, | MG—'58 MGA roadster, $1,760. 
$425* (ps). 52 roadster, $500 
53 (88) 2-dr. Holiday, $425°. eT cee. ‘4-dr., $2,750. 
* ‘eer! 3 «| °54 4-dr 
@ Since 1948 R. L. Polk & Co. has com- PUY (pe); Bavoy (6) 4-06) $1.67, ©” | Metropolitan—'54 2-dr., $455. 
. on ‘ 57 Suburban (8) 4-dr., $1, iss°: eve. | eee 
piled statistics on foreign car sales and dere (8) 2-dr. hardtop, $1,100*; $1,075, | _'55 4-dr., $265. es 
$1,000*; Savoy (8) 4-dr., $925*; 2-ar., ———— dy roannes’ $1,045. 
ip i i $850, $825*; Plaza (8) 2-dr., $575*. swagen— Pe spas: . 
ownership in the United States. "56 Belvedere. (8) conv., $640*; Plaza| "97 Karmann-Ghia ‘2-dr., $1,085; 2-dr. 
(8) 2-dr., $625*. et 260. ; 
F i ‘SS Belvedere (8) 2-dr. hardtop, $690*;| ‘56 re Pee $1,510; Kombi, 
e With this market expanded more than 4-dr., $530°; Plaza (8) 4-dr., $450;/ 3°00;  soa0, $40; sunroof 2-dr, 
° , v ; ° $890. 
23-fold in 11 years, Polk analyzes, month ‘83 Suburban 2-dr., $260. Volvo—'58 station wagon, $1,000, 
‘4 - PONTIAC—’58 Chieftain 2-dr. Catalina, 
by month, new car transactions involv- $1,980* (ps); 4-dr., $1,675*. MANHEIM, PA. 
’56 Chieftain 4-dr, Catalina, $820*; 2-/| Austin ee = $425. aut $1 
i i dr., $730* (ps), Borgward—’58 station wagon 2-dr., _ 
ing the trade or purchase of foreign cars. '55 Chieftain 4-dr., $650° (ps), $600°. 050. 
’54 Chieftain 2-dr., $225; 4-dr., $205. DKW—’57 2-dr. hardtop, $1,960. 
53 Chieftain 2-dr., $185*; conv., $115*. | Fiat—’58 4-dr., $890. sa ~ on 
? " RAMBLER—’58 Super (8) 4-dr., $1,650;| Ford (English)—’59 station wagon 2-dr., 
e@ Polk’s Research Department has pro Custom (8) Cross Country, $1,600, $1,- $940. 
. : 600*, $1,495*, Hillman—’58 conv., $1,2 
filed the foreign car owner in terms of +5Y Custer (8) Cross Country, $1,400, | Sugwar’ 260 4-dr., $3,100, $3,010. 
h th h ho h h h be ht "56 Custom (6) Cross Country, $830*, oe re oar *8is885- 
$790". Lloyd—’59 2-dr 
Wwaat he nas ug: t...W y ne ug ’55 Super (8) 2-dr. hardtop, $525. MG—’52 2dr. my ae TT 
cf MISCELLANEOUS—’59 Chevrolet (6) El| Mercedes-Benz— Pi.» 
. - - what he intends to buy. Camino %-ton, $1,600. "52 4-dr., $285. 
’56 Chevrolet (6) %-ton pickup, $590. Porsche—’55 conv., $1,000. 
’54 Chevrolet %-ton Truck, $450. Renault—’59 Dauphine, $1,150, $900. 
e r * * ca ’58, $725. 
e@ Polk now works with foreign car mar- : : : 'S7, $850: 2-dr., $670, 
er nei ‘ — Auctions in Brief — Simea—'58'2-dr., $800. 
keters in identifying their best prospects DYER, IND "ST Vedette 4-dr., $670; 2dr, hardtop, 
. } 
. ° ° Len Pollak’s Dyer Auto Auction, Sale| 7 t—’59 4-dr., $1,210. 
and reaching these prospects with direct, every Friday (Sept, 4), Market steady. | vermin 96 $1,210, 4.ar., $1,1 
Sold 207 cars from 319 consignments, Volkswagen—’59 conv., $1,750; 2- = 4 6 Sia 


person-to-person advertising. 
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Pant POLE. &'CO. 


publish 
431 Howard Street 


e HONOLULU ¢ QUEBEC CITY 


We welcome the opportunity to 
discuss our findings with foreign 
car manufacturers, distributors 
and their advertising agencies. In 
New York call TEmpleton 8-3900. 
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Wednesday (Aug. 26). 
apparently busting retail 
drop in prices noticeable. Clean 53-56 mod- 
els short in supply. 

* 


* * 


etail. 


onsignments, 


* 


Sept. 1). 


ments. 


h 


every Wednesday 


” * 


National 


eld down registrations, 


* 


EBENSBURG, PA. 
Ebensburg Auto Auction. 
Thursday (Sept. 3). 


percent of 683 consignments, 
* * * 


MASON CITY, IA. 
Central States Auto Auction, Sale every 
Sustained heat wave 


acti 


DAYTONA BEACH, FLA. 
Florida Auto Auction. Sale every Tuesday 
Sold 78 cars from 200 consign- 


a 


BORDENTOWN, N. J. 
Auto —— Exchange, 
(Sept. 


2). 


but percentage of 


Sale every 
Clean models bringing 
Today’s sale had choice selections 
at the right price. Sold 65 cars from 87 


725, $1,650, $1,530. 


MASON CITY, IA. 
Morris—’58 Minor, $785. 
Simea—’58 Elesee 4-dr., $950. 


* + * Ford 
MANHEIM $800. 
Manheim Auto pron : _ Sale every Trtemph—'S0 rondater, $2,130. 
n, . e ever: Jolksw: -—' 57 2-dr., $1,060. 
Friday (Sept. 4). Weather: clear, Sold 73 y —— . 


Renault—’58 4-dr., $975. 
SYRACUSE 
Renault—’58 4-dr., $900. 


vity, Slight 


Simea—’58 Aronde 4-dr., $730. 


PORTLAND, ORE. 
(English)—’57 station wagon 2-dr., 


SALT LAKE CITY 


WAREHOUSE POINT, CONN. 








Used Trucks 








Sale 
Heavy rain 


NASHVILLE + CHICAGO « 
VANCOUVER 


ers 


Detroit 31, Michigan 


ST. PAUL « ST. LOUIS 


sales increased. Cars sold well across the 
board, and prices were firmer. Renewed in- 
terest and activity in the market was very 
evident. 

* * + 


CALDWELL, N., J. 

Skyline Auto Auction, Sale every Thurs- 
day (Sept. 3). Used-car market was firm 
on clean late models. Rough and off cars 
are finding few buyers. Sold 119 cars from 
149 consignments. 

~ : 


FARGO, N. D. 


DODGE—’ 54 


carryall, $285. 

’54 panel, $370, $325. 

*50 1%-ton, $175. 

"40 11%-ton wrecker, $270. 

dump, $550; %-ton, 
’52 %-ton pickup, $255. 

"48 %-ton, $185. 


FORD—’59 %-ton, $2,085. 


'58 %-ton, $1,150. 


’55 wrecker, $580 
’54 panel, $225. 
"53 %-ton, $405, $225. 








AND OTHER PRINCIPAL CITIES 


Tri-State Auction Co., Inc, Sale every ’51 %-ton, $160. 
Thursday (Sept. 3). Sold 72 cars from 103 '49 \)-ton, $175. 
consignments. STUDEBAKER—’ 50, $140. 


’57 1%-ton stake, $1,120; %-ton, $760. 


DYER TRUCK AUCTION 
CHEVROLET—’55 i-ton panel, 


$485; 


$330. 
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under the 
sion of 
Porsche... 


. six distributors serving over 
150 dealers from coast to coast 
who'll enjoy the good sales for- 
tune that’s come to everyone 
who’s ever handled this uniquely 
magnificent car! 

Located in those areas where 
Porsche has proven to have its 
greatest appeal, these dealers 
were carefully selected for their 
experience in handling fine Euro- 
pean imports. All are fully 
equipped-with parts and factory 
trained mechanics to service the 
Porsches they sell...or the ones 
already in the area. 

To all of them, welcome to the 
Porsche team...and welcome to 
their new customers across the 
nation who'll find out for the first 
time what real driving is! 


PORSCHE 


OF AMERICA CORP. 


527 Madison Ave., N. Y. 
DISTRIBL TED IN THE U.S. RY 
Hot'man Porsche Car Corporation 

* Park trenue, Neu York ae ee 
Brumos Porsche Car ¢ or} 
sy West Fifth Street, Jacksonville 6, Fla 


Porac he | Car Imports, Ine 
1850 F Frontage Road, North brook, lilinois 
Porsche Cars Southwest, 1 


20 Broadu au, San An tonio, Teras 





Vorsche Car Distriby utora, Ine 

iJiv Vine Street, Hollywood, Cal 

Porsche Car Pac ine, Ini 

! + Van Ness Avenue, San Francisco, Calif 
IN CANADA RB) 

lulkswager Canada Ltd 

(rolden Mile Toronto: Je, Ontarco 
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Veteran Dealer 
Sees Comeback 
For Electric Auto 


CLEVELAND. —The battery- 
driven electric auto will return to 
the U. S. market within the next 
10 years, according to Arthur L. 
Englander, who last week observed 
his 52nd anniversary as a Cleveland 
new-car dealer, 

He believes that the electric car 
of the future will be able to travel 
100 miles on one battery charge, 
and that it will be recharged by 
plugging it into an ordinary home 
light socket. It will be a “second 
car” for driving around the city. 

A Rambler dealer, Englander is 
convinced that the compact car is 
here to stay. “It has a definite use 
in our present society and offers) 
many attractive features,” he said. 








Englander recalls that when he! Volkswagen Makes a Change— 


entered the auto business, cars) 
were warm-weather items—no tops | 
or windshields—and that the selling 
season was from Apr. 1 to the first 
frost in the fall. 

Englander is first vice-president 
of the Cleveland Automobile Deal- 


Achievement Award in 1957. 


Volkswagen is adding a stabilizer bar in the front of its cars for 1960. This under- 
side picture of the VW shows the new bar mounted near the very front of the car. 





Importers Prime Goal . . 





(Continued fr 


.| coasts and plans to establish an- | 


other this fall in the Midwest. } 

“We already have the largest} 
dollar volume of parts per car of | 
any import,” Johnson says, “We in- | 
tend to provide Toyopet owners 
immediate expert service plus over- | 
night parts delivery to any city in 
the U, S.” _ 

Parts distribution and service 
training programs for English| 
Ford, Taunus, Opel and Vauxhall | 
are carried out in tandem with 
programs for their U. S. cousins— 
M-E-L division, Buick and Pontiac, 


respectively. 
* ” * 


Wartburg’s Way 
ARTBURG OF AMERICA CO., 








EATON, O.—Muff Pontiac Co. 
here has been sold to Harris Auto 
ers Assn. and received its Civic| Sales Co. (Dodge-Ptymouth), 
Harris will drop its Dodge- | 


Muff Sells to Harris 


and Eaton, O. 


Plymouth franchise to take over 
Pontiac and Oldsmobile. Muff is |and at Willy Witkin, Inc., Los 
opening used-car lots in Hamilton | Angeles. 


Inc., maintains schools for 
| dealership service personnel, hold- 
|ing class studies six times a year 
at its headquarters in Brooklyn 


| Lee R. Barnes, vice-president, 








“AN ENGINEERING TRIBUTE TO THE AUTOMOTIVE WORLD” 


TOYOPRPET 


The sensational imported FULL 6-passenger, 4-door luxury 
sedan designed to make more MONEY for YOU! You don’t 
sell a “deal”... you sell an automobile. Recognized as the 
“best nationwide parts service of any import”, TOYOPET can 
be your most important new source of income volume. The 
mass-produced car with 100% factory inspection, TOYOPET 
means Customer Satisfaction. It’s an economy car with 
FAMILY CAR comfort, roominess and dependability — a solid 
demonstrator with big car handling characteristics, standard 
shift pattern and finger-tip maneuverability. And we’re telling 
the world about TOYOPET with a new powerful national 
promotion and advertising program building showroom traffic 
on the fast-moving dealer level. Open the door with a confi- 
dential inquiry. 


EASY TO SEE-EASY TO SELL 


TOYOPET is easy to sell because it is obviously more car than 
any U.S. or imported vehicle in its price class. Easy to see: 
quality construction, luxurious styling—over 100 remarkable 
custom features. 


TOYOPET COMPLETE LINE 
The TOYOPET STATION WAGON, 2-door or 4-door, is the 
roomiest of all imported station wagons—a perfect sales mate 
for the Crown Custom sedan. And our line’s bonus, the unique 
four-wheel drive super utility LAND CRUISER, features a 
6-cylinder 120 HP engine. This versatile and rugged vehicle is 
made with both a canvas top and a metal top. 


TOYOTA MOTOR DISTRIBUTORS, INC. 
is a factory-owned sales and distributing organization which 
maintains parts stocks in excess of one-half million dollars at 
dealer net. Parts warehouses are now located in los Angeles and 
Newark, N.J. Our parent company has a net worth approach- 
ing one-quarter billion dollars and has the manufacturing capa- 
city and the know-how to produce the finest motor cars in a 
price range for everyone. For confidential “prospective dealer 
presentation,” write the office nearest you. 

North American Headquarters: » TOYOTA MOTOR DISTRIBUTORS, INC. 
8701 Beverly Boulevard, Los Angeles 
Regional Offices: + Suite D, 2906 W. Peterson Ave., Chicago 45 

* 231 Johnson Avenue, Newark, New Jerse 

¢ Suite 205 Ferry Building, San Francisco 1 








Striving for Service 





om Page 86) 


said Wartburg is in the process 
of inaugurating travelling service 
schools, outfitted in trucks, to 
begin a systematic tour of U, S. 
dealerships. 

In addition, the firm sends regu- 
lar service bulletins to its distribu- 
tors, who pass the word along to 
dealers. 

Major parts depots are maintain- 
ed in Los Angeles and Brooklyn, 
each with a “minimum perpetual 
inventory” of $50,000. Each distri- 
butor is required to maintain a 
parts inventory of $15,000 to $20,000 
and each dealer’s stock ranges 
from $1,000 to $1,500. 

* 7 * 
Saab’s Setup 

AAB trains dealership service 

personnel at a special school 
run at the Swedish make’s depot 
in Hingham, Mass. Every dealer is 
required by the Saab franchise to 
send at least one mechanic to the 
four-day course. 

A force of Saab service repre- 
sentatives assists the 135 Saab 
dealers with special problems and 
new repair techniques. Parts are 
shipped to dealers directly from 
Hingham, with any order re- 
ceived up to 3 p.m, processed 
that day, Other depots will be 
established in the U. S. as Saab’s 
sales area expands. 

Every Saab dealer must stock 
$600 in parts and purchase a $180 
tool kit designed to speed repairs 
and hold down costs. Among the 
tools included are wheel pullers 
and spring compressors. 


08 Survey Finds 
38% Profit Decline 
In Parts Industry 


NEW YORK.—Profits in the au- 
tomotive parts industry in 1958 
were 38.7 percent below the 1957 
level, and sales declined 14.3 per-™ 
cent, according to a survey by Ben- 
jamin F. Moats jr., of McKinsey & 
Co., Inc., management consultants. 

Moats’ survey covered 791 com- 
panies in 23 industries, He found 
that the parts firms suffered the 
greatest dip in profits and the sec- 
ond greatest decline in sales during 
the year. 

For the 23 industries, he said, the 
profit decline averaged 11.7 percent 
and the sales dip averaged 3.1 per- 
cent. 

The study included 43 parts firms 
and found that 86 percent had low- 
er profits in 1958 than in 1957, and 
81 percent suffered a drop in sales, 

For the 791 companies in all in- 
dustries, 56 percent had a drop in 
profits and 55 percent had a drop 
in sales. 

Moats said compensation of ex- 
ecutives in the parts industry de- 
creased 5.3 percent during the year, 
compared with a decline of 1.8 per- 
cent for the entire 791 companies. 

In this study, executive compen- 
sation included salaries, bonuses 
and deferred accruals, but did not 
include company contributions to 
pension plans, stock-option grants 
or other fringe benefits. 


Auto Sales Tax 
Goes Up in Texas 


AUSTIN, Tex.—The sales tax on 
motor vehicles in Texas has been 
boosted from 1.1 percent to 1.5. 

The higher levy went into effect 
Sept. 1 and with sales at a low 
point now as buyers await 1960 
models, the public hasn’t been hurt 
too much as yet. 

The increase was one of many 
new levies enacted to produce $93 
million more a year in revenue to 
meet a current deficit and a higher 
budget for the next two years, 











Capital Motors Opens 
JEFFERSON CITY, Mo.—Cap- 
ital Motors, Inc., is a new retail 
auto firm here with DeSoto and 
Renault. 
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Market Penetration Goal Is 3 Percent... 





(Continued from Page 2) 


American car buyers for sensible 
automobiles.” 

The S-P dealer body now num- 
bers 2,600, Churchill said, compared 
with less than 2,000 when the Lark 
took wing a year ago. 

“They increased their net worth 
75 percent during the last year,” 
Churchill said, “and they experi- 
enced a net profit of 2.4 percent 
on sales during the first half of 
1959. This is well ahead of the in- 
dustry average of 2 percent.” 

In addition to the Lark, S-P 
again will offer a sport coupe 
which will be known simply as the 
Hawk. It was the Silver Hawk in 
1959. 

The new truck line also was 
shown, and Churchill said first-half 
truck sales were 57.4 percent ahead 
of the corresponding 1958 period. 

Lon A. Fleener, president of 
Mercedes-Benz Sales, Inc., an S-P 
subsidiary, presented the new, 
three-model Mercedes-Benz 220 
series. 

All are six-cylinder, four-door 








Rambler Holds 


Economy-Run 
Contest in Mich. 


DETROIT. — An economy run 
from Michigan State Fairgrounds 
here to the Mackinac Bridge and 
back—with a ’59 Rambler American 
and 500 gallons of Speedway 79 
gasoline as the top prize for who- 
ever guesses closest to the actual 
mileage—was held last week. 

The Rambler American with 
overdrive, driven by Les Viland, 
who is an engineer at American 
Motors, completed the 652-mile run 
Thursday. 

Results will not be announced 
until Sept. 29 and entries guessing 
the mileage were accepted through 
Sept. 13. Viland’s tabulations will be 
sealed until judging begins. 

Jerry Chiappeta, a Detroit news- 
man, is accompanying Viland in the 
Rambler American to sanction the 


be 





results. In addition to the top 
prizes, 171 others will be awarded. | 


All M-E-L Lines | 
Show Sales Gain 


DEARBORN.—Sales of the five 
makes marketed by M-E-L division 
were 17 percent higher during the 
first eight months this year than 
during the corresponding 1958 pe- 
riod, according to E. Bowie, 
M-E-L sales manager. 

Bowie said Mercury sales were 
up 9.8 percent over the 1958 period; 
Lincoln sales rose fractionally, and 
Edsel showed a 16 percent increase. 
Sales of English Ford rose 49 per- 
cent, and those of the German 
Taunus, introduced in the U. S. in 
May, 1958, were up tenfold. 

Sales of M-E-L products last 
month showed a 34.6 percent rise 
over August, 1958, Bowie said. 

~ * * 





Rambler’s August Sales 


Up 100 Pct., AMC Says 

DETROIT.—Rambler retail sales 
during August were more than 
double the comparable period a 
year ago, according to Roy Aber- 
nethy, vice-president of automotive 
distribution and marketing, Ameri- 
can Motors Corp, It was an all-time 
high for the month, he said. 

Dealers sold 31,972 units in Au- 
gust, compared with 15,634 for the 
same month last year, he said, Dur- 
ing the last 10-day period in Au- 
gust, dealers sold 11,648 cars, com- 
Pared with 5,311 for the same time 
& year ago, he added. 

So far during the 1959 model 
year, AMC has sold 329,624 Ram- 
blers, compared with 146,145 a year 
ago—an increase of 126 percent. 

* * 


Pontiac August Record 
_PONTIAC.—Retail sales by Pon- 
tiac dealers during August totalled 
35,149 units, an increase of 126 per- 
cent over August a year ago when 
the figure was 15,571, according to 
S. E. Knudsen, general manager. 

He said the August sales were the 


and was one of the best months 
in the division’s history, 








. Lark Sights 33 Pct. Sales Boost 


sedans. The 220 and the 220-S dif- 
fer in trim and carburetion equip- 
ment, and the 220-SE has fuel in- 
jection. 

They have lower and broader 
grilles than the former 220, dual 
headlights, larger wraparound win- 
dows and 50 percent more luggage 
space, 

S-P has been distributing Mer- 





Third Book on Car Care 


Turned Out by Russell 


WEST HARTFORD, Conn.— 
Ideas for boosting gas mileage, sav- 
ing on preventable repairs and get- 
ting better results from automatic 
transmissions are given in “Fred 
Russell’s Car Care,” a new book 
from Fawcett Publications, Inc. 

The car-maintenance guide is the 
third written by Russell, whose 
automotive articles have been syn- 
dicated in U. S. newspapers and 
magazines. The new book offers 





tips on a wide variety of subjects. 


cedes in this country since 1957. 
Fleener said sales doubled in 1958 
and doubled again in 1959, even 
though the supply the cars always 
has been limited. 

He mentioned 6,000 unfilled’ or- 
ders and said Daimler-Benz is in- 
creasing production at its factory 
in West Germany to provide more 
cars for this market. 

The preview was a happy occa- 
sion for Studebaker. Churchill said 
that during the first half of this 
year production climbed 381 per- 
cent and retail sales went up 250 
percent. 

Domestic market penetration 
topped 2.5 percent, compared 
with less than one percent last 
year, and factory sales were $209 
million, compared with $70 mil- 
lion. 

Mentioning a first-half profit of 
$12,073,281, Churchill said: “From 
the background of recent years’ 
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Lark Look Ahead— 
lebaker-Packard president, hopes for a 33 percent sales 
increase next year, an accomplishment which would push volume above 175,000 units. 
A four-door station wagon and a convertible have been added to the Lark line 
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d at last week's national press preview. 





which the « Pp y pr t 





history, this was an extraordinary 
achievement.” 
—Joun K, TEAHEN Jr. 


Wondering how new-car and truck production and sales are making out? AUTOMO- 
TIVE NEWS gives you the entire story, plus many other pertinent facts concerning the. 
automotive industry, every week throughout the year. 





Cost of 3-part metal-plastic medallion cut 37% 


















































HUHITHIII I 


Everybody recognizes the economics of using a single 
molded plastic part rather than a multi-part assembly. 
But when you mold the complete unit of PLExicLas® 


acrylic plastic, the saving is just one of many out- 


standing advantages you gain. 


Obviously, assembly time is eliminated. There are no 
metals to corrode, tarnish or pit. All decorative effects 
are protected from harm on the underside of the 
molding. The surface is mirror smooth and continuous. 
Color range, metallic effects and accurate reproductions 
of trademarks are almost unlimited. And there’s built-in 


resistance to breakage and weathering. 


The above example is based on estimated costs. . . and 
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LAS molding 






























































FOOT that you can save with Plexiglas 


incidentally, saved this company thousands of dollars. 


Perhaps you can put Pxiexictas to work for your 


company ...at a big saving. Write for information 


and molding help. 


DETROIT REPRESENTATIVE: R. C. Oglesby, Nor-Way Building, 
20211 Greenfield Road, BRoadway 3-0674 


In Canada: Rohm & Haas Co. of Canada, Lid., West Hill, Ontario. 


Chemicals for Industry 


rR ROHM & HAAS 





COMPANY 


WASHINGTON SQUARE, PHILADELPHIA 5, PA. 
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Briggs Forecasts 
50 Pct. Rise in 
Imperial Sales 


DETROIT.—Chrysler and Impe- 
rial division expects an increase of 
at least 50 percent in the sale of 
Imperial automobiles during the 
1960 model-year over 1959. 

This was disclosed last week at 


a news conference by C. E. Briggs,| 


general manager of the division. 

He said initial production sched- 
ules at the Imperial plant are up 
40 percent over a year ago, Chrys- 
ler production schedules for 1960 
model cars are up 32 percent over 
a year ago, he added. 

The Imperial plant is now pro- 
ducing about 100 cars per day and 
is expected to be producing about 
145 cars a day by next week, Briggs 
said. Chrysler production, just get- 
ting under way, is scheduled to 
reach 458 cars a day by the end 
of September. 

The 1960 Imperial, Chrysler, 
Plymouth and Valiant cars will be 
previewed for dealers in a series of 
five meetings beginning Sept. 21 in 
Las Vegas, Nev. Meetings will also 
be held in Kiamesha Lake, N. Y.; 
Detroit; Augusta, Ga., and Kansas 
City. 





Crusoe Resigns 
As Ford Director 


DEARBORN. — Lewis D. Crusoe 
resigned last week from Ford Mo- 
tor Co.’s board of directors, He had 
been a board member since 1950. 

Crusoe, 64, was executive vice- 
president—car and truck divisions 
—when he retired 
from Ford in 1957 
after a heart at- 
tack. He came to 
Ford in 1946 from 
Bendix Aviation 
Corp. along with 
Ernest R. Breech, 
who had been 
Bendix president. 

Ford directors 
last week cited 
Crusoe for the 

L. D. Crusoe “important part 
he played in the postwar reorgani- 
zation of the company.” From 1913 
to 1945, Crusoe was with Fisher 
Body, rising from clerk to divi- 
sional controller and assistant 
treasurer of General Motors. 





Skeleton of the Falcon— 

Ford will build its Falcon on this skeleton on the unit-construction principle. The 
company said the car provides maximum strength and rigidity with minimum weight. 
The car will be offered in two-door and four-door models. 








For Look at ’60s ... 


Ford Hosts 





Its Dealers 


(Continued from Page 2) 


Fords unveiled in an hour long 
Broadway show at Henry and Edsel 
Ford auditorium featuring Ray 
Bolger, Jane Powell and Blackstone 
the Magician, 

In preparation for the dealers, 
some 700,000 square feet of the 
Ford test track have been put un- 
der tenting. Inside “tent city,” the 
dealer will meet with the engineers 
who developed the various com- 
ponents of the new Ford cars. 

The dealers will be entertained 
by Tennessee Ernie Ford and 
Rosemary Clooney, They also will 


hear remarks Henry Ford I, 
president; Ernest R, Breech, 
board ,» and other Ford 
officials. 


Utilizing more than 50 buses, the 
dealers will tour Ford facilities, 
visit the Ford Rotunda where the 
1960 cars and trucks will be on dis- 
play, eat a barbecue at the test 
track and have a banquet. 

Inside the engineering tents, the 
dealers will see a 1960 Ford car 
suspended by threads of wire made 
of the new super strength steel de- 












he doesn’t know... 


the cash value of foreign 
cars. Don’t lose that sale 
because you don’t know 
the market. Keep “up” 
‘with the “Gold Book.” 


Plus 


tion, 


CITY 





The imported Car Gold Book, Inc. 


46 Fulton Avenue, Hempstead, New York 


clip and mail today 


Attached, find my check for 
as , covering my subscrip- 
tion to The Imported Car Gold 
Book. 


...1 year at $18 ....2 years at $28 


dered with original subscrip- 


NAME 
ADDRESS 


on prices 





additional copies, or- 


at $10 each per year. 











veloped by Ford’s Scientific Labora- 
tory. 

To hatudle arrangements for the 
group, some 200 Ford staff mem- 
bers will work full time while the 
dealers are here, This includes per- 
sons working in a Central Message 
Control Center. Twelve doctors and 
two nurses will be on hand in case 
of emergency. 

Many of the dealers will come 
to Dearborn on special trains or 
chartered planes. The Los An- 
geles dealers, for example, have 
arranged to fly here aboard jet 
airliners in about four hours— 
the first time that any commer- 
cial jet plane has made a non- 
stop flight from Los Angeles to 
Detroit. In 1936, the West Coast 
dealers spent three days and two 
nights making their trip to Dear- 
bo 


rn. 

Because of limited hotel space 
and other facilities, the dealers 
were to come in in four groups: 
Sept. 9-11, dealers in the Great 
Lakes region; Sept, 14-16, North- 
east and Southeast regions; Sept. 
17-19, Midwest and Western re- 
gions, and Sept. 21-23, Central and 
Southwest regions. 


Olds Cancels 
Youngstown Deal 


In Volume Row 


YOUNGSTOWN, O.—D. A. Hein- 
del, Inc., 2007 Market St., Oldsmo- 
bile dealer for 33 years, announced 
that its franchise has been can- 
celled by General Motors. The 
termination was effective Sept. 12. 

D. A. Heindel jr., head of the 
firm, said the termination resulted 
from a disagreement with Oldsmo- 
bile over volume selling. Oldsmobile 
officials declined to comment. 

Last year, Oldsmobile was the 
sixth most popular car in Youngs- 
town but this year has slipped to 
the ninth spot. The termination 
leaves Youngstown without an 
Oldsmobile dealer. 

“Although we regret having our 
franchise terminated,” Heindel said, 
“we believe that we are justified in 
adhering to the sound automobile 
merchandising principles by which 
we have been governed for the last 
46 years in the business.” 

The firm plans to continue its 
used-car and service departments, 
With 20 new Oldsmobiles in stock, 
the firm is discounting to move the 
—_ cars before the termination 

ate. 


Mud-Flap Law Enforced 


By Texas Highway Patrol 


FORT WORTH. — Col. Homer 
Garrison jr., director, Texas De- 
partment of Public Safety said that 
the highway patrol has started to 
file complaints against truck oper- 
ators who do not carry mud flaps 
around the rear wheels. 

The Legislature passed a law re- 
quiring flaps on the rear of dual- 
wheeled vehicles at all times. Pre- 
viously, the law applied only in wet 











weather. Buses are exempt. 





200 in Oklahoma 
Fight Security 


Petition, Reasons 
Sent to Senate 
(Continued from Page 3) 


Bill Eischeld, Edmond; Howard 
Peaster and Pete G. Clark, Pryor; 
E. N. Price, Vinita. 

Jack Dorman, Jones; F. C. 
Scrutchfield, Guthrie; William S. 
Tallin and Arthur R. Osburn, 
Hominy; Jerry Jameson, Weath- 
erford; E. W. Jung, Waukomis; 
A. A. Stewart and Carl Reavis, 
Tulsa; Roy Jackson, Antlers; Bob 
H. Cox, Cleveland. 

C. C. Ross, Allen; Ray Hamlin, 
Blackwell; W, F. Crosby, Ardmore; 
Bill Sprague, Chandler; Earl San- 
ders, Muskogee; C. R. Shastid, 
Checotah; R. A. Alby, Bixby; A, C. 
Sturgeon, Stigler; Byron K. Griesel, 
Yukon; R, A, Krumme, Bristow. 

Clarence Ramsey and W. M. Eng- 
lish, Shawnee; Griffin Crouch, Ok- 
arche; Kenneth Hayes, Ardmore; 
G. C. Stephens, Knowa; Evert Stacy 
jr. and Hatter Harvey, Wagoner; 
Wayne Bland, Pawnee; B, H. Lor- 
engood, Madill; Bessie Graham, 
Purcell; V. C. Davis, Walters. 

A. A, Nicholson, Davis; James 
H, Collins, Geary; G. E, Whitten 
jr, Sapulpa; Dale Greenhaw, 
Tahlequah; Sueen Evans, Binger; 
W. M. Worrell, Billings; Don 
Braden and Roy G. McCarley, 
Sulphur; J. Tyree, Seminole; Q. 
P, McColgin, Reydon; Rene 
Francis, Blanchard, 

J. W. Pope, Elk City; J. D. Voiles 
and H. A. Kilgore, Hooker; Glenn 
H. North, Blackwell; Howard I 
Funk, Waurika; L. D. McEntire, 
Sweetwater; Bob E. Moore, Lone 
Wolf; J. A. Anthony, Snyder; Lyle 
Washburn, Waynoka; Rufus L. 
Bolen, Hinton; Vermom Baggett, 
Hugo. 

R, L. Parker, Muskogee; Z. B. 
Rhodes, Perry; W. E. Schug, Pond- 
creek; Ed Cason and Bill Rowlett, 
Durant; Joe Titsworth, Nowata; T. 
T. Shummerfield, El Reno; Ben Tal- 
ley, Roosevelt; Ralph W. Heap, 
Frederick; Carl Cox, Wewoka; 
Wayne Pack, Miami. 

Raymond B, Jones, Okemah; 
E. L. Irwin, Meeker; C. C, Alex- 
ander, Watonga; Russell L, Love, 
Garber; W. H. Bonner, M. C. 
Sutton and C. B, Murdock, Nor- 
man; L. W. Richey, Maysville; 
Scott Deal, Jones; Jack Graham, 
Marietta; Darrell M. Burkett, 
Lexington. 

Ed Master, Hollis; Marvin G. 
Hastings, Sallisaw; C. W. Burr, 
Pauls Valley; J. E. Sanduskey, 
Kingfisher; L. B. Dugger, Ham- 
mon; Jack Roan, Cordell; Herbert 
Jimmerman, Newkirk; A. Y. House, 

McAlester; Orville W. Womack, 
Pawnee; Chester A, Ogle, Sand 
Springs. 

Gene Horne, Pauls Valley; Jack 
P. Brown, Shawnee; William E. 
Brown and S. C. Sidders, Shattuck; 
Herman Wilson, Quinton; L. L 
Gram, Barnsdall; William W. Hall, 
Hollis; M. Newman, Frederick; W. 
E, Lalicker, Brick; Willard Watson, 
Hennessey; J. T. Masoner, Man- 
gum. 

R. E, Teape, Prague; D., A. 
Draper, Sayer; J. T. Smith, Tur- 
pin; Louis L. Holderby, Durant; 
A, C. Harris, Oklahoma; L, S. 

Prague; A. J, English, 
Rush Roscoe Russell, 
Beaver; Paul Biller, Okarche; 
Charles G. Bredwin, Holdenville; 
Bruce Crawley, Hartshorne. 

Carl Lee, Broken Arrow; Joe 
Zimmerman, Hydro; William O. 
Kaufman, Tahlequah; Carl Camp- 
bell, Marlow; Warren J. Thorp, 
Sapulpa; R, C, Blackburn, Hennes- 
sey; Byron Tresler, Vinita; Jack 
Lane, Broken Bow; W. E. Bland, 
Buffalo; R. T. Huddart, El Reno. 

Jack E, Bowker, Blackwell; W. 
R. Duty and W. M. Aldridge, Clare- 
more; M. M. Anderson, Oilton; El- 
lis J. Easterling, Muskogee; Carl 
E. Nelson, Woodward; A, J, Marag- 
lio, Elk City; F. M. Van Meter, La- 
verne; H. E. Boyd, Hydro; R. W. 
Cooke, Wilburton. 

Coy Smith, Grove; Mike Turn- 
er, Ringling; Wayne H. Wornom, 
Chickasha; W. O. Pettit, Hart- 
shorne; Don Berry, Yale; Jacko 
R, Cupr and C. Rewght, Yukon; 
Jack R. Murray, Broken Arrow; 















30-60-90 Day 
Follow-Up 
ls Obsolete! 


Dealers are 
spending large 
amounts of 
money and still 
lose 50% of their 
owners within a 
12 month period. 
Can follow-up 
be working? 


If you are looking ahead to the 
new model and to 1960 sales... 
you must plan on having the 
good will of your owners, and 
equally important, the present 
service business of the owners 
in your area. 


YOUR LOST OWNERS 
MUST BE RE-WON! 








for Children 


Air-Conditioned Rooms 


Television and Radio 
Convenient Parking 
WOodward 3-7100 


Jerry Moore, gen. mgr. 
at "Me 
° @ 


FREE TELETYPE RESERVATIONS 
FOR ALL ALBERT PICK HOTELS 














(See Okla. List, Page 108, Col. 4) 





STANDARD 
REPAIR TOOLING 


_For Volkswagen & Porsche 


NOW 


Available and Manufactured in the 
U. S. for Immediate Delivery 


WRITE TODAY 
SS t1v08em MOTOR PRODUCTS, INC. 
P.0. BOX 668. @® RIVERSIDE, 


U 
CALIF. 









































GOGGOMOBIL2] 






THE MOST VALUABLE 
FRANCHISE OF THE YEAR 


GOGO STEALS THE SALES LEAD! 
55% OF THE ENTIRE GERMAN 
SMALLER CAR MARKET 











EVERY DEALER NEEDS “GOGO.” T-400 COUPE de VILLE 
GERMANY'S “BIG 1,"" PLUS THE COMPACTS! "MAYFAIR" 
T-400 SUN ROOF ““GOGO" completes his style and price line. T-400 CONVERTIBLE 
"CALIFORNIA" GOGGOMOBIL FEATURES "ITALIA" 
T-400 SPORTS SEDAN @ All aluminum air-cooled front or rear engines. 
"REGENT" @ Acyc. or 2 cyc.—Blitz Acceleration. 


@ Sports car design and family comfort. 
@ THE ONLY SMALL CAR WITH SELECTROMATIC TRANSMISSION. 
@ 10 ATTRACTIVE MODELS PRICED TO CLINCH YOUR SALES. 

@ HALF THE PRICE, PLUS TWICE THE MILEAGE OF THE COMPACTS. 


FACTORY BACKED WARRANTY 


FACTORY TRAINED TECHNICIANS 
MECHANICS TRAINING COURSES 


COMPLETE FACTORY PARTS 


WAREHOUSED IN NEW YORK — MIAMI iis teint 
LOS ANGELES AND SAN FRANCISCO "DART" 





T-400 UTILITY VAN 


"STEP-IN" PRICED BELOW ALL ‘BIG 3’ COMPACTS 





$995 . 1545 



















T-700 STATION WAGON 


_ "SPRINT" 










GOGGOMOBIL 


NATIONAL MAGAZINES, 
NEWSPAPERS, RADIO, TV 


WATCH THE 
“BIG PAYOFF” 







PARTS 


Quick action and complete stocks. 


COMPLETE EXCHANGE 


ENGINE — CLUTCH 
TRANSMISSION 





T-700 FAMILY SEDAN 










DIFFERENTIAL _ () "ROYAL" 
ASSEMBLY ™ T-700 SUN ROOF 
"FLORIDA" 







$140 xs ee lgle 
A 7 


CONTINENTAL CAR COMBINE 
1726 BROADWAY (at 55th St.) NEW YORK 19, N. Y. 


| am interested in a GOGGOMOBIL Franchise. 
Please send me complete information. 











NAME 


CONTINENTAL CAR COMBINE) “= 














Sole Distributor for Goggomobil in the U. S. A. Ny TE... STAN 


1726 BROADWAY (at 55th St.) NEW YORK 19, N. Y. (PLAZA 7-7790 
CCC. California—6730 Sunset Boulevard, Hollywood, Cal. (Hollywood 2-7251 


| understand that this request does not obligate me in any 
way and will be kept in. strict confidence. 


— —_ 
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North Dakota Advice: 





Moral of Dealer Row: 
Better Work Climate 


By Frank Gawronski 
Staff Writer 

es a Fargo (N. D.) dealer- 

ship’s long and costly battle 
against unions as a case history, the 
Automobile Dealers Assn. of North 
Dakota warned its members that 
they “must develop and maintain 
conditions of employment” which 
will “forestall further organization- 
al success by unions.” 

The cited dealership was W. W. 
Wallwork Fargo, Inc. (Ford). The 
firm’s long struggle 
against unions end- 
ed when shop em- 
Pployes voted for 
union decertification 
in a recent National 
Labor Relations Board election. 
The union had represented the em- 
ployes for more than a year. 


The Wallwork-union matter 
started in the fall of 1957 when the 
union won an election as bargain- 
ing agent for the workers. A long 
and costly strike followed, accord- 
ing to the association, with many 
months of expensive bargaining, 
before the union would sign a con- 
tract which management felt was 
fair and equitable. 

Commenting on the decertifica- 
tion, the association said, “Again 
We see a great waste of money 
and effort.” 

The association, in a bulletin to 
members, pointed out that, years 
ago, a similar cycle of events took 
place in Grand Forks. At Minot, 
after a long bitter strike, another 





LABOR 
FRONT 














union organization attempt ended 
without a contract. 

“It might seem foolish to some 
that these things occur, but when 
the shoe is on your foot, then a 
man sees the matter through dif- 
ferent colored glasses,” the associ- 
ation told the dealers. 

“Now, here is the lesson learned 
from all of this and every North 
Dakota dealer, large and small, 
should pay attention. 

“Things of this kind develop from 
wrongs inflicted upon employes, 


Imported-Car 
Registrations 


Imported-car registrations for 
seven months: 





1959 1958 
Pos. Make Pos. 
1— 64,661 Volks. 47,198— 1 
2— 46,847 Renault 21,722— 2 
3— 26,014 Eng. Ford 16,439— 3 
4— 22,811 Opel 7,149—10 
5— 22,171 Fiat 9,871— 4 
6— 22,076 Simca 8,825— 7 
I— 17,196 Hillman 9,339— 6 
8— 13,607 Triumph 8,674— 8 
9— 12,954 Vauxhall 7,886— 9 
10— 11,157 Volvo * 
* MG 9,383— 5 
86,087 All Others 46,909 
Total All Makes 
345,581 193,395 


*Not in Top Ten. 








whether they be real or imaginary,” 
the ADAND bulletin stated. - 
* * * 


“ZN ORDER to forestall further 

organizational success by the 
unions, every dealer should under- 
stand that he must develop and 
maintain conditions of employment 
which will not allow for further 
union controversies,“ the associa- 
tion warned, 

“The cost of maintaining free- 
dom from union involvements, 
although cumbersome, are far 
less than supporting union or- 
ganizations and their particular 
formulas. 

“Employes in a unionized busi- 
ness always expect that they are 
going to get much more than the 
cost of union dues out of the col- 
lective bargaining relationship,” the 
dealers were told. 

“Accordingly, the three or four 
dollars a month that an employe 
pays into the union coffers is ex- 
pected as an initial cost to the em- 
ployer. That adds up to real money 
over a year’s time when you fur- 
ther add to it the demands that 
must be consistently met,” the as- 
sociation said. 








U. S. Import-Car 


Sources 
First Half, 1959 


United Kingdom .................. 109,251 
West Germany .................... 103,353 
ae ee 82,137 
BIE Saco cocinvctsecsevemniviiarvnvenitedte 23,459 
SITET cvmictsbvevmstovinereiaveenwile 13,431 
SIN iiehibsistibesenreveveevovensseviinvenes 1,829 
East Germany ...................05 382 
_—_____ ESENe eee 296 
Other countries .................... 42 





* a * 
1959 Contrast 

Imports Exports 
a N. A. 7,066 
SE Ses 60,321 9,218 
See seer 64,553 9,806 
Ee 55,677 10,521 
REE 54,184 11,163 
February ................. 47,426 10,413 
January .................. 52,019 11,863 








TOTAL 334,180 70,050 
N. A.—Not available. 








Imports Set a 


Record 


In Market Penetration 


(Continued from Page 1) 


good enough to put it back into the 
Top Ten after it had been bumped 
out a month earlier by Volvo, Volvo 
dropped out of the Top Ten, as it 
had done in May. 

* * * 


peanuts record performance 
narrowed Volkswagen’s first- 
place margin, but the distance be- 








. -» the car that ran FIRST in its class at the LITTLE 


SKOD 


1960€ 


Very New! Very Exciting! 


ee a 


Celebrating the 100th JUBILEE 
YEAR of an industrial giant 
with a tradition for precision 


engineering and rugged depend- 


ability. 


Most in 


Most in 


POWER! 
ECONOMY! 


LeMANS 8-HOUR ENDURANCE RACE AT LIME ROCK, 
CONNECTICUT. 


Most in LOOKS! 
Most in WALUE! 


SKODA is a substantial car, weighing 2,050 lbs. on a 9414” 
wheelbase, with 53 h.p. all-aluminum engine, twin carburetors, 
delivering up to 40 miles per gallon. It is built for FAMILY 
SAFETY with tubular steel chassis and independent 4-wheel 
suspension, yet it retails for only 


1575 


substantial dealer profit margins. 


GET ALL THE FACTS IN COMPLETE CONFIDENCE 
Today ... right now . . . write, phone or wire for informa- 
tion about dealerships in: New York, New Jersey, Pennsyl- 


vania, Maine, Vermont, New Hampshire, Massachusetts, Rhode 
Island and Connecticut. 


CHARLES KREISLER BRONX, INC. 


Imported Car Division 


1700 JEROME AVE., BRONX, NEW YORK 





for the big sedan. Convertible illustrated retails 
for only $1995 AND these prices include very 


CYPRESS 9-4700 





tween the two in the sales race 
is still considerable. 

English Ford maintained its 
relative position in the No. 3 spot 
(barely stronger than it was a 
month earlier) while Simca chal- 
lenged much more strongly in its 
bid to move up to the No. 5 rank- 
ing. As noted above, fifth place in 
July was held by Opel; in June, 
by Fiat. 


Hillman, in seventh place, fell 
farther behind Simca during the 
month, while Triumph moved up 
closer from No. 8 position, Vauxhall 
demonstrated little change in sales 
strength in its ninth-place ranking. 


In No. 10 position, Austin-Healey 
was a slightly stronger challenger 
than Volvo had been a month ear- 
lier. 


P-D-V Launches 
18-City Series 
Of Dealer Debuts 


DETROIT.—Two teams of execu- 
tives from Plymouth-DeSoto-Val- 
iant division begin today (Sept. 14) 
a coast-to-coast tour during which 
they will preview the ’60 Plymouth 
and DeSoto cars at dealer meet- 
ings in 18 cities. 

One team is headed by Harry E. 
Chesebrough, general manager of 
the division, and Jack W. Minor, 
divisional director of marketing. 
Heading the other team are Ed- 
ward P. Letscher, general sales 
manager, and W. Heartsill Wilson, 
assistant general sales manager. 

Each team will carry the com- 
plete stage settings and the cast 
for an original Broadway-type 
musical, “Two for the Money in 
Sixty,” which will feature the two 
cars as co-stars. The show has a 
New York cast, and has specially 
written music and choreography. 

The Chesebrough-Minor group 
will open its tour today with a 
dealer meeting at the Civic House 
at Chicago, while the Letscher- 
Wilson team opens at Bell Me- 
moria] Auditorium, Augusta, Ga. 


Oklahoma List 


(Continued from Page 106) 


Jasison Jud Lee, Frederick; Joe 
Self, Elk City. 

Earl Walls, Ralston; W, Wilkins, 
Ponca City; J. D. Welch, Holden- 
ville; George Crist, Pondcreek; Ted 
C. Benefiel, Okeene; Marrion Dav- 
idson, Weatherford; Bill Brass, 
Buffalo; Dwight Smith, Snyder; L. 
A. W. Vincent, Arnett; Davey 
Leadbetter, Norman. 

W. V. Coon, Shidler; B. D, Cam- 
blin, Oilton; Glen Alexander, Cor- 
dell; C. E. Roper, Lawton; Roger 
Wilcox, Seiling; Robert Boeckman, 
Kingfisher; John Cook, Shawnee; 
Shural G. Knipper, Yukon; Perry 
Luttrell, Nowata; Jack Marcum, 
Pawnee, and E. K, Knight, Tex- 
homa. 











Galles Views 1960 


As Decision Year 7 


Maine Parley Told 
Of ‘Turning Point’ 


ROCKLAND, Me.—The automo- 
bile industry has reached an im- 
portant milestone in its develop- 
ment, NADA President, H. L 
Galles jr. told members of the 
Maine Auto Dealers Assn. at their 
15th annual convention here. 

“We have reached a milestone 
where we are either going to 
undo the accomplishments gained 
this year through undermining 
the value of 1960 products by 
such practices as blitz merchan- 
dising and advertising, or we are 
going to take advantage of the 
public interest in new cars to 
engage more aggressively in an 
overall program which will in- 
clude the attraction of more 
young people to participate in the 
dealer industry,” Galles said. 

The NADA head listed several 
other practices which could be 
damaging to the industry if carried 
out by dealers, such as getting in- 
volved in a leadership race or try- 
ing to sell in other dealers’ areas 
of responsibility. 

Galles noted that dealers across 
the nation have had a good clean- 
up, that great interest has been 
manifested over 1960 models, that 
an abnormally good used-car mar- 
ket has been established during the 
past year and that dealers have put 
into force many good management 
policies. 

Galles told dealers that manufac- 
turers of cars have a definite re- 
sponsibility in stepping up to the 
opportunities of getting larger mar- 
kets by striving toward equitable 
and proper distribution, exercising 
quality control in compact cars, co- 
operating with dealers in condem- 
ing unethical advertising and ad- 
hering to the principle of a true 
quality dealer program, 


New officers elected included 
Harold A, Carmen, Farmington, 
president; Fletcher Brown, Port- 
land, first vice-president; John 
Barrett, Biddeford, second vice- 
president; Carl Gowell, Lewiston, ™ 
treasurer, and William B. Hood, 
Auburn, manager. 


New directors are Roger L, Wil- 
liams jr., Auburn, Zone 2; Philip H. 
Schwind, Rumford, Zone 4; Clar- 
ence A. Paul, Belfast, Zone 6; J. 
Eric Love jr., Dover-Foxcroft, Zone 
8, and Gilbert C. Peterson, Fort 
Fairfield, Zone 10. 

Marion Martin, Maine Commis- 
sioner of Labor and Industry, told 
members that under provisions of 
the new minimum wage law they 
could save themselves and her de- 
partment much trouble and con- 
fusion by seeing that outside indi- 
vidual car salesmen work on 4&4 
contract basis rather than on an 
employe-employer relationship, 

“In this way, commissions earned 
by the salesman can be applied to 
offset wages if the salesman is suc- 
cessful, otherwise the salesman is 
also entitled to the minimum wage 
of $1 per hour for the time he 
worked selling the vehicle,” Miss 
Martin said. 

At the group’s business meeting 
members discussed abuses of the 
use of transit plates, loaning of au- 
tomobiles and territory responsi- 
bilities but no official association _ 
action was taken. 


-_ 





Sales Score 
for Imports 


Imported-car registrations for 
uly: 


1959 1958 
Pos. Make Pos. 
1—10,348 Volkswagen 6,798— 1 
2— 8,439 Renault 4,040— 2 
38— 3,928 English Ford 2,731— 3 
4— 3,766 Fiat 2,065— 4 
5— 3,447 Opel ° 
6— 3,426 Simca 1,6538— 6 
I— 2,655 Hillman 1,471—10 
8— 2,241 Triumph 1,622— 7 
9— 1,983 Vauxhall 1611— 8 
10— 1,841 Austin-Healey * 
* MG 1,774— 5 
14,064 All Others 8,400 
Total Al] Makes 

138 33,707 os 


*Not in Top Ten, 
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Car, Truck Output Estimates 


By Automotive News 


PASSENGER CARS 
(U. S. PRODUCTION ONLY) 























Mack totals, 


Week Week dan. 1 Jan. 1 
Ended Same Ended Output To To 
Sept. 12, Week Sept. 5, Sept., Sept. 13, Sept. 12, 
1959 1958* 1959* To Date 1958** 1959 
AMERICAN MOTORS 
a eeeeen 4,300 4,300 2,476 6,500 122,264 274,534 
CHRYSLER CORP. .... 3,000 7,144 2,051 4,723 398,061 517,780 
IEEE | evccsorvevnszenevccsscee 200 273 67 246 35,795 50,544 
STE ,ctinidevepatovsvensteeivees 200 590 74 259 23,416 34,243 
SERED,  wespevevenscevenennervedsiee 850 2,464 547 1,345 71,883 110,358 
an 350 3 290 545 8,497 12,847 
AF EOTIEIR  ocscscscccscosccescees 1,400 3,814 1,073 2,328 258,470 309,788 
FORD MOTOR .............. 1,200 1,952 25 1,225 762,686 1,229,445 
NE ccdaicdassniecinieiiciieesds: <eieigin, csarnme  weomsis ‘beniveniis 8,503 26,831 
NET TO" sslandniiectevivedeeevtiie 1,100 1,742 25 1,125 651,473 1,077,244 
Thunderbird. ............ 700 So ee 700 37,160 52,489 
EN): Gicwasdintsbinderdente 100 en 100 17,761 18,849 
UNE -.. ssbconvitecuoenwbvevees. Geevemine, - aeveveers —«sasenesanen. = asbsvenesd 84,949 106,521 
GENERAL MOTORS .. 11,522 10,676 9,628 19,049 1,472,479 1,985,379 
EEE Usidebdvcierdenweesssiereeies 1,790 5,545 1,209 2,946 150,937 164,075 
SD sucusseiiuateosestesepes 250 Se weiath 250 90,010 106,531 
OU NONOS  cccovecescsesscscrses ae 2,984 5,054 885,547 1,127,867 
Oldsmobile .................... 3,682 2,779 3,128 6,379 206,826 282,026 
en 3,200 1,902 2,307 4,420 139,159 304,880 
§P CORP. 
Studebaker .................. TED ‘wtvevoninn 3,106 4,988 21,572 107,551 
Total Cars, U. S.*........ 22,542 24,072 17,286 36,485 2,778,807 4,114,689 
Revised. —“‘i‘iOS™S Penk tata tar” ee , eee 
*Totals for 1958 include Packard production. 
***Thunderbird included in Ford division figures. 
COMMERCIAL CARS 
(U. S. PRODUCTION ONLY) 
Week Week Jan. 1 Jan. 1 
Ended Same Ended Output To To 
Sept. 12, Week Sept. 5, Sept., Sept. 13, Sept. 12, 
1959 1958* 1959* To Date 1958* 1959 
CHEVROLET ................. 4,000 29 3,893 7,214 183,461 260,482 
SEICEED EE csvccccessescsense 100 122 70 163 3,772 4,311 
SENET” - ccsaiueusverdvadbsureenverees 64 59 47 92 1,819 2,119 
Re 1,200 569 1,128 2,246 39,326 56,177 
IE eccelustpuvccdeteavasvenseunins | eee 3,772 5,736 149,154 239,995 
SEE sscsiiesbdachiapatomelnageaitewsnts 336 969 225 532 41,401 62,072 
INTERNATIONAL. ...... 2,324 1,898 2,895 4,721 64,436 103,043 
OO shar iccitdichsecasiecien 310 278 386 660 10,469 12,573 
STUDEBAKER .............. 252 100 329 625 4,010 9,618 
a 388 357 406 714 11,340 14,087 
IIE. sii baubadpcanecipcenerss 1,875 2,324 2,158 3,383 58,286 $1,602 
ELLANEOUS** .. 70 60 85 140 3,315 3,170 
Total Trucks, U. S..... 13,347 6,765 15,394 26,226 570,789 849,249 
Total Cars, Trucks, 
~ Rea 35,889 30,837 32,680 62,711 3,349,596 4,963,938 
Total Cars, Trucks, 
ia iccante vied 600 1,149 587 1,069 253,037 283,496 
Grand Total, 
Cars and Trucks, 
U. S. and Canada.... 36,489 31,986 33,267 63,780 3,602,633 5,247,434 
*Revised. 
**Miscell includes Corbitt, Marmon-Herrington, Federal, FWD, etc. 
***autocar, Freightliner, Reo and Sterling are included in White totals; Brockway in 


N.B. All U. S. totals include cars and trucks for military orders. 





PITTSBURGH.—The automotive 
division of the Pittsburgh Better 
Business Bureau announced that it 
is renewing a full-fledged campaign 
with the Pittsburgh Automobile 
Dealers Assn. “to restore the san- 
ity and fair play of 1957 and 1958 
to the auto marketplace.” 

Shortage of funds had reduced 
the BBB-PADA program to a 
spot-check affair earlier this 
year, the bureau said, and that 
system has not worked. 

The campaign was inaugurated 
late in 1956 when most auto deal- 
ers in the area signed a contract 
with the BBB pledging individual 
observance of “basic standards of 
decency and fair play in the adver- 
tising and selling of automobiles.” 
The bureau filed the standards 
with local advertising media and 
set up an automotive division 
which declared war against false 
and misleading advertising prac- 
tices. The division had a full-time 
director and about 20 part-time in- 
vestigators. 


Frederick Heads Dealers 


FREMONT, O. — Vic Frederick, 
L_ Frederick Motor Sales, has been 
named president of the Fremont 
Auto Dealers Assn, He succeeds 
John Notheis, who resigned. 


~ 











Pittsburgh Revives Fight 
Against Misleading Ads 


According to the BBB, the re- 
sults of the campaign were excel- 
lent until early this year when the 
bureau had to reduce its automo- 
tive policing activities because it 
was facing “a drastic curtailment 
of financial support from the in- 
dustry.” 

Under the revived BBB-PADA 
program, the bureau sends “error 
reports” to dealers whose ads vio- 
late the agreed-upon standards. 
Conferences are set up to secure 
compliance with the code, 

In its newsletter, the BBB in- 
cluded a list of dealerships to 
which “error reports” have been 
sent. Among the infractions were 
use of statements like “We will 
not be undersold” and “You can’t 
buy lower anywhere.” 

The bureau also slapped two 
dealers for using the term “guar- 
anteed” without qualification as to 
coverage. Another was warned 
about mentioning terms without in- 
dicating that a downpayment was 
required. In other cases, dealers 
were urged not to advertise semi- 
monthly payments. 

The BBB reported that several 
dealers already have agreed to dis- 
continue advertising practices 
which the bureau deemed mislead- 
ing. 


500,000-Car October Eyed... 





review their schedules and in all 
likelihood would have to reduce 
output. 

Supporting this theory is the 
fact that steel warehouses have 
a short supply of sheet steel—the 
type necessary for body stampings. 
There, however, appears to be a 
sufficient supply of rods and bars 
warehoused at the present time 
and specialty items are in good 
Lsupply. 

On the supplier front, cold- 
rolled stocks are diminishing and 
at least one wheel manufacturer 
is reported to be running into 
trouble. A transmission manufac- 
turer also reports a shortage of 
specialty steel for the making of 

turbo blades for automatic trans- 
| Missions. 

It also was learned last week 
that Fisher Body is ordering its 
suppliers to confirm December 
shipments, even if it means they 
must pay the top price at ware- 
houses across the nation. Ware- 
house steel was reporting going at 
$20 a ton premium last week, com- 
pared with a price of from $10.40 
to $10.60 a ton premium during 
normal times. 

* x * 

EW observers feel that the 

strike will carry into November 

and doubt that auto assembly op- 
erations will be drastically affected 
in the waning days or weeks of a 
steel shutdown. 

The steel mills are reported to 
have a sizable supply of ore on 
hand for a quick return to produc- 
tion once the management-union 
disagreement has been settled. 

Most of the steel companies are 
reported to have large amounts 
of unfinished steel on hand that 
could be processed for delivery 
to the auto makers almost im- 
mediately. 

Although it may take a week or 


return to normal production, it 
would take far less time for them 
to get shipments under way to the 
auto industry, thus alleviating any 
production losses due to steel 


shortages. 

gpesrtts the lengthy curtail- 
ment of operations in the steel 

plants, the auto industry is op- 

timistic on its outlook for the 

fourth quarter. 

Taking into account any assem- 
bly line snags in new-model build- 
ups and considering any revisions 
that might have to be taken due 
to steel shortages, the industry is 
coupling the conservative estimate 
of more than 500,000 cars in Oc- 
tober with prophecies of 600,000- 
plus assemblies in November and 
December. 

That would give the industry 
better than 1,700,000 assemblies 
for the fourth quarter—not only 
the largest quarterly output of 
1959, but the largest final-quarter 
output since the October-Decem- 
ber period of 1955, when the in- 
dustry turned out 1,949,124 cars. 

Chevrolet and Ford each is 
scheduled to have at least 100,000 
compact cars built by the end of 
the year. 


* * * 


* * - 


ca output began to inch upward 
last week despite the loss of a 
workday on Labor Day. Further 
gains should be registered this 
week as all U. S. makers get into 
production on their 1960 models. 

Chevrolet and Ford, which al- 
ready are in production on their 
compact cars, begin output of 
standard models this week along 
with Mercury and Edsel. 

Last week’s output of an esti- 
mated 22,542 cars was a substan- 
tial gain over the 17,286 units rolled 


Ninth Old Car Festival 


Set Sept. 20 in Dearborn 


DEARBORN.—Nearly 400 an- 
tique automobiles, one of the larg- 
est collections ever assembled, will 
be at the ninth annual Old Car 
Festival in Greenfield Village, Sept. 
20. The cars will be of 1899 through 








1925 vintage. 


10 days for the steel companies to|; 


‘|finance companies do not charge 


Steel Pinch Unlikely 
Till Mid-October 


(Continued from Page 1) 


from U. S. assembly lines a week 
earlier, and only 1,530 units short 
of the 24,072 assembled during the 
week ended Sept, 13 a year ago. 

Turning out a token number of 
cars in their assembly-line shake- 
downs, Ford division, Lincoln and 
Cadillac began 1960-model output 
last week. 

Ford division built an estimated 
400 Falcons at its Lorain (O.) plant 
and 700 Thunderbirds at its Wixom 
(Mich.) plant. Lincoln turned out 
100 cars at Wixom and Cadillac 
rolled an estimated 250 cars from 
its Detroit factory. 

Only maker scheduling Saturday 
operations last week was Rambler 
in Kenosha, Wis. Its output last 
week totalled 4,300 units, compared 
with 2,476 a week earlier. 

In other production activities, 
Chrysler Corp. rose from 2,051 as- 
semblies a week earlier to an esti- 
mated 3,000 units last week; Gen- 
eral Motors was up from 9,628 to 
11,522 cars, and Studebaker dipped 
from 3,106 to 2,520 assemblies. 

+ oe * 

N THE commercial-car front, 

output declined from 15,394 
units a week earlier to an esti- 
mated 13,347 assemblies last week, 
but was nearly double the 6,765 as- 
sembled during the week ended 
Sept. 13 last year. 

Across the border, Canadian 
makers turned out 600 cars and 
trucks last week, compared with 
587 vehicles during the week 
ended Sept. 5, and 1,149 cars and 
trucks during the week ended 
Sept. 13 a year ago. 

Ford and Chrysler were still 
down for changeovers last week, 
and Studebaker and GM were still 
moving slowly in their 1960 model 
run. 

A breakdown of Canadian opera- 


week, compared with 149 cars and 


438 trucks a week earlier. 
* * * 


Corvair Advance Orders 
Top 15,000, Says Cole 

DETROIT.—Edward N. Cole, 
Chevrolet general manager, last 
week revealed that advance orders 
for the Corvair already are over the 
15,000 mark and are expected to 
reach: at least 50,000 by Oct. 5, fol- 
lowing the public announcement 
week-end. 

Chevrolet had produced 16,000 
models of its new Corvair as of 
last Thursday, and expects to have 
manufactured 30,000 by the time 
the cars are introduced to the pub- 
lic Oct. 2, Cole said. 

Current production of the car has 
been primarily at Willow Run, but 
some Corvairs already are rolling 
from the lines at the division’s 
Kansas City and Oakland (Calif.) 
plants, Cole said. 

Cole said current advance orders 
include 5,000 from national fleet 
users, such as taxi cab companies, 
rental and leasing firms, public 
utilities and a variety of private 
business concerns. The remainder 
of the orders is from dealers. 

+ * * 


Ford Plant in Canton, O. 


Producing Falcon Parts 


CANTON.—Parts for the new 
Ford Falcon account for about 20 
percent of production at Ford Mo- 
tor Co.’s forge plant here, accord- 
ing to Walter Johnson, plant man- 
ager. 

He said the parts include two 
front spindles, two ring gears, four 
types of rear axles, three pinion 
gears, an input shaft, two different 
output shafts, a transmission gear, 


a wheel hub and a sector shaft. 
> ae a 


Production Under Way 


On °60 Vornado Model 


NEW YORK.—Production of the 
1960 Vornado auto air conditioner 
is under way, according toa 
spokesman for Jamos Industries, 
Inc., the manufacturer, 

Jack Kuhlman, who was in 
charge of production for O. A. Sut- 
ton Corp., is joining Jamos as pro- 





tions showed the makers turning 
out 275 cars and 305 trucks last 


duction engineer, the spokesman 
added, 





Dealers Now Paying 5% 


Pet. oss 





Floor-Plan 


securing new money, the Govern- 
ment has found it increasingly dif- 
ficult to manage the debt hanging 
over from years past, 

There is a limit on how much 
interest the Government can pay 
on long-term bonds, Some con- 
sider this interest rate limit un- 
realistic and Congress has been 
asked to raise it. In addition, 
there is always some pressure on 
the Government to borrow as lit- 
tle as possible in the long-term 
area, leaving the funds available 
there for corporate borrowing and 
the mortgage market. 

The result of all this has been 
heavy Government borrowing of 
short-term money and rising in- 
terest rates. 

. * * 
us raise in the floor-plan rates 
comes at a time when dealers 
have an inventory of more than. 
700,000 cars in stock, although some 


the higher rate on the cars already 
on hand, Other finance companies 
charge the higher rate both on new 
shipments and the cars in stock. 

The boost to 5% percent puts the 
GMAC rate as high as it has been 
in recent years. GMAC charged 5% 
percent for about three months in 
late 1958, Then the rate fell off dur- 
ing the recession. 

Universal CIT and Commercial 
Credit had their recent highs at 
6 percent before the recession 
falloff began. 

GMAC hit a recession low at 4 
percent in May of 1958, went to 4% 
last February and went to 5 percent 
in July. Commercial Credit and 
Universal CIT hit a recession low 
of 4% percent in April of 1958 and 
went up to 5 percent in June of this 
year. 

* * - 3 
4 bees interest changes are not ex- 
pected to have any great effect 








on car buyers in the near future. 


Rates Rise 


(Continued from Page 3) 


In many areas, charges on retail 
auto paper are already at their 
legal maximum and changes in 
time-sales laws are usually made 
only after long study. 

In areas where auto loans are be- 
ing made below the legal maximum, 
the competition for auto paper is 
likely to bar any increases. 

A study by the Universal CIT 
staff indicates that changes in 
floor-plan charges have little ef- 
fect on the cost of individual 
cars, even if the increases are 
passed along to the car buyer. 

CIT found that an increase of 
one-half of one percent in the floor- 
plan charge would cost the dealer 

an average of $1.68 per new car 


sold. 


* * * 


Auto Loan Delinquencies 


Decline to 2144-Year Low 


NEW YORK.— The delinquency 
rate on auto loans from banks con- 
tinued to decline in July, a survey 
by the American Bankers Assn. 
shows. 

Of loans obtained through auto 
dealers, 1.07 percent were delin- 
quent on July 31, compared with 
1.09 percent a month earlier and 
1.51 percent a year earlier. 

Of loans obtained directly from 
banks, 0.69 percent were delinquent 
on July 31, down from the 0.72 per- 
cent a month earlier and the 0.84 
percent a year earlier. 

Both delinquency rates are now 
at their low points for the last 2% 
years. 

Delinquencies on two classes of 
bank loans for home improvements 
went down in July and the rates 
for personal loans and home appli- 
ance loans went up. The rates on 
the nonautomotive loans rei 
above those for both classes of 
automotive loans. 
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38 Pct. Over 1958 Level . 





Truck Sales Reach 
Nine- Year High 


By Kenneth C. Kelley Jr, 
Staff Writer 


EW-TRUCK registrations soar- 

ed to 88,949 in July, the best 
July since 117,040 trucks were reg- 
istered in that month of 1950. 

R. L. Polk & Co, figures put the 
July total 2.34 percent above the 
86,914 sales in June and 37.85 per- 
cent above the 64,525 registrations 
for July of last year. 

All truck makers, except Mack 
and Diamond T, shared in the pick- 
up in sales for the month, The 
makers and their registrations for 
July of this year and last were: 


duly, duly, 

1959 1958 
Chevrolet. ................ 23,431 
ek EE a 18,143 
International 7,461 
RE Noithincletvensvisvensisveve 4,870 
I seats cies oes 3,313 
ES ee 1,573 
EET Scbitiavrenecbtcavourie 996 
he 1,222 
Studebaker 405 
Diamond T ....... 276 
Brockway ......... 74 
Miscellaneous 2,761 
EE: 64,525 





Truck sales for the first seven 





Obituaries 


Byron O’Neal Easley 
HONOLULU.—Byron O'Neal Easley, 46, 
a used-car dealer, died of a heart attack 
Aug. 3. 





* * * 


Sid Street 
KANSAS CITY.—Sid Street, 46, opera- 
tor of Sid Street Motor Co., a used-car 
dealership, was killed Aug. 30 in a hydro- 
plane race at Louisville. He also owned 
Pickwick Finance Co., an auto financing 
firm. 
7 * * 


Julius Herman Rast 

CHARLESTON, 8. C. — Julius Herman 
Rast, 81, one of South Carolina's first 
auto dealers and an inventor, died Sept. 1. 
He entered the auto business here in 1901 
and retired in 1928. He invented the ‘‘Rast 
incline attachment’’ which made it possible 
to roll front seats forward in autos. 

* * * 


Roy B. Francisco 

BLUEFIELD, W. Va.—Roy B. Francis- 
co, 52, owner of Crowell Chevrolet Co., 
Bradshaw, died Aug. 31. He was a major 
stockholder in Southside Motors, Bluefield, 
Center Chevrolet Sales and McDowell Auto 
Parts, Welch, and Service Motors, Prince- 
ton. 

* * * 


H. Clayton Presley 
MIAMI.—H. Clayton Presley, 54, former 
manager of Studebaker Miami Motors, died 
Aug. 30 
* * * 
Frank Pohanka Sr. 
WASHINGTON.—Frank Pohanka sr., 68, 
president of Pohanka Service, Inc, (Olds- 
mobile), died Aug. 26. He founded the 
firm in 1919 as a Chevrolet dealership, and 
hanged to Old bile in 1923. 





* * * 
Voyt William Jr. 
JACKSON, Miss.—Voyt William jr., 28, 
foreign-car dealer, was killed Aug. 27, 
when his car crashed into a moving freight 
train. 
* + * 
Norman A. Nelsen 
CHICAGO.—Norman A. Nelsen, 65, pres- 
ident of Nelsen-Hirschberg Ford, died Aug. 
31 while on vacation in Hawaii, He was a 
member of the Automotive Old Timers 
Club. 
* * * 
Stanley M. Newman 
BUFFALO.—Stanley M. Newman, 52, 
president of Newman Motors, Inc, (DeSoto- 
Piymouth), died of a heart attack Sept, 2. 
* 


* * 
Walter G. Morris 

DETROIT.—Walter G. Morris, 63, as- 
sistant director of the General Motors 
Service Section in charge of parts and 
accessory merchandising, died of a heart 
attack at his home here Sept. 8. He had 
been in the service position since 1945, He 
joined GM in 1919 

* * 


* 
Peter E. Studebaker 
SOUTH BEND.—Peter Everest Stude- 
baker, 82, died Sept. 6. He was the son 
of the late Henry Studebaker, eldest of the 
five brothers who founded the auto com- 
pany. 
* * * 
Elias Fife 
LONG ISLAND CITY, N. Y.—Elias Fife, 
founder and chairman of Standard Motor 
Products, Inc., died Aug. 31. The firm, 
which makes ignition parts and carburetor 
repair kits, was formed in 1919. In recent 
years, the company has been directed by 
Mr. Fife’s son, Bernard, now president, and 
a son-in-law, Nat Sills, vice-president, 
* * * 
Floyd H. Stanley 
BUFFALO.—Floyd H. Stanley, a former 
dealer and long-time retail auto sales ex- 
ecutive, died Sept. 7. He was 74. Mr. 
Stanley began his auto career with Buick 
in 1908 and came to Buffalo in 1911, He 
was co-owner of dealerships that handled 
Many early makes and later was sales 
Manager for several dealerships in this 
area. 





months of this year totalled 558,290 
units, up 35.36 percent from the 
412,446 sales in the like period of 
last year. 
+ * 

ho gpibae i producers increased their 

market penetration as well as 
sales in the first seven months. The 
seven, their unit sales, percent of 
market and percentage-point gains 
were: 

Chevrolet, 198,831 units sold, 
35.62 percent of the market, up 
21 points; Ford, 163,097 units, 
29.21 percent, up .90 points; GMC, 
41,861 units, 7.50 percent, up .11 
points; Dodge, 32,515 units, 5.82 
percent, up .43 points; Willys, 
15,113 units, 2.71 percent, up .14 
points; Studebaker, 3,793 units, 
68 percent, up .03 points, and 
miscellaneous, 23,785 units, 4.26 
percent, up .11 points. 
Brockway’s penetration was un- 
changed at .11 percent on sales of 
633 units. 

Three producers suffered losses 
in market penetration despite in- 
creased sales. The three, their sales, 
percent of market and percentage- 
point losses were: 

International, 59,746 units, 10.70 
percent, down 1.58 points; White, 
8,982 units, 1.61 percent, down .07 
points, and Mack, 8,324 units, 1.49 
percent, down .16 points. 

Diamond T sales slipped to 1,610 
units or .29 percent of the market, 
a loss of .12 percentage points. 

* + * 


(AORTA remained the top 
truck-buying state in July. The 
top 10 states and their registrations 
for this July and last were: 


duly, duly, 

1959 58 
1. California ........ 10,265 6,849 
is IN sctenckicdesssnins 8,316 5,810 
3. New York ........ 4,233 3,430 
er 3,750 2,759 
5. Pennsylvania .. 3,593 2,989 
. _ . i Sserorae: 3,271 2,021 
7. Michigan .......... 3,159 1,905 
8. Indiana .............. 3,097 1,368 
9% Florida .............. 2,577 1,521 
10. North Carolina 2,443 2,001 


July registrations were ahead of 
the year-earlier total in 44 states 
and the District of Columbia. Five 
states—-Alaska, Arkansas, Connecti- 
cut, Mississippi and Rhode Island— 
reported declines, 





Classified Want Ads 


HELP WANTED 











Sales Mgr. for Import Distr. 


We are looking for a top calibre Sales Mgr. 
to handle an outstanding auto import. 

He must have a proven record of experience 
in the practical procedures required to estab- 
lish and maintain a complete Dealer Network. 
This includes field supervision of District Man- 
agers, Sales Promotions at the Wholesale and 
Retail levels, etc. Headquarters are in N. Y. 
This is an important job with a big future. 
Please send full, completely detailed resume, 





in confidence, ‘to President, Box 742, c/o 
Automotive’ News, Detroit 7 
PLM EELS EN ELIE ITN MGIB AE ENE TS 


MECHANIC: By Chevrolet-Oldsmobile deal- 
er Louisiana town 6,000. Must be reliable 
and sober. Prefer man able to repair 
automatic transmissions and willing to 
keep up with automotive advances by 
study and attendance at GM Training 
School, Reply Box 751, c/o Automotive 
News, Detroit 7. 





GENERAL SALES 
MANAGER 


U. S. company of leading European Auto- 
mobile Manufacturer requires experienced 
General Sales Manager. 


Applicants required to have full knowledge 
of accounting and administrative procedures, 
as well as proven record of sales manage- 
ment, Experienced men only need apply. 


Applicants must send full details, which will 
be treated in complete confidence. 


Box 744, c/o Automotive News, Detroit 7. 




















HELP WANTED 


HELP WANTED 


DEALERSHIPS AVA ILABLE 








SALES TRAINING 


REPRESENTATIVE 
Eastern Distributor for VOLKSWAGEN needs 
man to train and qualify for responsible posi- 
tion. 
Applicant should have retail automobile sell- 
ing experience and be qualified to train re- 
tail salesmen. 
Application must include full details of age, 
experience, pay, etc. and give at least three 
references. 
All replies will be treated 
Box 731, c/o Automotive News, 


confidential. 
Detroit 7. 





DETROIT METROPOLITAN AREA. New 
foreign car dealership opening without 
competition in Detroit. Wants Sales Man- 
ager, age under 45, foreign car experi- 
ence preferred, capable of hiring, train- 
ing salesmen. Salary plus commission 
and other benefits. Excellent opportunity 
for right man. Reply to Box 747, c/o 
Automotive News, Detroit 7, giving full 
resume of previous sales experience, Must 
stand bond. 








SALES CAREER 


Nation-wide automotive parts manu- 
facturer-distributor offers depression- 
proof sales opportunity. Protected ter- 
ritories with established accounts now 
available. Average earnings $8,000 to 
$10,000 per year. Great opportunities 
for advancement to executive positions. 
Write today giving background and 
sales experience. 


Box 745, c/o Automotive News, De- 
troit 7, Mich. 














SALESMEN—ALL LARGE CITIES. Call 
on fleets. Product for engines, Liberal 
commission, Box 702, c/o Automotive 
News, Detroit 7. 








Are You a Top Salesman 
Now Earning $10,000? 


You can earn $15,000 or more the first year 
as exclusive agent selling Childers Carports 
to car dealers, National advertising and di- 
rect mail support, No investment. 300 car 
dealers already using. If you have sales back- 
ground with annual earnings of $10,000, air- 
mail your experience with business references 
to Bob Childers, Childers Mfg. Co., P. O. 
Box 7467, Houston 8, Texas. Our references: 
First City National, Houston; Dun & Brad- 
street Rating B+1. 





SERVICE MANAGER. 1000 car General 
Motors Dealer, Western New York, ex- 
cellent opportunity, Box 746, c/o Auto- 
motive News, Detroit 7. 








SERVICE MANAGER—Experienced, Buick. 
Progressive Texas town 25,000. Salary, 
commission. Give references, Box 752, 
c/o Automotive News, Detroit 7, 





DISTRICT REPRESENTATIVE 


Eastern distributor for Volkswagen needs man 
with imported car retail sales experience to 
train for field position with Sales Depart- 
ment. 

Application must include full details of age, 


experience, pay, etc., and give at least three 
references, Box 756, c/o Automotive News, 
Detroit 7. 





EXCEPTIONAL OPPORTUNITY, Imported 
Car Sales Manager. Liberal salary with 
profit sharing bonus. We are seeking a 
truly high grade successful man and are 
prepared to pay the price. Location, Fort 
Worth, Texas. Box 743, c/o Automotive 
News, Detroit 7. 


DISTRICT MANAGER 
FLEET MANAGER 
TRUCK MANAGER 


Openings with leading import. Travel in 
State necessary, Must have proven record 
of wholesale auto experience at factory 
level. Ability to close open points and 
knowledge of retail automobile opera- 
tions. Salary, territorial bonus, expenses 
and car. Write complete resume to: 
Bruce Lawson, General Manager, Foreign 
Car Sales, Inc., 1209 Garden St., Pensa- 
cola, Florida. 

















| 





FIELD SALES 
EXECUTIVE 


Distributor for two outstanding imported 
cars, located in Atlanta, seeks experienced 
field man resident in Virginia or North 
Carolina. Our cars are by world famous 
manufacturers and sell well below $2,000 
delivered. Excellent salary plus bonus, 
demonstrator furnished. Exceptional op- 
portunity for qualified man. Please send 
resume to F. J. Walters, Pres. SOUTHERN 
CAR DISTRIBUTORS, INC., 3234 Peachtree 
Road, N.E., Atlanta 5, Ga. 








POSITION AVAILABLE for a top notch 
general manager capable of managing 
import car agency, Renault and Volvo, 
with a potential of from 200 to 350 
new cars per year. Pay scale will be 
prorated on profits made for the com- 
pany. Please reply to R. C. Lilienthal, 
Lilienthal’s Auto Agency, 1209 E. Sec- 
ond St., Jamestown, New York, 





SERVICE MANAGER: For dealership han- 
dling all General Motors cars. Salary 
and commission, Good opportunity for 
alert and progressive man. Progressive 
town of 5,000 with excellent schools, No 
drifters or boozers, For interview ap- 
pointment, write or call collect: Jerry or 
Ray Rasmussen at Maquoketa, Iowa. 
OLive 2-2421, 




















TWO AGGRESSIVE, MARRIED, YOUNG 
MEN, who now have responsible posi- 
tions as assistant managers of one of the 
nation’s largest Plymouth dealerships, 
desire responsible positions with company 
that wants to increase volume and raise 
present gross per unit. Present positions 
have no foreseeable future. Pay plan 
must be according to ability and produc- 
tion. Present positions now paying in 
excess of $12,000 yearly. Prefer location 
in Ohio, but will consider relocation if 
contract is suitable. Box 757, c/o Auto- 
motive News, Detroit 7. 


GENERAL MANAGER and sales manager, 
highest calibre, with years of experience 
in volume GM dealerships. Graduate of 
GM Tech. Ages 45 and 38; desiring long 
term association with dealership where 
part of salary is to be on a partial buy- 
in basis. Write Box 758, c/o Automotive 
News, Detroit 7. 


BUSINESS OR GENERAL MANAGER: 
Now associated with large volume metro- 
politan Ford dealer, Formerly parts sales 
manager with the country’s largest Pon- 
tiac parts dealer, Eighteen years’ auto- 
mobile experience, thirty-eight years old, 








NOW HAVE DODGE-DART AGENCY in in 
thriving healthy community 20,000 pop. 
ulation in Arizona, Long term lease, rea- 
sonable rate, 100-120 new car potential, 
High service absorption, Factory ap. 
proval necessary. A.A.D.A., 411 N. Cen- 
tral Ave., Phoenix, Ariz. 

AGENCY NOW handling Buick, Pontiac, 
Rambler, Johnson outboard motors, 70 
new car sales this year and 50 outboard 
sales, Located central Minnesota, Must 
be assured of factory approval, Confiden- 
tial. Box 732, c/o Automotive News, De- 








HANDLING GM DUAL and GM Import in 
good location Western New York State. 
150-300 new car potential, Sell or lease, 
Factory approval needed. Modern build- 
ing and facilities, Box 733, c/o Automo- 
tive News, Detroit 7. 

AGENCY HANDLING CHEVROLET-Olds- 
Buick, average 300 new car sales yearly. 
Good money maker, close in to Phoenix, 
Arizona, Fine resort town and excellent 
living conditions. No blue sky asked. 
Selling due to other interests. Must be 
assured of factory approval, Contact: 
W. D. Smith, P. O. Box 848, Wicken- 
burg, Arizona, or call MUtual 4-5436. 
IN FAST GROWING TALLAHASSEE, 
FLORIDA, dealership for sale with 5 
county franchises handling Studebaker- 
Lark and Willys-Jeep. Excellent going 
business, Owner's health forces sale. 
Write or wire: H. G. Smith Realty, 
P. O. Box 1035, Tallahassee, Florida. 
CAPITAL WANTED. Imported car dealer 
located in New Jersey has need for capi- 
tal for expansion purposes. Man with 
automobile experience preferred but not 
necessary, Box 718, c/o Automotive 
News, Detroit 7. 

DUAL AGENCY HANDLING CHEVRO- 
LET-OLDS in county seat in upper Mich- 
igan. Will sell assets and sell or lease 
new building. Box 759, c/o Automotive 
News, Detroit 7. 

DEALERSHIPS WANTED 
WANTED: FORD OR CHEVROLET Fran- 
chise within 100 mile radius of New 
York City. Have factory approval. Will 
pay cash, At present active, experienced 
and successful dealer, Will deal with 
principals only. Box 748, c/o Automotive 
News, Detroit 7. 

WANTED: 100 to 150 CAR DEAL wi 
large used car lot, Penna. or New Jersey. 
Cash, Immediate, Confidential, Box 749, 
c/o Automotive News, Detroit 7. 

SUCCESSFUL OR UNSUCCESSFUL deal- 
ership in midwest. State net worth, ask- 


























ing price, loss carried forward, Confi- 
dential, Box 755, c/o Automotive News, 
Detroit 7. 





DEALER SERVICES 








AUTO DEALERS ....... 
SERVICE SHOPS... 
SERVICE MANAGERS 
MECHANICS ..... 
ENGINEERS ...... 
MANUFACTURERS 

You are invited to participate in a new 

AUTOMOTIVE SERVICE INSTITUTE 


designed specifically to provide a new 
type of “Automotive Quality Control” 
with respect to: 

CARS (new & used): Condition and per- 





married, two children, Hold degree in formance. 

Business Administration St, Louis Uni- EQUIPMENT: We will engineer, test and 

versity, also graduate of General Mo- evaluate merit of products, including 

tors Institute in Dealership Mana g devices. 

2 ints "sean excelsis | SERVICE. We wl itl ond/or gperae 
‘ 7 moder fficient Service 

employer and character references, Con- ~ © 


tact: G. R. McIntyre, 31 Heather Drive, 
St. Louis 23, Missouri, Phone: Victor 
3-9468. 

SOMEWHERE ON THE EAST COAST 
there is a Ford or M-E-L dealer who 
wants a service manager who can do a 
job for him. I would like to talk with 
that dealer. I have had twenty-two years 
with Ford, am now employed but want 
to change. Box 754, c/o Automotive 
News, Detroit 7. 

SERVICE MANAGER desires other type 
employment. Young, sober, intelligent. 
Resume and references on request. Box 
753, c/o Automotive News, Detroit 7. 

ACCOUNTANT-BUSINESS MANAGER 
thoroughly experienced with Ford and 
Chevrolet large volume dealers. Can fur- 
nish complete statement analysis and 
make sound recommendations for operat- 
ing improvements. Know expense control 
and daily operating control. Interested in 
Chicago or vicinity. Box 750, c/o Auto- 
motive News, Detroit 7. 

ACCOUNTANT, BOOKKEEPER, Insurance 
broker desires management position with 
progressive dealer. Eastern Pennsylvania 
or Philadelphia area preferred. Write 
Box 711, c/o Automotive News, De- 
troit 7. 


DEALERSHIPS AVAILABLE 























BE A HAPPY 


Panhard Dealer 
See Ad Page 64 














ene for you, worthy of the confi- 
dence of your customers. 
MECHANICS & TECHNICIANS: We will 
train and supply competent men, care- 
d and q 


lified in the use 
of advanced equi t and 

One of the objectives of our program is 
to make automotive service more attrac- 
tive to competent high school and col- 
lege gr by the tech- 
nical and srabecdenad levels of the work 
performed. 











Inquiries from interested parties 
ore solicited. 


STERLING AUTOMOTIVE 
ENGINEERING, INC. 
2109 Sawtelle Bivd., Los Angeles, Calif. 


troit 7. ‘ 








WONDERING WHICH CARS TO IM- 
PORT? M. L. Brubacher B.S, (M.E.) 
M.S.A.E. has spent a year in Europe and 
knows the field. 10771 Lawler St., Los 
Angeles 34, Calif. 





TWO ESSENTIAL SERVICES 


INVENTORY SERVICE 


Parts, accessories and similar goods. 


APPRAISAL SERVICE 


Furniture—Equip:nent—Machiner y—Tools 
For Buy/Sell Agreements, Annual Fiscal 
Reports, Tax, Banking and Insurance 
Write for free 
“Hidden Earning Power" booklet. 

AUTOMOTIVE INVENTORY & APPRAISAL CO. 
10040 Freeland Ave. Detroit 27, Michigan 
WEbster 3-6445 
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P AUTOS REPOSSESSED. Problem accounts 


DEALER SERVICES 


CARS FOR SALE 


CARS WANTED 


| TRUCKS FOR SALE 


MISCELLANEOUS 











Military Acceptance 
» You SELL 
RE MILITARY PERSONNEL 


help 

make more auto sales to Military per- 

mel. . . because: 

1. We finance up to 36 months. 

2. Cars may be taken overseas without 
refinancing. 

3. We make auto loans, finance, or re- 
finance, anywhere in the world, at low, 
money-saving rates, for officers ‘and non- 
commissioned officers of pay grades E5 
and above . . . on a simplified, non- 
recourse basi 

rere Any ‘ACCEPTANCE CORP. 
Dept. D, 2166, 800 Broadway 

San Antonio, gh Fk CApitol 6-268! 

"Worldwide Financing for Military Personnel" 

USAA Insurance available 
to qualified officers) 








19960 AUTO COSTS! Discover how much 
your competitors’ cars really cost. The 
book, ‘“‘AUTO COSTS,”’ gives you the 
factory invoice prices of all 1960 Ameri- 
can cars, 25 foreign cars, 4 American 
trucks and all their equipment, Used by 
dealers and banks nationwide, Order 
your ‘60 edition today for only $10— 


VOLKSWAGENS 


immediate Delivery 
1960 Models 


Sedans, vinyl interior and double bumper, 
fully Americanized. 


1960 Models at $1,481.00 
1959 Models at $1,265.00 


Freight paid to any East and Gulf Coast 
port. Bank and Trade references will be 
furnished. 


RUDI ARONS, INTERNATIONAL 


AGENCIES G.M.B.H. 


Neve ee 32, Hamburg 36, 


many 
Cable address: 


RARONS HAMBURG 


Also supplying VW and other parts. 





three year subscription $18 (including all 





supplements), AUTO COSTS, Box 224, 
Dept. 6, New York 1, N. Y. 





serviced, N. C., northern S, C, Reason- 
able rates. Auto Claims Service, Box 57, 
Lumberton, N. C. REdfield 9-3745. 





CARS FOR SALE 








Immediate delivery, direct shipment New 


5973 Belair 


VOLKSWAGEN 


1960 - 1959 
Sedans, Sunroofs, Ghias 


MERCEDES 


York, Philadelphia, Baltimore, Houston. 


MERCEDES 
1956-1959 
190, 219, 220S 


VOLKSWAGEN 


1959-1960 


LINTON ENTERPRISES, INC. 


1860 Broadway, New York 23, N. Y. 


CIRCLE 5-0630 
Jacksonville: EL 6-7551 
Houston: WAlInut 8-2671 





Titles Guaranteed 





VALENTINO MOTORS 


CARS WANTED 





Rd., Baltimore 6, Maryland 
Clifton 4-7525 — HAmilton 6-9811 








SEVEN PASSENGER CADILLAC limou- 
sines. 
2836 N. E. Sandy, 


Ridgway-Baker, Belmont 4-6611. 
Portland 12, Ore. 





DEALERSHIPS AVAILABLE 














Now Accepting Dealer Applications for 


NSU PRINZ 


Latest West German Import Automobile 


$1,398 erat Price: 


@ PRINZ $1, 398 price is P.O.E. New York, including heater, defroster, turn 
lights, front and rear bumper guards, outside mirror. 

@ PRINZ price is aey immune from any impact the “Big 3" compact 
cars may have 

@ PRINZ economy—55 m.p.g.! Top speed—72 m.p.h.! 

@ PRINZ is a 4-seater, all mM. 2. air-cooled P26 h.p. rear engine. Famous 
mountain climbing pep - readability, trouble-free performance. 

@ PRINZ is quality through and ¢ - made by West German precision 

craftsmen. Factory aaa in 1873. 
@ PRINZ PROFIT POTENTIAL 1s EXCELLENT! 


Write Us Today! 


MID-WEST IMPORTS COMPANY 
Box 708, c/o Automotive News, Detroit 7. 


Exclusive distributors for the NSU PRINZ in Ohio, Michigan, Indiana, Kentucky, 
Ilinois, Wisconsin 





















PANHARD 


we do the rest! 


IN JUST THREE MONTHS 


SALES ARE UP... 200%! 


FULL 6 PASSENGER COMFORT @ 85 MPH ® 40 MPG 


Product of the World's oldest car manufacturer—Since 1891 

. and no wonder! With added promotional impetus, backed 
by a coast-to-coast distributor organization, 
for PANHARD, the compact car, is headed straight up! 


Like to be part of the picture as a PANHARD dealer, with 
big returns on a modest investment? Just fill out the coupon... 











Suggested Retail Price 


$1697 P.0.E. N. Y. 










the sales graph 









VENDOME MOTORS CORPORATION 
120 EAST 56TH STREET 

NEW YORK 22, NEW YORK 
TELEPHONE ELDORADO 5-2480 


Gentlemen: 


out obligation to: 


Sure, I'd like to get the whole PANHARD picture! Please rush details with- 
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| 
CONTINENTAL MARK TY. 1956 or 1957, 


must have air conditioning. Morgan Mo- 
tors, 210 West 54th St., N, Y. C. 
Circle 7-7718. 





PARTS FOR SALE 





New Ford T850 Available 


156"' wb, 477 engine, 3-speed AUX Trans- 








NEED 
FOREIGN 
PARTS? 


Replacement parts for over 40 
foreign makes carried in stock. 
Only parts house in the South- 
west devoted exclusively to for- 
eign parts. 


Ask for a free catalog 


OVERNIGHT DELIVERY 
TO ANYWHERE 


SOUTHWEST 


IMPORTED 
AUTO PARTS 


1812 TEXAS AVENUE, 
HOUSTON 3, TEXAS 











COMPLETE LIKE-NEW Bear frame and 
front end outfit. Sacrifice at $1,200. 
Dealership sold. Clyde Eaton, Havana, 
Ii. 





CHEVROLET PARTS, antique or classic. 
Louis Chevrolet, Box 51, Thompsonville, 
Connecticut. 

LLOYD PARTS—Orders shipped promptly. 
Al Lloyd Motors, Inc., Fort Lauderdale, 
Florida. Attention Dan Smith. 

LLOYD PARTS: Large stock available. 
Immediate shipment. J. C, Lewis Motor 
Co., Savannah, Georgia. 











ACCESSORIES FOR SALE 





Imported Car 


Air Conditioning 





VW 
Morris 100 


Volvo 
Magnette 


Renault Borgward 
Austin Porsche 
Jaguar Mercedes 


Rolls-Royce Bentley 





Write for details and prices 
—dgive Model and Year 


Overseas Motors Corporation 


2824 White Settlement Road, 
Box 86, Ft. Worth, Texas 








DEALERS and DISTRIBUTORS 
WANTED 














DECAL TRANSFERS 


TRUCK DECALS: Durable, brilliant col- 
ors, Designed to your specifications, Low 





cost, easy to apply. Write for samples. 
Allied Decals, Inc., 8356-1 Hough, Cleve- 
land 3, Ohio. 





TRUCKS FOR SALE 





1956 INTERNATIONAL R165—4 car haul- 
away, 2 speed rear axle (Like New). 
Selling Price $2,795. Right Motors, Inc., 
3858 West 25th St., Cleveland 9, Ohio 
(SH 9-4444). 





SEE PAGE 98 
for the nation's 
TOP AUTO AUCTIONS 








, 7.80 axle, 11,000 ib. front axle, cus- 
tom cab. Contact: Ed Schmid, Simms-Daw- 
son, Inc., Ford Dealer, 14240 West 7 Mile 
Rd., Detroit. DI 1-3800. 








SHOP EQUIPMENT FOR SALE 

GARAGE EQUIPMENT FOR SALE. Parts 
bins, office equipment, John Bean frame 
rack and front end alignment machine, 
Sun motor equipment, complete body 
shop tools and equipment, two-ton Ford 
wrecker and numerous other items. 
Hope-Luxem Co., Inc., 708 S, Burling- 
ton, Logansport, Ind. 








MISCELLANEOUS 








HOW'S YOUR LEATHER? 


Put fresh color and soft texture back into 
your leather seats with 


MAGI-DYE 
AUTO LEATHER REFINISHER 
GENUINE FACTORY COLORS 

FOR 


MG - JAGUAR 
AUSTIN-HEALEY 


(Plus a complete color selection for most 
import cars) 


NOW available in a new wide range of 
colors in AEROSOL spray bombs for easy 
application. 


import car dealers 

. additional 
If your local deal- 
send check or 


Sold by outstanding 
throughout the nation 
dealerships available. 
er cannot supply you, 
money order. 


Gentlemen: Enclosed is my check or 
money order for_ . Send me 


__Pints Refinisher @ $2.98 
__Pints Cleaner @ 495 
__Quarts Refinisher @ $4.98 
@ $1.50 


_________ Quarts Cleaner 


Make of Car Color of Interior 


OVERSEAS MOTORS 
CORPORATION 


2824 White Settlement Road 
Ft. Worth, 


Texas 








1960 PRICEMASTER 


With new model changes and new prices, will 
be ready before long. The encyclopedia of 
dealer cost prices of all large and the new 
small American made cars, three trucks, 25 
foreign cars— plus all optional accessories. 
Shows all standard equipment for all models. 
Yearly subscription price $10.00, 5% discount 
for cash with all orders received before Oct. 
|. All supplements free, with ali the addi- 
tional information about the new small Ameri- 
can cars, makes the 1960 PRICEMASTER a 
most valuable asset. Sold only to dealers 
and automotive affiliates. Help us to give 
you the best of service. ORDER YOURS NOW 
—TODAY—DON'T DELAY. K. B. SALES CO., 








BLUE © CHIP 
TOW-PILOT 


WITH LUBRICATED 
AUTOMATIC BRAKE 
& BRAKE CABLE 
DEALERS’ SPECIAL (F.0.8. Factory Net) 


$52.35 Fed. Tax Included 


THE FAMOUS 
MOTO-MATIC 


TOW - GUIDE 


With Universal Swivel 
Action 


Four Clamp Hook-Up 
DEALERS' SPECIAL Fr.0.8, Factory Net) 


.85 Fed. Tax included 


Liberal Quantity Discounts 
To Distributors 
Write for Iilustrated Catalog 
Factory Sales Division 
PILOT DISTRIBUTING CO. 
BATTLE CREEK 9, MICH. 


Phone WO. 2-5257 All Dept's 
“Leaders in the industry 














Since 1939" 
Canadian Distributors 
Eastern: Western: 
Five Wheels itd Five Wheels 








Foreign Speedometers 


REPAIRED — RESET — CHANGED 


TO MPH 
BOSCH (cermany) PARTS 


AUTOMOTIVE IMPORTS 
DISTRIBUTORS 


Box 55, Hingham, Mass. 





SWISS WATCHES 


For premiums—$2.95 up. Swiss Electric Shavers 
AC 110/220 V. Sample $7.50. Swiss Hearing 
Aid, miniature all transistor with built-in tele- 
phone pick-up, $135, Free catalog. Special 
quantity prices. 


TRANSWORLD 


565 Fifth Ave., New York City 








INC., DEPT. 3A, 924-lith St., Rock Island, III. 





CONVERTIBLE TOPS—$21.25. Jeep tops,’| 


$72.20. Headlinings, $12.50. Free cata- 
logue, BIG BUCK, 12 Elliott, Beverly, 
Mass. 


The “ORIGINAL YELLOW" 


Automatic BraKinG 


Is the ONLY—TOW BAR—TODAY 
NIVERSAL 
WITH THE UNIVERS $5] 45 


“WRIST ACTION" 
Incldg. BRAKE HOOK-UP 

TowKinG (cc's; 545° 
TRAIL-KING $37.50 


Fast Pickup and Delivery - 
atest 6s 2° Gan 


CLOSING OUT RED ARROW 
PARTS AT 50% DISCOUNT 


—- (ere (Tailor Made)...... 95 
CS re. 2.) .50 
SA Y CHAINS, set of 2, only...... $2.95 
| Tow Bar Sales Co. 


Exclusive Factory Distributors 
DE 2-0700 AN 3-8888 Nites: BA 1-8717 





40 So. Clinton St., Cones 6, i. 











U. S., Canada and 


New Subscription Order 


Send Automotive News to Address Below 


One Year $9 [] or Two Years $16 [] 
All Other Countries — One Year $13 [] or Two Years $22 [] 


U. S. Possessions 





Street Address......... 





ena’ 


AUTOMOTIVE NEWS, 965 E. JEFFERSON, DETROIT 7, MICH. 


RR edhrear Gavia cad: ha Seer 


TRADE CONNECTION: 


Car Dealer (1) Truck Dealer [] Manufacturer [) 
Jobber [] Insurance [1] Financial [] Supplier 1] 
Make of Car...... Coonecemocvsccesocesoveccsoscoe Decccascocesenseeeae 


9-14-59 























New Yorkers do everything other people do. Only more so. 





For example, they buy more cars than the people in any other market. 


And you can sell them more cars by using more space more often 


in The New York Times*.. . first in New York in automotive advertising 














*As imported cars advertisers know. That's whi 


The New York Times carries 70% of imported car advertising 






placed in New York newspapers. 
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